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The report is also available in Adobe Acrobat form on the DBEDT website,
http:/ /www.hawaii.gov/dbedt/info/visitor-stats/.

Due to space limitations, additional data tables were not included in this report but can be
found on the DBEDT website.

For further information about obtaining visitor data and other sources, contact the DBEDT
Library at (808) 586-2424, ot e-mail library@dbedthawaii.gov.

For further information about obtaining copies of the report, contact the DBEDT Research
and Economic Analysis Division at (808) 586-2466.

Changes to 2008 Visitor Satisfaction Survey

In 2008, several changes had been made to the Visitor Satisfaction Survey form (see Section
9 for the list of changes).
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1. INTRODUCTION




INTRODUCTION

Background

The Visitor Satisfaction Survey was initiated by the Hawail Visitors and Convention Bureau
(HVCB, formerly known as the Hawail Visitors Bureau) in the 1950s. The survey has been
conducted intermittently since that time and reports were published by HVCB for 1961,
1969-1977, 1984-1992, 1996 and 1998, focusing on visitors from the U.S. and Japan. In
January 1999 the Hawai‘l State Legislature transferred the responsibility for visitor-related
research projects from HVCB to the Department of Business, Economic Development and
Tourism (DBEDT). DBEDT began conducting the Visitor Satisfaction survey in 2001. In
2002, DBEDT expanded the study to include Canada and Europe visitors. Starting 2008, the
research included Oceania.

The survey measures satisfaction levels for different components of the visitor experience
(accommodations, attractions, dining, shopping, etc.) and also provides data on what
activities visitors engaged in during their vacation. In this report, DBEDT presents results
from the 2008 Visitor Satisfaction Survey. Results from this and past Visitor Satisfaction
Surveys, as well as, other visitor research publications are available on the DBEDT website:
http:/ /hawaii.gov/dbedt/info/visitor-stats.

Objectives

There are three main objectives of this report. The first objective is to present measurements
of survey respondents’ satisfaction with Hawail as a visitor destination, specifically visitors
from the top six major market areas, U.S. West, U.S. East, Japan, Canada, Europe, and
Oceania. This report attempts to portray the visitors’ overall evaluation of the vacation
experience covering various aspects of their trip to the islands for the island that they stayed
the longest. These visitors were queried about their experiences with Hawaii’s
accommodations, restaurants, airports, parks, beaches, and attractions, as well as their
engagement in activities such as sightseeing, shopping, transportation, cultural,
entertainment, and sports and fitness. It is hoped that this feedback will help Hawai’’s
businesses take proactive measures in promotion, maintenance, and improvement in these
essential areas. Sectors of industries may also use these data to assess their performance.
Detailed satisfaction information is not presented by island to improve feedback to Hawai‘i’s
visitor industry.

The second objective is to provide some insight into the destination selection and trip
planning process taken by these visitors. The data shows that visitors employ a variety of
sources to plan, select and book a trip to the Hawaiian Islands. In particular, the data allows
a closer look at the impact of the Internet and travel agents on the selection process, as well
as the timetable involved in trip planning and booking.

The final objective is to analyze demographic information on visitors who responded to the
study. This level of detail is not available from the DBEDT annual and monthly visitor
reports. Information is provided on the average visitor’s income level, employment status
and education level. Furthermore, visitors are classified into lifestyle or lifestage segments as
well as first-time or repeat visitors to highlight the different types of travelers to the


http://hawaii.gov/dbedt/info/visitor-stats

Hawaiian Islands. Information on their purpose of trip and their travel companion helps to
complete the picture of the Hawai‘ visitors.

Definitions

Visitor: Out-of-state traveler who stayed in Hawai‘i for a period of time between one night
but less than one year.

Major Market Areas (MMAs): Visitors are classified by their place of residence into the
following geographical areas that were defined by the Hawail Tourism Authority for
marketing purposes to make the state more globally competitive:

1.

e A A ol ol

US. West — Pacific (Alaska, California, Oregon, Washington) and Mountain
(Arizona, Colorado, Idaho, Montana, Nevada, New Mexico, Utah and Wyoming)
states.

U.S. East — Other states in the Continental U.S.

Japan

Canada

Europe — United Kingdom, Germany, France, Italy, and Switzerland

Oceania — Australia and New Zealand

Other Asia — China, Hong Kong, Korea, Singapore, and Taiwan

Latin America — Argentina, Brazil, and Mexico

Other — All countries and districts not listed in MMA 1 to 8 above, including Guam,
Puerto Rico, U.S. Virgin Islands, and other U.S. territories

Visitor Lifestyle and Lifestage:

Wedding/Honeymoon visitors: Visitors whose ptrimary and secondary purpose of trip
are to get married or honeymoon.

Family: Visitors traveling with children under 18 years of age and are not in the above
lifestage.

Young: Visitors between 18 and 34 years of age and are not in the above lifestages.

Middle Age: Visitors between 35 and 54 years of age and are not in the above lifestages.

Seniors: Visitors 55 years of age or over and are not in the above lifestages.



2. CONDITION OF THE VISITOR
INDUSTRY




CONDITION OF THE VISITOR INDUSTRY

2008 was a challenging year for Hawai?’s tourism industry. Two major domestic airlines
(Aloha and ATA) ceased operations to the islands after March 31 and April 2. Furthermore,
two Hawai‘i home-ported ships stopped cruises in early February and in mid-May, leaving
only one ship based in the islands. The global economic recession and high fuel prices also
continued to restrain visitation to Hawai‘i.

Total visitor days by air and cruise visitors dropped 8.9 percent to 63.9 million days in 2008.
A total of 6,822,911 visitors arrived by air or by cruise ships, down from 7,627,819 visitors in
2007. The combined length of stay by these visitors increased to 9.36 days from 9.19 days in
2007. Total arrivals by air dropped 10.4 percent to 6,713,436 visitors in 2008. Canada
(+7.9%) and Europe (+6.6%) air arrivals increased; but air arrivals from U.S. West (-14.7%),
US. East (-11.5%), Japan (-9.4%), Oceania (-5.3%), Other Asia (-7.1%), and Latin America
(-5.2%) were lower compared to 2007.

A total of 2,338,202 visitors, or 34.8 percent of total air visitors, came to the islands for the
first time in 2008, down 11.7 percent from 2007. First-time visitors comprised 19.6 percent
of U.S. West, 43.9 percent of U.S. East, 42.3 percent of Japan, and 38.7 percent of Canada
markets, but accounted for the majority of Europe (70.4%) and Oceania (52.9%) markets.
The share of first-timers among visitors from Oceania increased (+1.3 percentage points);
while the share among U.S. East (-1.9 percentage points), Japan (-1.5 percentage points), and
U.S. West (-1.3 percentage points) visitors were lower compared to 2007. Share of first-time
visitors from FEurope and Canada were virtually unchanged. The percentage of true
independent visitors rose to 48.1 percent of total first-time visitors, up from 45.5 percent in
2007. The majority of the first-time visitors went to O‘ahu (73.9%); followed by Maui (30%),
Hawai‘ Island (20.3%), and Kaua‘i (14.3%).

In 2008, a total of 454,720 visitors honeymooned in the state, down 6 percent compared to
the previous year. This group comprised 6.8 percent of total air visitors to Hawail, similar to
2007. Japan visitors accounted for the largest share (43%) of honeymoon visitors in 2008, up
from 39 percent of total visitors in 2007. Share of honeymoon visitors from U.S. East
(22.5%, -2.8 percentage points) and U.S. West (20.9%, -3 percentage points) were lower
compared to 2007. The majority of honeymooners (70%) were first-timers visitors to the
state. The majority (73.6%) of the honeymooners visited Oahu, 29.8 percent visited Maui,
16.8 percent visited Hawai‘i Island, and 15.6 percent visited Kaua‘.

Those who came to get married in Hawai‘l dropped 14.7 percent from 2007 to 122,118
visitors. This group accounted for 1.8 percent of total air visitors to the state in 2008. Japan
visitors comprised 47.8 percent of all visitors who came to get married in 2008, compared to
48.9 in 2007. Share of those who came to get married from U.S. West (25.2%, -1.1
percentage points) was slightly less compared to 2007 while U.S. East (16.9%, -0.4
percentage points) showed no change. The majority (73.2%) of those who came to get
married visited O‘ahu, 25.7 percent visited Maui, 15.6 percent visited Hawail Island, and
12.9 percent visited Kaua‘i.



Please refer to the 2008 Annunal Visitor Research Report for a comprehensive analysis of
Hawai?’s visitor industry, including: visitor characteristics and expenditures by major market
areas, select countries, purpose of trip, accommodation, first-time/repeat visitor status, and
island; detailed spending categories by major market areas and by island; cruise visitors
characteristics and spending; visitor room inventory, hotel occupancy, and room rates; and
air seat capacity to Hawai‘t.

The 2008 Annual 1 isitor Research Report is available in Adobe Acrobat format on the DBEDT
Web Site: http://www.hawaii.gov/dbedt/info/visitor-stats/visitor-research/.


http://www.hawaii.gov/dbedt/info/visitor-stats/visitor-research

3. EXPERIENCE AND WILLINGNESS
TO RECOMMEND OR REVISIT




Visitor Satisfaction Ratings

Visitor satisfaction is an important indicator of industry performance. This measure provides
vital feedback on how well services are delivered and how well the industry meets
expectations. High satisfaction is also a leading-indicator of customer retention and loyalty.
Satisfying visitors’ needs and expectations encourages return trips to Hawail. Satisfied
customers also develop a fondness for the destination which results in a higher likelihood to
recommend Hawai‘i to others.

Overall Rating of Most Recent Vacation to Hawai‘i (Tables 3.1 and 3.2)

Visitors continued to give high marks for their overall experience in Hawail. The majority of
visitors rated their most recent trip to Hawai‘l as excellent with very little fluctuation year-
over-year.

e In 2008, more than two-thirds (68.4%) of U.S. visitors found their most recent trip
excellent. There were 66.8 percent of U.S. West and 70.7 percent of U.S. East visitors that
gave excellent ratings. U.S. visitor ratings were fairly consistent over the past five years.

e More than half (53.5%) of Japan visitors continued to rate Hawaii excellent in 2008.

e 2008 excellent ratings by visitors from Canada (67%) and Europe (69.6%) were virtually
unchanged from the previous year.

Figure 1: Overall Rating of Trip
[Percentage of visitors who rated most recent trip “Excellent” by MMA]
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Expectations (Tables 3.5 and 3.6)

The visitors” evaluation of the trip is influenced not only by the attributes and characteristics of
the service but also by the needs, motivations, and interests of the visitors. Therefore, it is
important to measure how well the destination was able to provide the experience that was
expected. Few visitors (less than five percent) felt Hawail did not meet their expectations at
all. Overall, this indicator showed that Hawai?’s ability to exceed expectations remained
quite strong.
e The percentage of 2008 visitors who said Hawai‘l exceeded their expectations was relatively
stable within Europe (43.5%), U.S. East (41.1%), U.S. West (34.7%), and Japan (31%)
markets compared to the previous year.

e (Canada visitor ratings dropped to 32.5 percent in 2008 compared to 40.6 percent in 2007,
but more similar to 2006.

Figure 2: Trip Exceeds Expectations
[Percentage of visitors who said this trip “Exceeded Expectations” by MMA]
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Overall Satisfaction/Dissatisfaction

Taking into account all the facets of satisfaction helps to give a better picture of the overall

opinions of our visitors. The index of overall satisfaction is the average of ratings: excellent for

overall vacation, exceeded for trip expectations, very likely for likelihood to recommend Hawai‘i,

and very likely for likelihood to revisit; which are detailed in later sections.

e Since 2004, more than three out of five U.S. West and U.S. East visitors to Hawai‘l were
overall satisfied.

e Japan visitors’ overall satisfaction improved to 51.7 percent of Japan visitors compared to
less than half (48.4%) in 2007.

e Opver three-fifths of Canada visitors were overall satisfied in 2007 (62.6%) and 2008
(61.6%).

e Furope visitors” overall satisfaction of 57.2 percent was comparable to earlier years.

Figure 3: Overall Satisfaction [Percentage of Visitors by MMA]
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The percentage of visitors dissatisfied with Hawai‘i remained quite low. The index of overall

dissatisfaction is the average of ratings: below average and poor for overall vacation, did not meet for

trip expectations, not too likely and not at all likely for likelihood to recommend Hawai‘i, and #or

too likely and not at all likely for likelithood to revisit.

e Overall dissatisfaction ratings from the top five markets were fairly similar over the last
five years.

Figure 4: Overall Dissatisfaction [Percentage of Visitors by MMA]
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Likelihood to Recommend Hawai‘i (Tables 3.7 and 3.8)

When visitors are highly satisfied with their trip, they are more likely to recommend the

destination to friends and family. Many Hawai‘ visitors reported very likely to recommend

this destination to others. Word-of-mouth advertising is important in marketing Hawai‘.

These referrals, in time, develop more first-time visitors to Hawai‘i and encourage previous

visitors to return.

e Since 2004, the likelihood to recommend Hawail to others remained relatively stable
among U.S. West, U.S. East, and Europe visitors.

e The proportion of Japan visitors who were very likely to recommend Hawai‘l increased to 71.9
percent in 2008 after being steady from 2004 to 2007.

e Most Canada visitors were very likely to recommend Hawail (88.1%). The share was similar to
2007 ratings (88.9%) but higher than 2004 (84.1%).

Figure 5: Very Likely to Recommend Hawai'i to Friends and Relatives
[Percentage of visitors who are “Very Likely” to recommend Hawai‘i as a vacation place by

MMA]
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Likelihood to Revisit Hawai‘i (Tables 3.9 and 3.10)

A visitor’s decision to return to Hawai‘l is influenced by positive experiences on the most

recent trip and other factors such as curiosity for new experiences, available time, financial

situation, and other commitments. Likelthood to revisit Hawail as an indicator, helps estimate

future demand and changes in desires. Visitors continued to be satisfied with their vacations

and their sentiment toward returning in the near future appeared stable.

e The percentages of U.S. West and Europe visitors who were very likely to revisit Hawai' in the
next five years were steady from 2004 through 2008.

e The share of U.S. East visitors who said they were very /ikely to return in 2008 (51.1%) was
similar to 2007 (49.9%), but higher than 2005 (47.1%).

e Half of Japan visitors (50.4%) were very likely to revisit in 2008 compared to less than half in
2007 (46.1%).

e The proportion of Canada visitors who were very /ikely to return in the next five years was
58.8 percent in 2008, an increase from 53.4 percent in 2007.

Figure 6: Very Likely to Revisit Hawai'‘i
[Percentage of visitors who are “Very Likely” to revisit Hawai¢i in the next five years by

MMA]
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Since likelihood to revisit is also highly correlated with visitation status (first-time or repeat
visitor) and the ratio of first-time to repeat visitors varies across MMA; a fitting representation
is to analyze the first-time and repeat visitors separately.

e Tirst-time visitors who were very /ikely to return from U.S. West (52%, -2.6 percentage
points), Japan (26.5%, +2.1 percentage points), and Europe (23.6%, -2.3 percentage
points) showed little change compared to 2007. However, proportions from U.S. West and
Europe exhibit a decreasing trend since 2004.

e The share of U.S. East first-time visitors who were very /ikely to return was 30.8 percent in
2008, a decrease from 35.3 percent in 2007.

e There were more Canada first-time visitors in 2008 who said they were very likely to revisit
(38.3%) compared to 32.7 percent in 2007.

Figure 7: First-Time Very Likely to Revisit Hawai'‘i
[Percentage of first-time visitors who are “Very Likely” to revisit Hawai‘i in the next five
years by MMA]
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The majority of repeat visitors from the top five visitor markets answered that they will zery
likely revisit Hawai' in the next five years.

Since 2004, four out of five U.S. West repeat visitors continued to be very /ikely to return to
Hawai‘t.

The share of repeat visitors from U.S. East and Canada continued to show year-over-year
improvement since 2005.

Japan repeat visitor ratings for 2008 (62.3%) were similar to 2007 (62.9%) but 3.3
percentage points lower than 2006.

More Europe repeat visitors (64.8%) said they were very /ikely to return in the near future
compared to the previous four years.

Figure 8: Repeat Very Likely to Revisit Hawai'i
[Percentage of repeat visitors who are “Very Likely” to revisit Hawai‘i in the next five years
by MMA]
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Figure 9 shows that the percentage of respondents who answered that they were not at all
Iikely or not too likely to return to Hawail in the next five years continued to be faitly
low among U.S. West; while slightly higher for Japan, Canada, and U.S. East visitors. Europe
respondents had the highest percentage of those who will not revisit the islands in the next
five years.

e In 2008, the proportion of U.S. West (7.9%, -1.4 percentage points), U.S. East (24.2%, -1.1
percentage points), Japan (15.6%, -1.6 percentage points), and Europe (38.3%, -1.5
percentage points) visitors who were ot likely to revisit Hawai'i were similar to 2007.

e Fewer Canada visitors were 7ot /ikely to return (16.1%) in 2008 compared to 2007 (20.5%).

Figure 9: Not Likely to Revisit Hawai‘i
[Percentage of visitors who are “’Not too likely’ or ‘Not at all likely’ to visit Hawai‘i in the next
five years” by MMA]
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Reasons for Not Revisiting Hawai‘i (Tables 3.13 to 3.15)

Many of the visitors not planning to return in the next five years report that it is because they

want to go someplace else (see Figures 10 and 11). Note that the statistic reported for each

reason for not revisiting Hawai‘l is the percentage of those who were not Iikely to revisit

Hawai9 (from previous section).

e About half of U.S. visitors from 2004 to 2008 who do not plan to return would rather visit
a new destination.

e In 2008, there were fewer U.S. visitors who wanted to visit someplace new (48%, -4.4
percentage points) and felt that Hawai‘l was too commercial (14.7%, -5.6 percentage
points) compared to 2007.

e On the other hand, more U.S. visitors did not want to return because they felt the flight
was too long (36.2%) compared to 32.3 percent in 2007 and 26.9 percent in 2006.

Figure 10: Reasons for Not Revisiting Hawai‘i - U.S.
[Percentage of visitors who were not likely to revisit]
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* Comparable data not available in 2004 for “Not enough value.” Survey changed to state:
“Not enough value for the price” instead of “Too expensive.”
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e More than half of Japan visitors from 2004 to 2008 wanted to explore a new destination;
however in 2008, the proportion (54.8%) decreased 3.7 percentage points from 2007. The
proportion continued to decline from 2006.

e Since 20006, the percentage of Japan visitors who felt Hawai‘l was too crowded continued
to decline into 2008.

Figure 11: Reasons for Not Revisiting Hawai‘i - Japan
[Percentage of visitors who were not likely to revisit]
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Individual Island Experience (Tables 3.3 and 3.4)

Each island has unique characteristics, activities, and products which resulted in varied visitor
experiences. In general, the majority of visitors felt that the islands they visited were excellent.

For 2008, Kaua‘l was the most positive destination for each MMA except Japan.

Among U.S. visitors, a visit to Maui or Kaual was more likely to result in an excellent
experience than O‘hu or Hawai‘i Island (Figure 12).

Exccellent ratings by U.S. visitors remained consistent for O‘ahu, Hawaii Island, and Kaua‘i
compared to 2007.

Maui’s excellent ratings of 73.7 percent in 2008 jumped 5.6 percentage points higher than in
2007.

Hawai‘i Island exvellent ratings showed improvement from 2005.
Kaua‘i ratings also improved year-over-year since 2000.

Figure 12: Island Experience Rated as Excellent — U.S. [Percentage of visitors by Island]
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More than half of the Japan visitors rated all islands as excelent in 2008 (see Figure 13).
Compared to previous years, Japan visitors reported a record high rating for O‘ahu
(56.6%) in 2008.

Opverall, the Japan market did not rate Kaua‘i as high as the other islands in previous years;
however, a higher percentage of Japan visitors rated Kaua‘ as excellent in 2008 (52.7%)
compared to 2007 (48%). Kaua‘ ratings continuously showed improvement since 2006.
Japan visitors’ experience on Maui (54.3%) and Hawai‘i Island (57.3%) stayed relatively the
same compared to 2007. However, Hawai‘i Island ratings showed improvement over the
preceding three years.
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Figure 13: Island Experience Rated as Excellent — Japan [Percentage of visitors by Island]
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Visitors from Canada found that Maui (66.7%) and Kaua‘ (68.9%) were more likely to
offer an excellent experience (see Figure 14).

Maui had increased 4.3 percentage points to 66.7 percent in 2008 compared to the
previous year.

Hawai‘i Island showed a year-over-year increase from 2005.

Figure 14: Island Experience Rated as Excellent — Canada
[Percentage of visitors by Island]
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e More than half of visitors from Europe continued to rate O‘ahu, Maui, and Kaua‘i exce/lent
from 2004 to 2008 (Figure 15).
e More than half of Europe visitors rated Hawai‘l Island excellent for 2007 (60.1%) to 2008
(57.5%) compared to less than half in 2005 (47.7%) to 2006 (47.9%).
e Kaual showed a steady increase from 2006 to 2008.
Figure 15: Island Experience Rated as Excellent — Europe
[Percentage of visitors by Island]
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Oceania Visitor Satisfaction Ratings (Tables 3.3 to 3.13)

Since 2008 was the first year that satisfaction research was conducted for the Oceania market,
a summary of Oceania visitor satisfaction ratings is provided below.

The majority (64.4%) of Oceania visitors rated their recent trip to Hawai‘l excellent.

The share of Oceania visitors who said their recent trip to Hawai‘l exceeded expectations was
32.1 percent in 2008.

Overall satisfaction among Oceania visitors was 56.3 percent.
Oceania visitors’ overall dissatisfaction ratings for 2008 comprised 6.7 percent.

Four out of five (81.7%) Oceania visitors were very likely to recommend Hawaii to their
friends and relatives.

In 2008, 46.9 percent of Oceania visitors said they were very /ikely to return to Hawai‘i.

Oceania first-time visitors who were very /ikely to return comprised 38 percent of Oceania
visitors.

More than half (54.8%) of Oceania repeat visitors were very likely to revisit Hawai'7.

There were 18.8 percent of Oceania visitors who said they were no? likely to revisit Hawai' in
the next five years.
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Among the 18.8 percent who were ot likely to return, the majority (63.4%) of Oceania
visitors said it was because they want to visit someplace new, while 27.6 percent said they
had other financial obligations and 20 percent saild Hawai® was too
commercial/overdeveloped.
Oceania visitors rated O‘ahu (65%) and Kaua‘i (64.8%) slightly higher than Maui (61.6%)
and Hawai‘ Island (59.5%).

22



Table 3.1 2008 Overall Rating of Most Recent Vacation to Hawai‘i by Lifestyle
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments Visitation Status
Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

U.S. TOTAL

Excellent 68.4 80.4 71.9 74.1 68.6 62.4 71.6 67.4

Above average 28.7 19.3 25.8 22.9 28.6 34.0 25.7 29.7

Below average 2.7 0.3 2.0 2.4 2.7 3.4 2.4 2.7

Poor 0.2 0.0 0.3 0.6 0.0 0.2 0.3 0.2
U.S. WEST

Excellent 66.8 79.7 72.3 69.7 67.5 60.1 72.9 65.7

Above average 30.2 20.3 25.2 27.2 29.4 36.4 243 31.2

Below average 2.8 0.0 2.0 2.8 3.0 3.4 2.5 2.9

Poor 0.2 0.0 0.5 0.3 0.0 0.1 0.3 0.2
U.S. EAST

Excellent 70.7 80.9 71.2 79.5 69.9 65.6 70.9 70.5

Above average 26.7 18.6 26.9 17.8 27.6 30.8 26.4 26.8

Below average 2.4 0.5 1.9 1.9 2.4 3.3 2.4 2.5

Poor 0.2 0.0 0.0 0.8 0.0 0.3 0.2 0.2
JAPAN

Excellent 53.5 67.8 56.5 67.0 51.1 411 56.9 51.9

Above average 44.3 31.4 41.7 321 46.7 55.3 40.9 46.0

Below awverage 21 0.9 1.6 0.8 21 3.5 21 2.0

Poor 0.1 0.0 0.2 0.0 0.1 0.1 0.1 0.1
CANADA

Excellent 67.0 72.3 67.3 76.3 69.9 60.6 72.6 64.2

Above average 31.0 26.1 31.7 22.9 28.9 354 253 33.8

Below awerage 1.8 0.0 1.0 0.3 1.2 3.6 1.9 1.8

Poor 0.2 1.7 0.0 0.5 0.0 0.4 0.2 0.2
EUROPE

Excellent 69.6 83.9 79.5 71.5 67.9 61.2 68.1 72.8

Above average 28.5 16.0 19.5 26.3 31.4 35.0 29.9 25.5

Below average 1.9 0.1 1.0 2.3 0.7 3.9 2.0 1.6

Poor 0.0 0.0 0.0 0.0 0.1 0.0 0.0 0.0
OCEANIA

Excellent 64.4 84.2 72.4 56.2 66.8 59.5 61.3 67.2

Above average 33.0 15.3 25.5 43.6 29.9 36.8 35.6 30.6

Below average 2.6 0.0 2.1 0.2 34 3.7 3.0 2.3

Poor 0.0 0.5 0.0 0.0 0.0 0.0 0.0 0.0
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Table 3.2 2007 Overall Rating of Most Recent Vacation to Hawai‘i by Lifestyle
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments Visitation Status
Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

U.S. TOTAL

Excellent 68.3 79.4 69.8 73.6 66.1 65.7 70.0 67.6

Above average 29.0 18.8 27.7 24.9 30.3 31.6 27.3 29.8

Below average 23 1.9 22 1.4 3.1 2.2 2.3 2.3

Poor 0.4 0.0 0.3 0.2 0.5 0.5 0.5 0.3
U.S. WEST

Excellent 66.7 77.9 67.8 73.3 63.7 64.7 68.2 66.3

Above average 30.4 19.6 29.5 251 32.6 32.3 29.2 30.7

Below average 2.6 2.5 24 1.7 3.3 2.6 2.3 2.7

Poor 0.3 0.0 0.2 0.0 0.5 0.4 0.3 0.3
U.S. EAST

Excellent 71.0 80.6 73.8 741 69.8 67.4 71.5 70.6

Above average 26.7 18.1 24.2 24.6 26.9 30.4 257 27.6

Below average 1.9 1.3 1.7 0.8 2.8 1.6 2.2 1.6

Poor 0.4 0.0 0.3 0.5 0.5 0.5 0.6 0.3
JAPAN

Excellent 50.9 66.5 52.5 60.9 50.9 38.6 52.0 50.1

Above average 45.8 30.6 44.5 37.6 45.7 57.0 44.0 47.2

Below average 3.2 23 3.0 1.3 3.3 4.4 3.9 2.6

Poor 0.1 0.6 0.0 0.1 0.1 0.0 0.2 0.1
CANADA

Excellent 67.3 81.0 66.6 72.7 69.5 61.9 69.6 65.9

Above average 29.6 19.0 29.9 251 27.8 34.2 26.7 31.4

Below average 3.1 0.0 3.5 2.2 2.7 3.9 3.7 2.7

Poor 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
EUROPE

Excellent 69.7 83.3 69.4 70.3 66.8 67.4 69.8 69.4

Above average 27.3 15.9 28.8 25.2 29.2 30.7 27.0 281

Below average 2.7 0.8 1.4 3.8 3.8 1.8 2.8 23

Poor 0.3 0.0 0.5 0.7 0.2 0.2 0.4 0.2
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Table 3.3 2008 Overall Rating of Experience on Each Island Visited
[Percentage of Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
SATISFACTION - O‘ahu
Excellent 55.3 52.8 57.7 56.6 54.4 59.7 65.0
Above Average 38.6 41.2 36.2 40.4 40.6 34.2 32.0
Below Average 5.2 4.9 5.4 2.7 4.6 5.3 2.6
Poor 0.9 1.1 0.7 0.3 0.4 0.8 0.3
SATISFACTION - Maui
Excellent 73.7 73.3 74.2 54.3 66.7 61.7 61.6
Above Average 23.0 23.8 22.0 40.4 29.7 34.7 30.4
Below Average 3.1 29 3.4 4.8 3.1 3.4 7.0
Poor 0.2 0.0 0.4 0.5 0.5 0.2 1.0
SATISFACTION - Moloka‘i
Excellent 58.2 47.9 65.9 47.5 43.3 62.6 47.0
Above Average 36.0 43.8 30.2 52.5 40.6 31.3 45.1
Below Average 4.7 6.7 3.2 0.0 12.2 5.4 7.9
Poor 1.1 1.7 0.7 0.0 3.9 0.7 0.0
SATISFACTION - Lana‘i
Excellent 69.0 71.1 66.9 71.0 40.3 51.9 38.2
Abowve Average 28.2 251 31.4 29.0 38.7 42.0 54.6
Below Average 2.5 3.7 1.4 0.0 18.5 4.0 7.3
Poor 0.3 0.1 0.4 0.0 2.5 2.1 0.0
SATISFACTION - Hawai‘i Island
Excellent 62.2 61.8 62.5 57.3 61.2 57.5 59.5
Above Average 32.8 32.8 32.9 38.0 34.8 39.6 36.3
Below Average 4.6 4.9 4.4 3.9 3.7 2.8 3.4
Poor 0.4 0.6 0.2 0.8 0.3 0.1 0.8
SATISFACTION - Hilo
Excellent 50.8 45.6 54.3 48.9 48.9 50.5 35.6
Above Average 39.0 43.1 36.2 44.9 40.5 43.7 59.6
Below Average 9.2 10.6 8.2 4.6 9.5 5.2 3.1
Poor 1.1 0.7 1.3 1.5 1.0 0.6 1.7
SATISFACTION - Kona
Excellent 61.4 61.2 61.6 60.5 56.5 55.9 60.0
Above Average 33.5 33.8 33.3 35.4 39.6 39.6 33.2
Below Average 4.0 4.1 3.8 4.1 3.2 4.3 5.9
Poor 1.1 0.9 1.3 0.0 0.8 0.2 1.0
SATISFACTION - Kaua‘i
Excellent 74.9 72.5 77.8 52.7 68.9 76.0 64.8
Above Average 21.8 25.0 17.8 41.2 28.4 21.0 27.3
Below Average 3.0 2.3 4.0 6.2 1.6 1.2 7.8
Poor 0.3 0.2 0.4 0.0 1.1 1.8 0.0
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Table 3.4 2007 Overall Rating of Experience on Each Island Visited

[Percentage of Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe
SATISFACTION - O‘ahu
Excellent 58.0 56.2 60.4 51.1 57.9 60.0
Above Average 36.1 37.9 33.7 43.8 35.9 33.5
Below Average 4.7 4.8 4.5 4.7 5.9 5.9
Poor 1.2 1.0 1.4 0.4 0.4 0.6
SATISFACTION - Maui
Excellent 68.1 67.8 68.7 54.0 62.4 66.2
Above Average 28.1 28.2 28.0 37.8 34.0 29.6
Below Average 3.3 3.8 2.5 7.7 3.5 3.3
Poor 0.5 0.3 0.8 0.4 0.2 0.9
SATISFACTION - Moloka‘i
Excellent 53.6 54.6 50.7 64.3 65.6 46.1
Above Average 35.6 35.1 37.1 35.7 26.0 33.7
Below Average 8.8 7.6 121 0.0 8.4 141
Poor 2.0 2.7 0.0 0.0 0.0 6.0
SATISFACTION - Lana‘i
Excellent 60.6 63.3 57.7 86.3 55.4 47.3
Above Average 30.2 21.4 39.8 13.7 425 47.6
Below Average 7.8 14.0 1.1 0.0 21 5.1
Poor 1.3 1.3 1.4 0.0 0.0 0.0
SATISFACTION - Hawai‘i Island
Excellent 62.0 59.3 65.2 56.6 57.6 60.1
Above Average 33.8 36.2 31.0 38.0 36.6 34.6
Below Average 3.7 4.2 3.2 4.5 5.5 5.1
Poor 0.5 0.3 0.6 0.9 0.3 0.2
SATISFACTION - Hilo
Excellent 52.3 52.0 52.6 47.2 45.6 52.7
Above Average 39.1 39.6 38.6 47.3 44 .4 371
Below Average 7.2 6.7 7.7 4.9 9.3 9.6
Poor 1.4 1.8 1.1 0.5 0.7 0.6
SATISFACTION - Kona
Excellent 60.7 58.1 63.9 59.1 58.0 56.8
Above Average 34.5 36.9 31.6 36.2 36.4 36.4
Below Average 41 4.6 3.4 3.7 5.2 6.4
Poor 0.7 0.4 1.1 1.0 04 0.4
SATISFACTION - Kaua‘i
Excellent 72.4 70.4 75.5 48.0 69.7 72.3
Above Average 24.9 26.9 21.7 39.6 27.7 254
Below Average 25 25 2.4 11.9 1.9 1.9
Poor 0.2 0.1 0.3 0.6 0.8 0.4
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Table 3.5 2008 Expectations of Vacation by Lifestyle
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

U.S. TOTAL

Exceeded your expectations 37.4 65.1 36.6 46.7 38.5 30.0 51.2 32.7

Met your expectations 59.8 31.7 60.8 50.1 59.0 66.9 45.4 64.6

Did not meet your expectations 2.8 3.2 2.6 3.2 25 3.1 3.4 2.6
U.S. WEST

Exceeded your expectations 34.7 62.5 35.8 394 36.3 28.7 53.5 31.5

Met your expectations 62.6 36.0 61.6 57.3 61.1 68.6 43.8 65.8

Did not meet your expectations 2.7 1.5 2.6 3.3 2.6 2.7 2.6 2.7
U.S. EAST

Exceeded your expectations 411 66.9 38.3 55.6 41.2 31.9 50.0 35.2

Met your expectations 56.0 28.7 59.1 41.4 56.5 64.6 46.2 62.4

Did not meet your expectations 3.0 4.4 2.6 3.0 2.3 3.6 3.8 2.4
JAPAN

Exceeded your expectations 31.0 49.5 27.4 47.0 28.8 19.1 46.2 23.4

Met your expectations 64.9 48.1 69.7 50.2 67.0 74.9 49.2 72.8

Did not meet your expectations 4.1 2.4 2.9 2.8 4.2 6.0 4.6 3.8
CANADA

Exceeded your expectations 32.5 43.3 35.2 42.3 38.4 21.2 48.1 24.6

Met your expectations 65.3 55.1 62.6 56.7 60.1 75.7 48.5 73.9

Did not meet your expectations 2.2 1.7 2.2 1.1 1.5 3.1 3.4 1.5
EUROPE

Exceeded your expectations 43.5 58.4 37.4 56.1 45.1 28.0 47.8 34.2

Met your expectations 54.0 40.9 59.3 41.2 53.7 68.1 49.4 64.1

Did not meet your expectations 2.4 0.7 3.4 2.7 1.2 3.9 2.8 1.7
OCEANIA

Exceeded your expectations 321 60.7 27.5 43.6 38.7 23.4 45.3 20.5

Met your expectations 65.7 38.8 7.7 55.6 57.3 73.8 52.0 77.6

Did not meet your expectations 2.2 0.5 0.9 0.8 4.0 2.8 2.6 1.9

Table 3.6 2007 Expectations of Vacation by Lifestyle
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments Visitation Status
Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

U.S. TOTAL

Exceeded your expectations 36.6 58.7 37.5 47.2 36.6 29.2 51.5 30.2

Met your expectations 60.4 39.5 59.7 50.1 59.6 68.0 44.7 67.2

Did not meet your expectations 3.0 1.8 2.8 2.7 3.8 2.8 3.8 2.7
U.S. WEST

Exceeded your expectations 33.5 48.9 35.3 44.8 33.3 26.5 50.1 29.1

Met your expectations 63.6 49.4 61.6 52.9 63.2 70.8 46.7 68.1

Did not meet your expectations 2.9 1.7 3.1 23 3.5 2.7 3.2 2.9
U.S. EAST

Exceeded your expectations 41.9 67.0 41.8 51.9 41.6 34.0 52.6 32.8

Met your expectations 55.0 311 56.0 44.8 54.1 63.2 43.2 64.9

Did not meet your expectations 3.1 1.9 23 3.3 4.2 2.8 4.2 2.2
JAPAN

Exceeded your expectations 29.3 50.7 25.7 43.0 27.0 17.4 40.3 20.8

Met your expectations 65.3 44.9 69.1 52.4 67.8 76.1 53.7 74.4

Did not meet your expectations 5.4 4.4 52 4.5 5.2 6.5 6.0 4.9
CANADA

Exceeded your expectations 40.6 64.9 36.2 54.4 45.2 30.0 53.6 323

Met your expectations 56.3 34.6 61.6 43.5 51.1 66.2 41.8 65.5

Did not meet your expectations 3.1 0.6 2.2 21 3.7 3.8 4.5 2.2
EUROPE

Exceeded your expectations 43.5 60.7 41.5 44.9 42.8 37.5 49.2 30.4

Met your expectations 52.7 38.5 55.6 50.4 52.3 59.1 46.6 66.7

Did not meet your expectations 3.8 0.8 2.9 4.6 4.9 3.4 4.2 2.9
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Table 3.7 2008 Likelihood to Recommend Hawai‘i as a Vacation Place by Lifestyle
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

U.S. TOTAL

Very likely 86.9 87.8 89.5 87.2 86.2 85.5 82.7 88.3

Somewhat likely 11.4 11.3 9.3 11.3 12.2 12.0 14.9 10.2

Not too likely 1.3 0.6 0.6 1.3 1.4 1.9 1.9 1.2

Not at all likely 0.4 0.3 0.7 0.2 0.2 0.5 0.5 0.4
U.S. WEST

Very likely 88.2 91.1 92.3 84.7 87.9 86.5 85.1 88.7

Somewhat likely 10.3 8.9 6.9 13.8 10.6 11.2 12.6 9.9

Not too likely 1.3 0.0 0.4 1.1 1.4 2.1 2.1 1.2

Not at all likely 0.3 0.0 0.5 0.3 0.2 0.2 0.3 0.2
U.S. EAST

Very likely 85.1 85.5 84.2 90.3 84.2 84.2 81.5 87.5

Somewhat likely 12.9 13.0 13.9 8.2 14.2 13.1 16.1 10.7

Not too likely 1.4 1.0 0.9 1.4 1.4 1.7 1.8 1.2

Not at all likely 0.6 0.5 1.0 0.1 0.2 1.1 0.7 0.6
JAPAN

Very likely 71.9 76.3 72.0 80.0 75.5 62.3 65.5 75.2

Somewhat likely 25.2 21.9 25.5 18.3 221 33.2 31.1 22.3

Not too likely 2.6 1.5 2.2 1.5 2.1 4.4 3.2 2.3

Not at all likely 0.2 0.3 0.3 0.2 0.3 0.1 0.3 0.2
CANADA

Very likely 88.1 85.8 90.0 88.4 90.3 84.8 86.8 88.7

Somewhat likely 10.6 12.3 9.5 9.9 8.9 13.0 10.5 10.7

Not too likely 1.1 0.3 0.5 1.8 0.4 2.0 22 0.6

Not at all likely 0.2 1.7 0.0 0.0 0.4 0.1 0.5 0.0
EUROPE

Very likely 79.5 82.3 88.1 71.0 80.0 81.8 76.4 86.1

Somewhat likely 17.2 17.4 11.3 26.1 16.9 12.3 19.9 11.5

Not too likely 2.9 0.3 0.6 2.9 25 5.2 3.6 1.6

Not at all likely 0.4 0.0 0.0 0.0 0.6 0.7 0.1 0.8
OCEANIA

Very likely 81.7 88.2 86.4 66.4 83.7 83.0 77.2 85.7

Somewhat likely 15.3 11.3 11.5 32.5 14.3 121 18.6 12.4

Not too likely 2.8 0.0 2.2 1.1 2.0 4.6 4.1 1.8

Not at all likely 0.1 0.5 0.0 0.0 0.0 0.3 0.0 0.2

28




Table 3.8 2007 Likelihood to Recommend Hawai‘i as a Vacation Place by Lifestyle
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

U.S. TOTAL

Very likely 88.7 92.2 90.4 87.6 88.8 87.7 85.1 90.3

Somewhat likely 9.3 6.0 7.7 10.7 9.1 10.4 12.4 8.0

Not too likely 1.5 1.8 1.4 1.4 1.4 1.6 1.6 1.5

Not at all likely 0.4 0.0 0.5 0.3 0.7 0.3 0.9 0.2
U.S. WEST

Very likely 88.7 93.7 90.4 86.9 89.2 87.5 84.2 89.9

Somewhat likely 9.6 3.0 8.2 11.8 9.1 10.7 14.2 8.4

Not too likely 1.3 3.3 0.8 1.3 1.1 1.7 0.9 1.5

Not at all likely 0.3 0.0 0.6 0.0 0.6 0.1 0.8 0.2
U.S. EAST

Very likely 88.8 90.9 90.4 88.9 88.1 88.0 85.9 91.2

Somewhat likely 8.7 8.5 6.6 8.5 9.0 9.9 10.9 6.9

Not too likely 1.8 0.5 2.6 1.8 1.9 1.5 2.1 1.5

Not at all likely 0.7 0.0 0.4 0.9 1.0 0.6 1.1 0.3
JAPAN

Very likely 67.3 73.0 68.2 75.8 70.7 56.9 60.6 72.5

Somewhat likely 28.8 24.5 27.9 21.9 254 37.9 33.9 24.9

Not too likely 3.6 2.2 3.8 2.2 35 4.8 5.2 2.3

Not at all likely 0.3 0.3 0.2 0.1 0.4 0.3 0.3 0.3
CANADA

Very likely 88.9 93.5 88.7 89.0 88.4 88.9 86.4 90.6

Somewhat likely 9.6 6.5 10.3 101 9.5 9.4 11.1 8.6

Not too likely 1.5 0.0 1.0 0.9 1.9 1.7 24 0.9

Not at all likely 0.0 0.0 0.0 0.0 0.1 0.0 0.1 0.0
EUROPE

Very likely 80.1 89.4 80.9 78.7 79.4 78.0 78.2 84.3

Somewhat likely 16.1 9.8 17.3 16.5 15.2 18.7 16.9 14.2

Not too likely 34 0.8 1.3 3.9 4.7 3.3 4.3 1.5

Not at all likely 0.4 0.0 0.5 0.9 0.7 0.0 0.6 0.0
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Table 3.9 2008 Likelihood to Revisit Hawai‘i in the Next 5 Years by Lifestyle
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments Visitation Status
Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

U.S. TOTAL

Very likely 65.2 53.9 65.3 60.5 69.9 64.2 37.9 74.3

Somewhat likely 20.1 221 19.1 28.1 17.7 19.2 33.0 15.7

Not too likely 12.4 18.7 13.1 10.2 10.9 13.5 241 8.5

Not at all likely 2.3 5.3 2.5 1.2 1.5 3.1 4.9 1.5
U.S. WEST

Very likely 75.4 70.1 74.6 70.6 79.7 74.9 52.0 79.5

Somewhat likely 16.6 18.5 15.9 22.6 13.9 17.0 30.9 14.2

Not too likely 71 9.7 9.0 6.5 5.8 6.8 15.3 5.7

Not at all likely 0.8 1.6 0.5 0.3 0.6 1.3 1.9 0.6
U.S. EAST

Very likely 51.1 42.6 47.4 48.3 58.1 49.1 30.8 64.4

Somewhat likely 24.8 24.6 25.3 34.8 22.3 22.4 341 18.6

Not too likely 19.7 25.0 211 14.7 17.0 22.9 28.6 13.9

Not at all likely 4.4 7.8 6.2 2.2 2.6 5.7 6.4 3.1
JAPAN

Very likely 50.4 25.6 52.4 51.3 57.4 51.5 26.5 62.3

Somewhat likely 34.0 39.7 31.8 35.5 321 34.1 44.8 28.6

Not too likely 14.1 30.3 14.5 12.4 9.6 12.7 25.3 8.4

Not at all likely 1.6 4.4 1.3 0.8 0.8 1.7 3.4 0.6
CANADA

Very likely 58.8 38.0 59.6 51.4 62.3 59.7 38.3 69.1

Somewhat likely 251 25.8 27.5 29.0 21.5 25.2 31.1 221

Not too likely 13.2 22.4 11.5 18.8 14.5 10.6 25.6 7.0

Not at all likely 2.9 13.7 1.4 0.9 1.7 4.6 5.0 1.8
EUROPE

Very likely 36.4 29.4 47.3 323 41.6 323 23.6 64.8

Somewhat likely 25.3 20.8 22.0 24.6 24.6 29.4 27.0 21.4

Not too likely 33.1 46.7 28.1 39.1 29.0 29.7 42.6 12.0

Not at all likely 5.2 3.0 2.7 4.0 4.8 8.5 6.8 1.7
OCEANIA

Very likely 46.9 21.6 46.4 32.2 62.0 471 38.0 54.8

Somewhat likely 34.3 59.2 36.1 54.8 23.9 28.7 38.6 30.5

Not too likely 14.6 12.5 13.2 12.7 11.6 18.0 17.5 12.1

Not at all likely 4.2 6.7 4.2 0.4 25 6.2 5.9 2.7
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Table 3.10 2007 Likelihood to Revisit Hawai‘i in the Next 5 Years by Lifestyle
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments Visitation Status
Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

U.S. TOTAL

Very likely 65.7 48.0 65.7 60.2 69.9 66.4 43.7 75.1

Somewhat likely 19.9 30.5 20.2 26.6 18.1 17.4 30.5 15.4

Not too likely 121 18.9 12.0 11.3 10.1 13.4 20.9 8.3

Not at all likely 2.3 2.6 21 2.0 1.9 29 4.9 1.2
U.S. WEST

Very likely 74.9 62.7 73.4 68.2 79.3 76.3 54.6 80.3

Somewhat likely 15.8 25.7 16.3 21.4 13.9 13.8 26.0 13.1

Not too likely 8.0 10.8 8.4 9.2 6.0 8.5 16.0 5.8

Not at all likely 1.3 0.8 1.9 1.2 0.8 1.5 34 0.8
U.S. EAST

Very likely 49.9 35.6 50.1 44.5 55.7 49.0 35.3 62.2

Somewhat likely 27.0 34.6 28.1 36.7 24.6 23.6 33.9 21.2

Not too likely 19.1 25.8 19.2 15.3 16.2 22.0 24.7 14.4

Not at all likely 4.0 4.1 25 35 3.6 54 6.1 2.2
JAPAN

Very likely 46.1 26.6 47.9 46.0 55.4 44.4 24.4 62.9

Somewhat likely 36.7 44.7 36.0 41.4 32.5 35.3 47.2 28.6

Not too likely 15.4 23.5 14.7 11.9 11.6 18.0 251 7.9

Not at all likely 1.8 5.3 1.4 0.8 0.4 23 3.3 0.6
CANADA

Very likely 53.4 43.1 57.0 48.2 57.6 50.8 327 66.6

Somewhat likely 26.1 31.1 25.9 30.4 25.8 23.9 345 20.7

Not too likely 17.0 20.6 15.6 17.8 125 21.4 27.2 10.6

Not at all likely 35 5.2 1.4 35 4.1 3.9 5.7 2.1
EUROPE

Very likely 34.7 23.4 33.0 38.2 39.7 315 25.9 55.1

Somewhat likely 25.6 22.7 313 28.6 241 241 26.4 23.6

Not too likely 31.0 40.8 26.8 26.2 28.1 355 37.0 17.1

Not at all likely 8.7 13.2 8.9 7.1 8.1 8.9 10.7 4.2
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Table 3.11 2008 Likelihood to Recommend Islands
[Percentage of Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
RECOMMEND - O‘ahu
Excellent 66.9 65.9 67.8 69.5 69.7 67.4 79.6
Above Average 231 23.8 22.4 26.5 242 23.9 15.5
Below Average 7.3 7.4 7.2 3.4 4.4 6.7 41
Poor 2.8 2.9 2.7 0.6 1.7 1.9 0.8
RECOMMEND - Maui
Excellent 85.6 86.7 84.1 64.2 84.3 74.6 82.6
Above Average 11.9 10.6 13.7 30.8 11.8 211 1.7
Below Average 1.9 2.0 1.9 4.7 3.1 3.5 4.5
Poor 0.5 0.7 0.3 0.3 0.8 0.8 1.1
RECOMMEND - Moloka‘i
Excellent 52.8 45.0 60.6 39.2 63.3 80.3 60.5
Above Average 21.3 28.4 14.2 40.3 213 13.7 37.6
Below Average 21.6 23.7 19.4 16.0 11.4 3.1 1.3
Poor 4.3 2.9 5.7 4.5 4.0 2.9 0.6
RECOMMEND - Lana‘i
Excellent 48.8 47.7 50.0 40.7 59.7 75.6 73.0
Above Average 24.7 26.4 22.8 34.2 21.9 15.9 23.9
Below Average 19.5 17.8 21.4 21.2 16.4 6.1 1.0
Poor 7.0 8.1 5.7 3.9 1.9 24 21
RECOMMEND - Hawai‘i Island
Excellent 72.9 75.4 70.2 61.4 73.2 62.9 73.9
Above Average 20.5 19.6 21.4 33.1 211 30.2 18.5
Below Average 5.4 3.7 7.2 4.8 5.1 6.1 6.3
Poor 1.3 1.4 1.2 0.8 0.6 0.8 1.3
RECOMMEND - Kona
Excellent 73.8 76.0 71.4 63.7 70.8 63.6 711
Above Average 20.2 19.0 21.6 31.1 23.1 27.0 21.0
Below Average 4.4 4.0 5.0 4.9 5.0 8.5 71
Poor 1.5 1.0 2.1 0.3 1.2 0.8 0.8
RECOMMEND - Hilo
Excellent 58.4 55.5 60.8 54.8 60.0 59.7 72.7
Above Average 271 30.6 241 35.2 28.9 28.8 201
Below Average 11.8 12.5 11.3 8.7 8.4 9.2 5.3
Poor 2.7 1.4 3.8 1.4 2.7 23 1.9
RECOMMEND - Kaua‘i
Excellent 85.1 85.3 84.8 55.2 80.6 85.7 83.4
Above Average 12.3 12.6 12.0 33.6 16.0 10.9 9.1
Below Average 2.2 1.7 2.8 10.7 2.6 1.5 7.1
Poor 0.4 0.3 0.5 0.5 0.8 1.9 0.4
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Table 3.12 2007 Likelihood to Recommend Islands
[Percentage of Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe
RECOMMEND - O‘ahu
Excellent 68.3 67.4 69.5 62.6 72.7 68.4
Above Average 21.3 21.7 20.7 31.3 18.8 20.5
Below Average 7.4 7.8 6.9 5.2 6.9 8.6
Poor 29 3.0 2.8 0.8 1.6 25
RECOMMEND - Maui
Excellent 81.6 80.6 83.3 58.1 82.7 75.5
Above Average 14.8 15.4 14.0 36.1 14.7 18.6
Below Average 29 3.3 2.2 4.4 1.9 4.7
Poor 0.7 0.7 0.6 1.4 0.6 1.2
RECOMMEND - Moloka‘i
Excellent 60.5 58.7 64.8 28.0 53.2 40.8
Above Awverage 23.6 271 14.9 39.1 30.1 34.6
Below Average 12.8 10.8 17.9 24.2 10.1 16.6
Poor 3.1 3.4 2.5 8.7 6.6 8.0
RECOMMEND - Lana‘i
Excellent 58.9 56.7 62.4 25.9 56.2 43.3
Above Average 21.7 211 22.5 41.8 24.4 34.0
Below Average 16.2 19.1 11.7 24 1 14.3 20.5
Poor 3.2 3.1 3.4 8.3 5.1 2.2
RECOMMEND - Hawai‘i Island
Excellent 721 71.9 72.3 57.3 68.9 63.0
Above Average 23.0 22.9 231 36.1 25.2 27.9
Below Average 3.6 4.1 3.0 5.5 4.1 7.5
Poor 1.4 1.2 1.5 1.0 1.8 1.5
RECOMMEND - Kona
Excellent 74.0 74.7 73.0 60.3 69.6 62.6
Above Average 20.8 20.3 21.5 33.0 24.3 27.7
Below Average 3.7 3.9 3.5 5.5 4.5 8.1
Poor 1.5 1.2 2.0 1.2 1.5 1.6
RECOMMEND - Hilo
Excellent 62.0 60.7 63.4 50.1 58.7 55.4
Above Average 26.8 27.8 25.7 40.2 28.0 30.4
Below Average 7.9 7.3 8.5 8.4 11.6 9.4
Poor 3.3 4.1 2.4 1.3 1.8 4.7
RECOMMEND - Kaua‘i
Excellent 86.4 86.6 86.1 46.0 79.6 78.7
Above Average 11.5 11.2 11.9 38.6 17.3 18.3
Below Average 1.9 21 1.5 13.3 2.8 2.4
Poor 0.2 0.1 0.5 2.2 0.3 0.6
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Table 3.13 2008 Reasons for Not Revisiting Hawai'i
[Percentage of Visitors who are not too likely or not at all likely to revisit Hawai‘i in the next 5
years by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
Flight too long 36.2 121 46.4 19.6 28.8 60.2 15.4
Too commercial/overdeveloped 14.7 19.8 12.5 7.9 13.9 13.5 20.0
Too crowded/congested/traffic 15.7 221 12.9 5.0 9.1 5.2 9.9
Not enough value for the price 25.3 30.0 23.3 8.7 18.9 9.4 7.3
Want to go someplace new 48.0 41.4 50.9 54.8 57.7 60.4 63.4
Other financial obligations 29.5 22.7 32.3 26.2 30.0 21.0 27.6
Poor senice 3.2 4.3 2.7 3.2 2.6 1.4 3.7
Unfriendly people/felt unwelcome 2.9 4.6 2.2 2.2 2.3 0.6 2.2
Poor health/age restriction 4.8 2.9 5.7 9.2 5.9 3.2 4.8
Other 15.0 18.0 13.7 27.8 11.0 5.1 6.4

Table 3.14 2007 Reasons for Not Revisiting Hawai‘i
[Percentage of Visitors who are not too likely or not at all likely to revisit Hawai‘i in the next 5
years by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe
Flight too long 323 151 44.0 19.4 31.3 54.1
Too commercial/overdeveloped 20.3 27.2 15.5 101 16.6 13.3
Too crowded/congested/traffic 18.7 24.8 14.6 6.7 11.4 6.5
Not enough value for the price 249 26.2 241 11.0 18.3 9.4
Want to go someplace new 52.4 50.0 54.0 58.5 67.6 53.6
Other financial obligations 28.2 25.7 29.9 19.8 27.7 25.6
Poor service 3.5 4.3 3.0 2.6 2.0 1.2
Unfriendly people/felt unwelcome 6.0 7.9 4.7 1.8 0.9 1.7
Poor health/age restriction 5.7 6.8 5.0 10.9 3.2 4.7
Other 9.6 11.4 8.4 21.4 10.1 8.8

Table 3.15 2007 Other Reasons for Not Revisiting Hawai‘i
[Percentage of Visitors who are not too likely or not at all likely to revisit Hawai‘i in the next 5
years by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe
Security/laws/regulations 0.5 1.1 0.1 1.2 0.0 0.2
Severe Weather 1.0 1.1 0.9 0.4 1.7 0.1
Too expensive/no money 3.6 3.2 3.9 4.8 4.7 3.5
No time/no vacation 0.2 0.4 0.2 6.5 0.4 0.0
Other 4.2 5.7 3.2 5.3 3.3 4.7
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SATISFACTION AND RATINGS

In general, no Hawail destination was found to be more outstanding than the others given
that each destination appealed to the various major marketing areas in different ways.
Nevertheless, many visitors among the top six visitor markets reported that O‘ahu’s
shopping and parks and beaches provided a satisfying experience in 2008. Kaua‘i received
higher ratings for their golf and activities while Kona received higher ratings for their
accommodations in 2008. Ratings in this section reflect the percentage of visitors who were
very satisfied, unless otherwise mentioned.

Detailed Satisfaction Ratings by MMA

U.S. West Visitors (Tables 4.1 to 4.8)

U.S. West visitors were very satisfied with the accommodations on O‘hu (73.9%), Maui
(82.3%), Kaua‘i (78.8%), and the Kona side of Hawaii Island (76.5%). Accommodations
at these destinations were mainly praised for the locations and cleanliness and comfort.
O‘ahu (71.8%), Maui (76.6%), Kaua‘ (79.6%), and Kona’s (72.7%) parks and beaches
were also highly praised by U.S. West visitors mainly for its security, facility, and
cleanliness and comfort.

Many U.S. West visitors were very satisfied with O‘ahu’s shopping (69.1%). Seven out of
ten visitors were very satisfied with the sufficient number of shopping places (77.5%) and
locations (72.4%), while the more than half were very satisfied with the variety of
merchandise (64.4%) and service (61.5%).

U.S. West visitors rated activities/attractions on Kaua‘i (77.3%) higher compared to the
rest of the islands for its variety of choices (78%), excitement (75.6%), and value for
their money (51%).

U.S. East Visitors (Tables 4.9 to 4.16)

U.S. East visitors felt very satisfied with the accommodations on O‘hu (75.6%), Maui
(83.1%) and the Kona side of Hawai‘l Island (80.5%); particularly with the locations,
service, and cleanliness and comfort. U.S. East visitors were also very satisfied with O‘ahu
(78.4%), Maui (79.8%), Kaua‘l (79%), and Kona’s (79.1%) parks and beaches for its
security, facility, and cleanliness and comfort.

In 2008, four out of five U.S East visitors were very pleased with Maui (83.5%) and
Kaua‘’’s (80%) golf, particularly with the locations and service provided. However, 23.3
percent were either somewhat dissatisfied or not satisfied at all with the value for their money
with Maui’s golf courses.

U.S. East visitors had a better shopping experience on O‘ahu (68.3%) and Maui (68.8%)
compared to the other islands. Visitors were very satisfied with the sufficient number of
shopping places, locations, and variety of merchandise on these islands. However, U.S.
East visitors felt that Maui’s shopping also excelled in service and quality of
merchandise.
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Japan Visitors (Tables 4.17 to 4.22)

Japan visitors were wvery satisfied with the accommodations on Of‘hu (46.2%), Maui
(66.7%), and Kona (56.3%); especially with the locations of these destinations.

Half (51%) of Japan visitors were very satisfied and 44.6 percent were somewhat satisfied with
O‘ahu’s parks and beaches. Many (43.2%) visitors rated the security of the island’s parks
and beaches as very satisfying. In 2008, 45.1 percent of Japan visitors were very pleased
and 48.2 percent were somewhat satisfied with O‘ahu’s shopping. Predominantly, Japan
visitors (60.8%) were very pleased with the sufficient number of shopping places.

Golf was ranked high on Maui (62.8%) and Kona (55.5%), particularly with the locations
on Maui (83.7%) and Kona (71%).

Quite a few Japan visitors to Maui (31.2%) and Kona (34.7%) felt that the transportation
was a bit disappointing (somewhat dissatisfied ot not satisfied at all). Visitors complained (were
either somewhat dissatisfied or not satisfied at all) about transportation on Maui for its
convenience (39.5%) and efficiency (38.2%); while visitors to Kona complained about
the efficiency (43.2%), convenience (40.1%), value for their money (31.3%), and
cleanliness and comfort (27.3%).

More than a quarter of Japan visitors were either somewhat dissatisfied ot not satisfied at all
with shopping in Maui (26.7%) and Kona (33%). Japan visitors to Maui rated the variety
of merchandise (36.8%) and local/handmade items (30.1%) pootly, while visitors to
Kona rated the sufficient number of shopping places (45.1%) and variety of merchandise
(42.7%) pootly.

Canada Visitors (Tables 4.23 to 4.30)

Canada visitors were very satisfied with their experience with accommodations on Maui
(76.5%), Kaua‘i (78.4%), and Kona (79.1%). Canada visitors were very satisfied with the
accommodations at these destinations for the locations, service, facility, and cleanliness
and comfort.

Canada visitors on O‘hu visitors gave high ratings to the parks and beaches (69.2%) in
2008. Visitors had high satisfaction with the cleanliness and comfort (57.1%), security
(55.8%), and facility (54.1%).

Visitors from Canada enjoyed golf on Maui (81.5%) and Kona (74.3%). Visitors were
especially pleased with the locations and services with Maui and Kaua’s golf courses;
however, 21.4 percent of Canada visitors were either somewhat dissatisfied or not satisfied at
all with the value for their money with Maui’s golf courses.

Europe Visitors (Tables 4.31 to 4.38)

Many Europe visitors were very satisfied with O‘ahu (76.1%), Maui (75.8%), and Kona’s
(74.2%) parks and beaches; particularly with the security, facility, and cleanliness and
comfort.

Accommodations on Kaua‘ (70.5%) and Kona (71.7%) were highly rated by Europe
visitors. Visitors were highly satisfied with the locations, service, facility, and cleanliness
and comfort on Kaua‘i and Kona.

Golf courses on Maui (76.1%) received the highest rating from Europe visitors. Visitors
especially enjoyed the locations (82.7%) and service (67.9%).
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Oceania Visitors (Tables 4.39 to 4.42)

More than seven out of ten Oceania visitors were very satisfied with the parks and beaches
on O‘hu (73.3%) and Maui (74.7%). The majority rated the security, facility, and
cleanliness and comfort high on O‘ahu and Maui.

Oceania visitors enjoyed golf courses on O‘%hu (73%) and Kaua‘ (86.7%). Visitors
especially enjoyed the locations and service provided on O‘%hu and Kaua‘i; however,
11.8 percent were not satisfied at all with the value for their money with Kaua’s golf.
Accommodations on Maui (73.3%), Kaua‘i (82.5%), and Kona (69.2%) were also highly
favored by Oceania visitors. Accommodations at these destinations were mainly praised
for the locations, service, facility, and cleanliness and comfort.

Overall Satisfaction Ratings by Lifestyle/Lifestages

U.S. West Visitors (Tables 4.43 to 4.46)

Accommodations (77.7%) and parks and beaches (79.3%) on O‘hu were the most
favored by Seniors compared to other lifestyles, while shopping on O‘hu was the most
favored by Wedding/Honeymoon visitors (86.7%). More First-time visitors wete very
satisfied with O‘ahu’s golf (98.1%) and activities/attractions (71.8%) compared to Repeat
visitors. However more Repeat visitors were very satisfied with the restaurants (58.1%) and
transportation (62.4%).

Compared to other lifestyle segments, Wedding/Honeymoon visitors were more likely
to be very satisfied with Maui’s activities/attractions (93.1%), accommodations (88.8%),
and parks and beaches (87.3%); while Middle Age visitors (68.8%) were more likely to
enjoy Maui’s restaurants. More U.S. West First-timers were very satisfied with shopping
(71.7%) and activities/attractions (77.1%) while more U.S. West Repeat visitors were very
satisfied with Maui’s restaurants (62.8%).

Activities/attractions on Kaua‘i were more likely to impress Wedding/Honeymoon
visitors (86.4%) compared to other lifestyles, while parks and beaches on Kaua‘ were
more likely to impress Family visitors (85.1%). Four out of five Middle Age (82.9%) and
Senior (81.4%) visitors were very satisfied with Kaua'’s accommodations; however, more
than a few Middle Age visitors (32.7%) were not satisfied at all with the island’s
transportation. More First-timers felt very satisfied with Kaua“’s shopping (65.6%),
transportation (93.2%), and parks and beaches (84.4%) compared to Repeat visitors.
Wedding/Honeymoon visitors were more impressed with Kona’s activities/attractions
(87.5%) and shopping (86.9%) compared to other lifestyles. Parks and beaches on Kaua‘i
were mainly enjoyed by Family (76.1%) and Middle Age (76.3%) visitors. There were
more First-time visitors who were very satisfied with the shopping (64.9%),
activities/attractions (78.3%), and parks and beaches (79.9%); while Repeat visitors were
more satisfied with the accommodations (77.8%) and golf (61.1%).

U.S. East Visitors (Tables 4.47 to 4.50)

The share of Wedding/Honeymoon visitors who were impressed with the parks and
beaches (85.7%) and accommodations (84.1%) on O‘ahu was higher compared to other
lifestyle segments. Three out of four Young (77.8%) and Wedding/Honeymoon (76.8%)
visitors were very satisfied with the island’s activities/attractions. There were more Senior
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visitors (73.6%) who were very satisfied with the shopping on O‘hu compared to other
lifestyles. First-timers were more pleased with the activities/attractions (77.7%) and
parks and beaches (82.2%); while Repeat visitors were more pleased with the
accommodations (77.2%), restaurants (59.8%), shopping (70.3%), and golf (71.1%).
Wedding/Honeymoon visitors were more likely to enjoy Maui’s patks and beaches
(91.8%) compared to other lifestyles while Family visitors were more likely to be pleased
with Maui’s accommodations (89.1%). Typically Family and Young visitors had a higher
tendency to be very satisfied with Maui’s golf courses (95.6% and 92.9%, respectively) and
activities/attractions (84.9% and 93.9%, respectively) compared to other lifestyles. More
Repeat visitors were very pleased with Maui’s restaurants (68.4%), shopping (70.9%),
golf (86.7%), and airports (65.5%) compared to First-timers.

Parks and beaches on Kaua% were the most favored by Young visitors (92.7%).
Compared to Repeat visitors, First-time visitors were more likely to be very satisfied with
Kaua®’s golf (93.6%) and activities/attractions (80.4%).

Parks and beaches on Kona were more likely to be enjoyed by Wedding/Honeymoon
(91.2%) and Young (88.5%) visitors compared to other lifestyle segments. In addition,
Young visitors were more likely to enjoy Kona’s activities/attractions (89.4%). Seven out
of ten Middle Age (71%) and Senior (70.5%) visitors were very satisfied with the golf.
Morte than a quarter (31.2%) of Wedding/Honeymoon visitors was 7ot satisfied at all with
the Kona’s restaurants. Compared to Repeat visitors, First-timers were more satistied
with their experience with Kona’s accommodations (83.9%), shopping (55.4%),
transportation (61.6%), and parks and beaches (86.7%); while Repeat visitors were more
pleased with the restaurants (60.7%) and golf (74.9%).

Japan Visitors (Tables 4.51 to 4.53)

The proportion of Wedding/Honeymoon visitors who spoke highly of Ofhu’s
accommodations (57.5%) and parks and beaches (58.9%) was higher compared other
lifestyle segments. Golf on O‘ahu was more likely to please more Family visitors (52.9%)
while shopping (60.7%) and parks and beaches (60.6%) pleased more Young visitors. A
few Japan Senior (22.6%) and First-time (21.3%) visitors were either somewhat dissatisfied
or not satisfied at all with the restaurants. First-timers rated shopping (47%), golf (42.7%),
activities/attractions (45.3%), transportation (49.3%), and parks and beaches (55.8%)
higher compared to Repeat visitors.

Shopping on Maui were more likely to please Wedding/Honeymoon visitors (55.6%)
compared to other lifestyles, whereas activities/attractions (80.1%) and accommodations
(77%) were more likely to please Japan Young visitors. Quite a few Family (25.6%) and
Senior (27.4%) Japan visitors were dissatistied (either somewhat dissatisfied ot not satisfied at
all) with the restaurants on the island; while Family (36%), Middle Age (31.7%), and
Repeat visitors (31.8%) were dissatisfied with the shopping. More First-time visitors
enjoyed their experience on Maui compared to Repeat visitors.

Compared to other lifestyle segments, more Wedding/Honeymoon and Young visitors
were very satisfied with Kona’s accommodations (63.7% and 61%, respectively) and
activities/attractions (52.3% and 53.2%, respectively). On the other hand, 25.1 percent
of Young visitors felt somewbhat dissatisfied with the golf courses. Family visitors had a
higher tendency to be pleased with Kona’s parks and beaches (54.3%) compared to the
other lifestyles.
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Canada Visitors (Tables 4.54 to 4.57)

Wedding/Honeymoon (66.9%) and Middle Age (68.8%) Canada visitors were motre
likely to be very satisfied with O‘ahu’s accommodations compared to other lifestyles, while
Senior visitors were more likely to be very satisfied with the island’s restaurants (60.9%0)
and shopping (67%). More First-time visitors enjoyed their experiences with O‘ahu’s golf
(68.6%) and parks and beaches (73.9%); while more Repeat visitors enjoyed their
experiences with O‘hu’s accommodations (63.4%), restaurant (57.1%), shopping
(67.9%), and transportation (72.3%).

Accommodations on Maui were mainly enjoyed by Family (77.5%), Young (81%), and
Senior (78.7%) visitors; while restaurants were mainly enjoyed by Wedding/Honeymoon
(65.9%) and Young (63.3%) visitors. More than half of Middle Age (53.2%) and Senior
(56.4%) visitors were very satisfied with Maui’s shopping compared to less than half among
other lifestyles. For the most patt, activities/attractions were more likely to please Young
visitors (84.4%). On the other hand, few (10.7%) Middle Age visitors were 7ot satisfied at
all with Maui’s transportation. Repeat visitors were more likely to be very satisfied with
Maui’s accommodations (78.5%) and golf (85.5%) compared to First-time visitors.
Accommodations and activities/attractions on Kaua‘i were more likely to be favored by
Wedding/Honeymoon (84.1% and 78.8%, respectively) and Middle Age (82.6% and
74.8%, respectively) visitors. More Young visitors were very satisfied with the parks and
beaches (97.1%) on Kaua’t compared to other lifestyles while more Senior visitors were
very pleased with the shopping (60.6%). However, quite a few Wedding/Honeymoon
(36.1%), Middle Age (19.8%), Senior (20.3%), and First-time (26.8%) visitors were 7ot
satisfied at all with the transportation on Kaua‘l. More First-time visitors enjoyed the
restaurants (57.5%) and activities/attractions (72.6%); while more Repeat visitors were
very satisfied with the shopping (53.8%), golf (77.8%), and transportation (55%).
Compared to other lifestyles, Wedding/Honeymoon visitors were the most satisfied with
the accommodations (91.9%) on Kona. Activities/attractions in Kona satisfied more
visitors from the Wedding/Honeymoon (77.4%) and Family (74.1%) segment compared
to other lifestyle segments, while parks and beaches satisfied more visitors from the
Young segment (87.9%). More First-time visitors enjoyed the shopping (49.5%) and golf
(85.3%), while Repeat visitors found more enjoyment in the accommodations (78.7%)
and parks and beaches (71.4%).

Europe Visitors (Tables 4.58 to 4.61)

Europe Wedding/Honeymoon visitors were more likely to be very satisfied with O‘ahu’s
shopping (81.9%) and restaurants (69.3%), while Senior visitors were more likely to be
very pleased with the golf courses (84.6%) compared to other lifestyles. More Middle
Age (71.8%) and Wedding/Honeymoon (67.6%) visitors were impressed with the
island’s activities/attractions compared to other lifestyles. Furthermore, most Seniors
(91.9%) and Wedding/Honeymoon (87.6%) wete impressed with the parks and beaches
on O‘ahu. Repeat visitors were generally more satisfied with their experience on O‘ahu
compared to First-timers.

Both Wedding/Honeymoon (87.5%) and Family (87.6%) visitors were more likely to
enjoy the accommodations on Maui compared to other lifestyles. In addition,
Wedding/Honeymoon visitors were more likely to enjoy Maui’s restaurants (56.3%),
whereas Family visitors were more likely to enjoy the shopping (50.2%) and
activities/attraction (72.3%). Golf courses on Maui were mostly enjoyed by Middle Age
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(87.7%) wvisitors. First-time visitors were more satisfied with the island’s parks and
beaches (77.6%); whereas Repeat visitors were more satisfied with the accommodations
(77.7%), shopping (45.6%), and transportation (55.8%0).

Compared to other lifestyle segments, a higher proportion of Middle Age visitors
enjoyed KauaT’s golf courses (96%) and parks and beaches (77.4%). At the same time, a
higher proportion of Middle age (73.1%) and Wedding/Honeymoon (70.3%) visitors
enjoyed the activities/attractions. In contrast to other lifestyles, 14.7 percent of Young
visitors were particularly nof satisfied at all with the transportation on Kaua‘l. First-timers
wetre more satisfied with Kaua’i’s golf courses (72.3%), activities/attractions (71%), and
parks and beaches (71.9%); while Repeat visitors were more satisfied with Kaua’t’s
transportation (56.7%).

Family visitors (92.1%) were more likely to be very satisfied with Kona’s accommodations
while Wedding/Honeymoon visitors (85.8%) were more likely to be very satisfied with
Kona’s golf compared to other lifestyles. In addition, Wedding/Honeymoon and Family
visitors were more likely to enjoy Kona’s restaurants (60.5% and 57.5%, respectively)
and parks and beaches (92% and 93.7%, respectively). Activities/attractions on Kona
were most favored by Family (84.1%) and Middle Age (72%) visitors. Repeat visitors
were overall more satisfied with their experience with Kona compared to First-time
visitors.

Oceania Visitors (Tables 4.62 to 4.65)

More Family (78.3%) and Young (75.1%) Oceania visitors were very satisfied with O‘ahu’s
accommodation compared to other lifestyle segments. Moreover, Family visitors were
more likely to be very satisfied with O‘ahu’s shopping (78.6%) while Young visitors were
more likely to be very satisfied with the golf courses (95.2%). Four out of five (81.5%)
Middle Age visitors were very pleased with the parks and beaches. More First-timer were
very satisfied with the parks and beaches (76.3%); whereas more Repeat visitors were very
satisfied with the accommodations (73.7%), restaurants (65%), and transportations
(70.4%).

Maui’s activities/attractions were mainly enjoyed by Wedding/Honeymoon visitors
(83.3%), while accommodations were highly rated by Young (77.2%) and Senior (79.8%)
visitors. The majority of Young visitors (62.5%) were also very pleased with the
restaurants while the majority of Senior visitors (68.1%) were also very pleased with the
shopping. Compared to Repeat visitors, First-time visitors were more satisfied with the
restaurants (53.3%) and golf courses (72.7%); while Repeat visitors were more satisfied
with the accommodations (75.3%), shopping (58.6%), activities/attractions, (71.9%), and
transportation (75.3%).

Most Family (89.5%) and Middle Age (93.2%) visitors were very pleased with Kaua’s
accommodations, whereas the majority of Family (71.4%) and Middle Age (71.5%) were
very pleased with the island’s restaurants. Activities/attractions were mainly enjoyed by
Wedding/Honeymoon (75%), Young (71%), and Middle Age (75.6%) visitors; whereas
parks and beaches were mainly enjoyed by Family (63.2%) and Young (61.3%) visitors.
On the other hand, several Family (33.3%) and Senior (20%) visitors were not satisfied at
all with the island’s transportation. First-time visitors had a higher tendency to be very
satisfied with the accommodations (92%), activities/attractions (58.5%), transpottation
(74%), and airports (49.2%); while Repeat visitors had a higher tendency to be very
satisfied with the restaurants (47.1%) and parks and beaches (58.9%).
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Kona accommodations were highly rated by Family visitors (78.9%). More Young
visitors rated activities/attractions (77.8%) and parks and beaches (77.8%) high
compared to other lifestyles while more Seniors rated shopping high (57%). First-timers
were more satisfied with the island’s transportation (60.3%) while Repeat visitors were
more satisfied with the accommodations (80.1%) and parks and beaches (67.1%).
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Table 4.1 2008 O‘ahu Detailed Satisfaction Ratings by Category — U.S. West

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 73.9 19.9 5.2 1.0
location 77.9 19.4 2.0 0.8
senice 66.7 26.8 3.7 2.8
facility 64.1 27.4 5.9 2.6
cleanliness and comfort 70.8 22.3 3.3 3.5
value for your money 54.2 33.4 8.6 3.8
RESTAURANT
overall 571 354 7.0 0.5
location 64.4 30.2 4.7 0.7
variety 61.6 28.4 8.8 1.3
senice 60.7 34.1 4.3 0.9
quality 62.1 33.2 3.9 0.9
value for your money 34.1 44 .4 18.5 3.0
SHOPPING
overall 69.1 28.0 2.5 0.4
sufficient shopping places 77.5 20.6 1.9 0.0
locations 72.4 24.8 2.2 0.6
variety 64.4 30.7 4.0 1.0
senice 61.5 31.2 71 0.2
quality 53.6 40.3 5.1 1.0
value for your money 38.3 40.9 18.1 2.6
local/handmade items 56.6 34.1 8.9 0.4
GOLF
owerall 58.3 39.2 2.5 0.0
locations 60.5 38.5 1.0 0.0
senice 56.8 41.0 2.2 0.0
value for your money 33.6 42.8 20.0 3.6
ACTIVITIES/ATTRACTIONS
owverall 67.4 31.2 1.0 0.3
exciting 58.7 38.5 2.4 0.3
variety 66.4 28.9 4.3 0.3
senice 62.7 34.8 2.0 0.5
value for your money 39.8 46.7 11.9 1.6
TRANSPORTATION
overall 60.9 32.9 5.1 1.1
convenience 63.3 27.4 7.9 1.4
cleanliness and comfort 57.2 35.4 6.0 1.5
efficiency 57.9 29.5 8.5 4.1
value for your money 55.0 33.9 9.3 1.8
AIRPORTS
overall 56.5 37.5 5.8 0.2
signage 53.2 36.1 9.8 0.8
cleanliness and comfort 53.7 35.9 8.9 1.5
ease of getting around 47.9 36.1 14.1 2.0
availability of food 38.7 36.0 20.4 4.9
availability of shopping 447 39.6 13.6 2.1
friendliness of workers 52.4 36.7 9.0 2.0
PARKS & BEACHES
overall 71.8 24.7 2.7 0.7
security 61.4 32.5 4.6 1.6
facility 66.0 28.0 5.1 0.9
cleanliness and comfort 57.8 33.1 6.8 2.3
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Table 4.2 2007 O‘ahu Detailed Satisfaction Ratings by Category — U.S. West
[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 71.3 24.2 4.0 0.5
location 78.7 18.2 2.5 0.6
service 69.5 24.0 54 1.1
facility 63.6 27.6 7.3 1.5
cleanliness and comfort 68.8 224 6.5 2.4
value for your money 58.8 30.2 8.7 23
RESTAURANT
overall 57.1 39.0 3.4 04
location 63.0 32.9 3.8 0.3
variety 62.5 294 7.3 0.8
service 58.7 345 6.1 0.7
quality 57.7 36.8 4.5 1.1
value for your money 35.5 45.7 16.3 2.5
SHOPPING
overall 67.6 29.3 2.9 0.1
sufficient shopping places 771 21.3 1.4 0.2
locations 734 24.0 2.2 04
variety 62.2 32.0 4.8 1.0
service 60.0 33.5 54 1.1
quality 53.0 40.9 5.6 0.6
value for your money 38.7 45.1 13.7 25
local/handmade items 53.1 36.3 9.2 1.5
GOLF
overall 69.7 25.0 5.3 0.0
locations 75.0 23.5 1.6 0.0
service 64.9 30.5 2.6 1.9
value for your money 37.3 42.5 17.6 2.7
ACTIVITIES/ATTRACTIONS
overall 69.3 28.8 1.7 0.2
exciting 66.3 30.7 2.8 0.2
variety 69.5 26.5 3.6 0.5
service 63.7 32.3 3.2 0.7
value for your money 47.2 37.8 124 25
TRANSPORTATION
overall 64.0 30.3 3.9 1.8
convenience 67.4 27.8 3.3 1.5
cleanliness and comfort 62.9 29.5 6.3 1.3
efficiency 60.8 30.6 6.1 2.5
value for your money 59.2 30.6 7.2 3.0
AIRPORTS
overall 53.0 40.5 54 1.1
signage 55.1 36.3 6.8 1.8
cleanliness and comfort 57.0 35.6 6.6 0.8
ease of getting around 52.2 34.1 10.8 29
availability of food 38.3 374 19.6 4.7
availability of shopping 401 42.9 14.8 2.2
friendliness of workers 53.8 354 8.2 2.6
PARKS & BEACHES
overall 73.1 23.6 2.8 0.5
security 60.5 31.0 6.5 2.0
facility 63.7 30.2 5.1 1.1
cleanliness and comfort 61.2 30.4 6.3 2.1
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Table 4.3 2008 Maui Detailed Satisfaction Ratings by Category — U.S. West

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 82.3 15.1 2.5 0.1
location 87.6 11.5 0.9 0.0
senice 73.3 211 4.9 0.7
facility 75.1 20.8 3.9 0.2
cleanliness and comfort 78.6 16.4 4.4 0.7
value for your money 56.9 32.7 8.4 2.0
RESTAURANT
overall 60.9 33.8 5.3 0.0
location 69.2 26.0 4.7 0.2
variety 60.5 33.3 5.5 0.8
senice 63.7 31.4 4.7 0.2
quality 60.2 37.8 1.7 0.3
value for your money 29.8 45.4 19.3 5.5
SHOPPING
overall 60.9 35.9 3.1 0.0
sufficient shopping places 67.7 29.1 3.1 0.0
locations 64.9 32.3 2.7 0.0
variety 56.2 36.2 6.2 1.3
senice 57.3 34.7 7.4 0.6
quality 49.0 43.5 6.4 1.1
value for your money 39.8 421 14.3 3.8
local/handmade items 53.0 33.8 8.9 4.2
GOLF
owverall 69.7 23.9 5.5 0.9
locations 85.0 14.2 0.6 0.1
sernvice 69.9 22.4 6.9 0.8
value for your money 35.9 32.8 20.9 10.4
ACTIVITIES/ATTRACTIONS
owverall 72.7 23.4 3.5 0.3
exciting 68.0 28.3 3.7 0.0
variety 70.0 28.0 1.8 0.2
senice 65.2 29.2 5.6 0.0
value for your money 41.5 45.1 10.5 3.0
TRANSPORTATION
overall 60.0 27.9 6.9 5.3
convenience 52.9 27.8 9.3 10.0
cleanliness and comfort 57.7 371 4.1 1.1
efficiency 60.1 28.1 5.4 6.4
value for your money 47.0 38.4 8.5 6.1
AIRPORTS
overall 60.3 36.8 2.5 0.4
signage 57.3 38.8 3.3 0.6
cleanliness and comfort 57.5 36.5 5.6 0.4
ease of getting around 58.0 32.7 8.2 1.1
availability of food 39.0 34.6 20.6 5.8
availability of shopping 42.6 39.6 12.6 5.2
friendliness of workers 51.0 41.7 5.3 2.0
PARKS & BEACHES
overall 76.6 21.0 1.9 0.5
security 63.2 26.8 6.2 3.9
facility 65.4 26.1 7.0 1.5
cleanliness and comfort 67.1 27.0 4.5 1.4
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Table 4.4 2007 Maui Detailed Satisfaction Ratings by Category — U.S. West

[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 79.6 17.4 2.4 0.6
location 83.5 14.6 14 0.6
service 73.5 21.6 4.2 0.6
facility 73.0 20.7 4.9 1.5
cleanliness and comfort 75.4 19.2 3.7 1.7
value for your money 62.4 30.0 5.8 1.8
RESTAURANT
overall 60.2 36.2 2.9 0.7
location 68.8 27.7 3.0 0.5
variety 63.2 28.5 6.7 1.5
service 62.2 34.1 3.1 0.5
quality 59.9 33.5 5.7 0.9
value for your money 28.1 49.3 17.9 4.6
SHOPPING
overall 59.6 37.6 2.7 0.1
sufficient shopping places 66.7 294 3.8 0.1
locations 65.2 29.8 4.7 0.3
variety 54.0 36.0 9.1 1.0
service 60.1 36.2 3.6 0.1
quality 49.1 43.1 71 0.8
value for your money 33.1 49.5 14.3 3.2
local’/handmade items 50.0 36.1 11.0 2.9
GOLF
overall 79.3 17.7 1.9 1.1
locations 86.5 124 04 0.7
service 81.3 16.9 1.8 0.0
value for your money 31.0 43.6 18.4 7.0
ACTIVITIES/ATTRACTIONS
overall 70.0 28.2 1.5 04
exciting 67.3 29.8 2.6 0.3
variety 67.3 29.6 2.8 0.3
service 68.1 29.5 2.3 0.2
value for your money 41.0 43.2 13.1 2.7
TRANSPORTATION
overall 55.7 354 7.7 1.2
convenience 56.9 32.2 8.0 2.9
cleanliness and comfort 58.6 34.7 5.1 1.5
efficiency 52.2 35.9 9.6 2.2
value for your money 51.9 375 7.6 3.0
AIRPORTS
overall 57.0 37.3 4.9 0.7
signage 57.3 35.2 5.9 1.7
cleanliness and comfort 57.3 35.9 6.2 0.6
ease of getting around 56.5 35.8 5.9 1.8
availability of food 37.3 40.3 17.7 4.7
availability of shopping 42.2 39.8 14.7 3.4
friendliness of workers 541 37.2 6.7 2.0
PARKS & BEACHES
overall 78.1 19.8 2.1 0.0
security 60.5 30.1 7.9 1.5
facility 64.0 30.7 5.1 0.3
cleanliness and comfort 69.4 25.7 4.5 0.4
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Table 4.5 2008 Kaua‘i Detailed Satisfaction Ratings by Category — U.S. West

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 78.8 18.9 2.0 0.3
location 84.9 141 1.0 0.0
senice 7.7 22.2 5.1 1.0
facility 68.6 28.7 2.2 0.5
cleanliness and comfort 71.8 23.9 3.5 0.8
value for your money 64.3 29.9 4.7 1.1
RESTAURANT
overall 53.6 401 5.3 1.0
location 62.5 30.3 5.6 1.6
variety 47.9 40.4 10.9 0.8
senice 52.4 40.8 6.3 0.5
quality 57.3 35.9 6.3 0.5
value for your money 29.7 50.3 15.8 4.1
SHOPPING
overall 54.2 39.0 5.5 1.3
sufficient shopping places 53.0 40.0 4.2 2.7
locations 53.7 36.1 8.7 1.4
variety 46.7 42.8 7.7 2.8
senice 54.1 38.7 6.0 1.1
quality 51.3 39.7 7.7 1.3
value for your money 36.6 43.5 17.2 2.7
local/lhandmade items 43.4 41.4 12.8 2.4
GOLF
overall 73.8 26.2 0.0 0.0
locations 771 21.4 1.5 0.0
senice 73.2 19.6 6.5 0.6
value for your money 47.3 41.6 111 0.1
ACTIVITIES/ATTRACTIONS
overall 77.3 20.8 0.9 0.9
exciting 75.6 22.8 1.6 0.0
variety 78.0 18.5 2.5 1.0
senice 70.6 27.9 1.5 0.1
value for your money 51.0 35.7 12.7 0.6
TRANSPORTATION
overall 53.6 27.4 9.8 9.2
convenience 56.1 26.7 9.8 7.4
cleanliness and comfort 61.0 25.2 6.5 7.3
efficiency 57.3 31.5 3.6 7.6
value for your money 53.2 32.1 8.3 6.4
AIRPORTS
owerall 56.2 38.9 3.4 1.5
signage 55.9 33.6 7.9 2.6
cleanliness and comfort 57.9 35.9 5.1 1.1
ease of getting around 58.1 31.4 8.0 24
availability of food 33.2 37.7 22.0 71
availability of shopping 36.2 47.2 13.4 3.1
friendliness of workers 57.9 29.6 8.8 3.7
PARKS & BEACHES
owerall 79.6 18.3 2.0 0.0
security 58.0 36.9 4.4 0.7
facility 64.5 31.5 3.7 0.3
cleanliness and comfort 66.1 27.7 5.6 0.6
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Table 4.6 2007 Kaua‘i Detailed Satisfaction Ratings by Category — U.S. West

[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 84.4 13.5 2.0 0.2
location 83.8 13.9 2.1 0.1
service 74.2 21.5 3.3 1.0
facility 76.9 19.3 3.1 0.8
cleanliness and comfort 77.2 18.5 3.0 1.3
value for your money 68.8 26.2 3.5 1.5
RESTAURANT
overall 52.8 41.7 4.5 1.0
location 59.7 34.1 5.8 04
variety 50.6 36.1 12.7 0.6
service 56.9 36.5 5.3 1.3
quality 53.9 38.3 71 0.6
value for your money 32.0 46.0 18.7 34
SHOPPING
overall 50.7 42.3 7.0 0.0
sufficient shopping places 59.5 315 7.8 1.3
locations 56.9 33.8 8.5 0.8
variety 49.4 40.4 8.5 1.8
service 58.8 33.7 6.3 1.2
quality 48.1 43.6 7.9 0.3
value for your money 35.3 47.5 14.8 24
local/handmade items 50.3 36.1 12.0 1.7
GOLF
overall 74.9 241 1.0 0.0
locations 78.4 18.9 2.7 0.0
service 72.7 20.5 4.0 2.8
value for your money 43.0 35.7 16.1 53
ACTIVITIES/ATTRACTIONS
overall 72.0 26.0 1.5 0.5
exciting 70.2 26.9 2.5 0.4
variety 71.8 241 3.6 0.4
service 70.2 27.1 2.8 0.0
value for your money 45.6 43.4 9.3 1.7
TRANSPORTATION
overall 497 25.1 9.7 15.4
convenience 53.5 22.3 1.1 13.1
cleanliness and comfort 57.5 26.2 7.9 8.4
efficiency 54.6 23.7 10.8 10.8
value for your money 45.9 34.6 8.7 10.7
AIRPORTS
overall 55.9 37.3 5.7 1.1
signage 56.3 34.2 7.7 1.9
cleanliness and comfort 57.0 35.0 6.7 1.3
ease of getting around 54.8 32.8 11.4 1.0
availability of food 315 38.0 24 1 6.4
availability of shopping 375 39.2 19.5 3.8
friendliness of workers 54.0 35.1 7.4 35
PARKS & BEACHES
overall 76.5 21.8 1.7 0.0
security 57.7 329 7.6 1.8
facility 60.9 33.7 5.2 0.2
cleanliness and comfort 64.7 29.0 5.7 0.6

48




Table 4.7 2008 Kona Detailed Satisfaction Ratings by Category — U.S. West

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 76.5 21.2 2.3 0.0
location 79.0 15.2 5.3 0.5
senice 71.8 24.2 3.8 0.1
facility 74.0 211 4.2 0.7
cleanliness and comfort 78.1 15.8 5.6 0.5
value for your money 61.8 31.0 6.4 0.7
RESTAURANT
overall 48.6 42.6 8.5 0.3
location 55.1 37.2 6.6 1.1
variety 51.3 36.3 10.8 1.6
senice 53.4 42.0 3.6 1.0
quality 52.5 40.0 6.7 0.9
value for your money 25.4 53.5 19.1 2.0
SHOPPING
overall 49.6 40.5 8.4 1.5
sufficient shopping places 48.0 43.4 8.0 0.6
locations 48.8 38.5 11.3 1.3
variety 44.9 36.7 16.4 2.0
senice 51.2 37.0 10.1 1.6
quality 38.7 47.9 12.3 1.2
value for your money 25.7 51.8 17.7 4.8
local/lhandmade items 411 39.2 14.1 5.6
GOLF
overall 60.3 39.7 0.0 0.1
locations 68.4 31.5 0.1 0.0
senice 78.8 18.9 2.4 0.0
value for your money 42.6 421 13.2 2.1
ACTIVITIES/ATTRACTIONS
overall 60.0 33.9 5.9 0.2
exciting 54.3 37.1 8.4 0.2
variety 53.7 40.5 5.0 0.8
senice 51.2 42.3 5.6 0.9
value for your money 38.8 40.3 18.7 2.2
TRANSPORTATION
overall 42.7 48.1 7.1 2.1
convenience 50.5 29.5 16.0 3.9
cleanliness and comfort 58.1 29.4 11.3 1.2
efficiency 52.4 34.6 11.8 1.2
value for your money 48.4 36.9 12.6 2.1
AIRPORTS
owerall 50.6 39.3 7.6 2.5
signage 46.3 40.4 111 2.2
cleanliness and comfort 49.4 37.5 11.7 1.4
ease of getting around 61.9 27.0 9.4 1.7
availability of food 30.6 301 28.0 11.3
availability of shopping 32.5 32.7 271 7.7
friendliness of workers 54.9 34.0 7.8 3.3
PARKS & BEACHES
overall 72.7 22.4 3.6 1.3
security 60.5 31.8 6.6 1.0
facility 62.3 31.0 5.1 1.5
cleanliness and comfort 64.4 29.4 4.5 1.7
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Table 4.8 2007 Kona Detailed Satisfaction Ratings by Category — U.S. West

[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 76.6 20.4 2.7 0.3
location 74.9 22.1 2.7 0.3
service 69.5 254 34 1.7
facility 69.3 27.6 25 0.7
cleanliness and comfort 74.9 20.1 4.4 0.6
value for your money 61.8 31.2 5.1 1.8
RESTAURANT
overall 52.0 39.2 6.6 2.1
location 56.0 39.2 4.2 0.7
variety 46.4 40.7 10.7 2.3
service 54.6 41.0 3.9 0.4
quality 50.3 43.5 4.1 2.1
value for your money 28.0 47.0 21.5 3.4
SHOPPING
overall 48.3 43.8 7.3 0.6
sufficient shopping places 55.4 36.3 5.9 2.4
locations 50.2 41.6 7.7 0.6
variety 46.0 41.6 10.9 15
service 51.1 43.9 4.4 0.6
quality 41.0 49.9 8.5 0.6
value for your money 28.6 51.7 18.0 1.7
local’lhandmade items 451 40.9 121 1.9
GOLF
overall 72.9 20.6 4.8 1.6
locations 71.7 24.2 2.3 1.8
service 67.5 29.4 1.3 1.8
value for your money 324 38.6 22.3 6.7
ACTIVITIES/ATTRACTIONS
overall 64.3 31.6 4.1 0.0
exciting 62.2 325 5.0 0.2
variety 62.4 30.0 7.4 0.2
service 62.0 32.5 4.5 1.0
value for your money 42.4 45.0 10.8 1.8
TRANSPORTATION
overall 37.7 36.4 10.9 15.0
convenience 40.6 34.1 9.5 15.9
cleanliness and comfort 425 47.0 29 7.6
efficiency 39.3 33.9 13.0 13.7
value for your money 34.1 34.5 14.9 16.5
AIRPORTS
overall 48.6 41.7 8.0 1.6
signage 49.6 38.5 8.8 3.0
cleanliness and comfort 514 39.1 8.0 14
ease of getting around 51.3 36.2 8.7 3.8
availability of food 21.7 40.2 26.6 115
availability of shopping 28.0 41.9 223 7.8
friendliness of workers 55.0 36.5 5.9 2.7
PARKS & BEACHES
overall 70.7 24.0 4.8 0.5
security 55.6 38.0 6.4 0.0
facility 57.4 35.8 5.3 1.4
cleanliness and comfort 60.9 30.7 6.0 2.4
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Table 4.9 2008 O‘ahu Detailed Satisfaction Ratings by Category — U.S. East

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 75.6 20.8 2.6 1.1
location 771 19.2 2.6 1.1
senice 74.3 20.5 3.4 1.9
facility 70.0 24.2 3.5 2.3
cleanliness and comfort 75.5 19.5 2.8 2.2
value for your money 58.3 31.2 6.3 4.2
RESTAURANT
overall 57.9 36.2 5.4 0.5
location 65.8 30.2 3.5 0.5
variety 60.4 314 6.5 1.8
senice 62.3 31.3 5.7 0.7
quality 60.5 32.6 6.1 0.8
value for your money 36.1 40.6 18.3 5.0
SHOPPING
overall 68.3 29.3 2.3 0.1
sufficient shopping places 74.0 23.9 2.0 0.0
locations 71.0 26.6 2.1 0.3
variety 62.6 31.3 5.1 1.0
senice 61.9 33.9 4.2 0.0
quality 53.0 39.2 7.2 0.6
value for your money 35.8 46.0 15.1 3.1
local/lhandmade items 53.8 35.8 8.0 2.5
GOLF
overall 61.6 34.0 4.2 0.1
locations 61.0 33.0 5.9 0.1
senice 53.3 41.6 4.5 0.6
value for your money 40.6 35.9 171 6.4
ACTIVITIES/ATTRACTIONS
overall 68.9 29.1 1.5 0.4
exciting 68.3 27.8 3.5 0.5
variety 68.7 28.8 2.3 0.1
senice 65.1 31.0 3.4 0.5
value for your money 39.6 47.2 9.2 4.0
TRANSPORTATION
overall 64.5 30.3 4.1 1.0
convenience 65.5 29.5 4.1 1.0
cleanliness and comfort 62.9 32.5 4.2 0.3
efficiency 62.0 32.5 4.3 1.1
value for your money 58.2 29.3 8.5 4.1
AIRPORTS
owerall 58.1 37.2 4.0 0.7
signage 59.4 33.3 6.5 0.8
cleanliness and comfort 62.7 31.8 4.8 0.7
ease of getting around 58.9 30.8 8.7 1.6
availability of food 47.5 33.0 16.0 3.5
availability of shopping 51.5 37.1 9.8 1.7
friendliness of workers 64.0 27.2 5.9 2.9
PARKS & BEACHES
overall 78.4 17.0 4.0 0.6
security 67.2 26.2 5.6 1.0
facility 65.6 27.8 5.1 1.5
cleanliness and comfort 64.2 26.7 8.2 0.9
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Table 4.10 2007 O‘ahu Detailed Satisfaction Ratings by Category — U.S. East

[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 76.6 21.2 1.7 0.5
location 79.0 18.5 1.8 0.7
service 734 21.9 4.3 0.4
facility 70.4 25.8 2.6 1.2
cleanliness and comfort 741 21.5 3.5 0.9
value for your money 60.4 291 7.6 29
RESTAURANT
overall 62.0 33.8 3.8 0.5
location 68.7 27.4 3.3 0.6
variety 63.5 30.5 5.6 0.5
service 64.6 31.2 3.7 0.6
quality 60.9 33.8 4.8 0.5
value for your money 371 43.4 16.5 3.0
SHOPPING
overall 66.3 30.9 2.2 0.5
sufficient shopping places 75.6 21.9 1.8 0.7
locations 70.3 26.8 23 0.7
variety 61.6 31.2 5.8 14
service 63.9 30.7 4.2 1.3
quality 54.3 40.0 4.4 1.3
value for your money 39.7 44.6 13.3 25
local/handmade items 54.3 35.0 9.5 1.2
GOLF
overall 76.4 19.7 23 1.6
locations 83.6 16.4 0.0 0.0
service 77.3 22.7 0.0 0.0
value for your money 41.2 47.0 9.9 1.9
ACTIVITIES/ATTRACTIONS
overall 74.3 22.9 2.2 0.6
exciting 69.1 27.8 21 1.0
variety 73.0 23.6 25 0.9
service 69.8 26.1 3.3 0.8
value for your money 49.2 39.7 8.4 2.8
TRANSPORTATION
overall 65.6 29.7 3.2 1.5
convenience 66.9 26.9 4.5 1.7
cleanliness and comfort 61.6 33.6 3.9 0.8
efficiency 63.7 29.9 4.6 1.8
value for your money 60.2 29.6 7.3 2.9
AIRPORTS
overall 60.7 34.5 3.8 0.9
signage 59.4 34.5 4.8 1.3
cleanliness and comfort 60.6 33.1 5.7 0.6
ease of getting around 59.2 31.4 8.0 1.4
availability of food 42.8 36.2 16.8 4.2
availability of shopping 49.5 36.3 10.4 3.7
friendliness of workers 60.3 31.3 5.7 2.6
PARKS & BEACHES
overall 75.7 21.0 24 0.9
security 63.2 30.6 4.5 1.7
facility 67.1 28.3 3.8 0.7
cleanliness and comfort 66.5 26.9 5.2 1.5
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Table 4.11 2008 Maui Detailed Satisfaction Ratings by Category — U.S. East

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 83.1 14.3 2.4 0.1
location 88.3 10.4 1.3 0.0
senice 76.2 20.9 2.7 0.1
facility 75.1 20.9 3.9 0.1
cleanliness and comfort 80.0 15.9 3.5 0.5
value for your money 61.6 27.5 9.4 1.6
RESTAURANT
overall 64.4 32.2 3.0 0.4
location 71.3 25.9 2.4 0.4
variety 62.4 32.2 4.6 0.8
senice 69.1 28.4 2.3 0.2
quality 65.7 28.9 4.2 1.1
value for your money 32.1 44.3 19.1 4.5
SHOPPING
overall 68.8 30.0 0.8 0.3
sufficient shopping places 73.7 24.6 1.7 0.0
locations 74.6 23.8 1.4 0.2
variety 67.6 27.8 4.2 0.5
senice 71.8 241 4.1 0.0
quality 57.6 37.7 4.5 0.2
value for your money 45.7 40.1 12.8 1.4
local/lhandmade items 57.7 35.2 5.6 1.5
GOLF
overall 83.5 16.2 0.2 0.1
locations 87.3 12.6 0.0 0.1
senice 78.5 18.2 3.2 0.1
value for your money 43.5 33.2 201 3.2
ACTIVITIES/ATTRACTIONS
overall 81.9 16.5 1.2 0.4
exciting 7.7 19.6 2.7 0.0
variety 82.4 14.9 2.3 0.4
senice 79.2 18.2 2.1 0.5
value for your money 51.3 37.6 9.3 1.8
TRANSPORTATION
overall 64.0 22.4 11.9 1.7
convenience 65.7 20.8 11.6 1.8
cleanliness and comfort 68.1 23.4 8.3 0.2
efficiency 60.5 28.8 8.5 2.1
value for your money 52.5 27.7 17.7 2.2
AIRPORTS
owerall 60.6 35.6 3.2 0.6
signage 61.1 33.5 4.1 1.3
cleanliness and comfort 58.0 36.3 5.0 0.7
ease of getting around 60.7 33.7 3.6 2.0
availability of food 37.6 36.6 20.3 5.5
availability of shopping 42.4 401 15.7 1.8
friendliness of workers 55.3 36.3 5.9 2.6
PARKS & BEACHES
overall 79.8 18.1 1.6 0.5
security 64.1 31.6 2.6 1.8
facility 67.9 271 4.4 0.5
cleanliness and comfort 72.9 22.5 3.2 1.4
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Table 4.12 2007 Maui Detailed Satisfaction Ratings by Category — U.S. East

[Percentage of Visitors]

Somewhat Somewhat | Not satisfied
Very satisfied| satisfied dissatisfied at all
ACCOMMODATIONS
overall 79.7 17.3 2.2 0.7
location 825 15.9 0.8 0.8
service 74.2 20.5 3.8 1.5
facility 73.3 20.9 4.8 1.0
cleanliness and comfort 77.3 18.2 3.6 0.9
value for your money 61.2 29.2 7.8 1.8
RESTAURANT
overall 63.5 33.6 2.1 0.8
location 69.3 27.6 2.9 0.2
variety 65.0 30.5 3.8 0.7
service 65.8 30.4 29 0.8
quality 65.7 29.7 3.4 1.2
value for your money 32.7 45.5 171 4.8
SHOPPING
overall 65.2 31.6 2.8 04
sufficient shopping places 71.9 241 3.7 0.3
locations 70.1 255 4.2 0.3
variety 62.7 29.1 7.6 0.6
service 66.9 29.4 3.5 0.1
quality 53.7 41.0 4.8 0.5
value for your money 38.6 47.3 12.4 1.7
local’/handmade items 51.9 38.0 8.5 1.6
GOLF
overall 77.6 17.6 3.6 1.2
locations 81.7 16.2 2.1 0.0
service 79.5 17.8 2.7 0.0
value for your money 36.4 28.9 22.5 12.2
ACTIVITIES/ATTRACTIONS
overall 74.6 23.0 2.1 0.3
exciting 71.8 25.6 2.0 0.5
variety 724 25.0 2.2 0.4
service 69.2 27.6 2.7 0.5
value for your money 45.6 43.3 8.8 2.2
TRANSPORTATION
overall 59.5 30.9 6.7 2.9
convenience 61.1 28.1 71 3.7
cleanliness and comfort 61.8 32.2 4.1 1.9
efficiency 59.5 33.3 55 1.8
value for your money 50.2 334 12.4 4.0
AIRPORTS
overall 57.0 335 6.8 2.6
signage 59.2 32.7 5.8 2.3
cleanliness and comfort 59.9 29.6 7.8 2.7
ease of getting around 57.7 32.2 8.2 1.8
availability of food 39.5 37.0 17.0 6.5
availability of shopping 40.5 38.2 15.7 5.6
friendliness of workers 55.8 32.3 9.2 2.7
PARKS & BEACHES
overall 79.1 18.4 1.6 1.0
security 61.6 31.8 51 1.6
facility 66.0 28.8 4.2 1.0
cleanliness and comfort 68.3 26.4 4.4 0.9
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Table 4.13 2008 Kaua‘i Detailed Satisfaction Ratings by Category — U.S. East

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 78.7 16.9 3.9 0.5
location 85.1 12.7 1.9 0.3
senice 74.7 19.5 4.2 1.6
facility 76.0 20.4 3.5 0.1
cleanliness and comfort 78.9 17.8 2.8 0.5
value for your money 62.0 27.9 7.7 2.4
RESTAURANT
overall 55.6 36.2 7.8 0.4
location 60.5 32.2 6.9 0.4
variety 54.8 35.1 9.5 0.6
senice 63.2 30.8 5.4 0.7
quality 61.4 31.0 6.5 1.1
value for your money 33.8 441 18.2 3.9
SHOPPING
overall 52.7 43.7 2.2 1.4
sufficient shopping places 56.3 38.4 4.1 1.2
locations 57.9 36.3 4.2 1.6
variety 51.8 39.8 5.7 2.7
senice 64.7 30.4 4.2 0.7
quality 50.3 421 71 0.5
value for your money 34.2 49.4 15.1 1.3
local/handmade items 53.5 36.3 9.2 1.0
GOLF
owerall 80.0 16.7 1.1 23
locations 84.1 15.1 0.7 0.1
senice 79.2 19.6 1.0 0.1
value for your money 57.5 29.0 9.2 4.3
ACTIVITIES/ATTRACTIONS
owverall 77.8 19.9 2.4 0.0
exciting 76.1 20.9 2.6 0.4
variety 75.2 211 3.6 0.1
senice 75.5 22.6 1.9 0.0
value for your money 48.5 42.7 7.3 1.5
TRANSPORTATION
overall 63.5 27.9 4.8 3.8
convenience 69.8 18.1 9.7 2.4
cleanliness and comfort 68.5 26.1 4.7 0.6
efficiency 70.8 24.2 3.8 1.2
value for your money 55.9 34.5 3.3 6.3
AIRPORTS
overall 62.5 32.1 4.5 0.9
signage 65.2 27.6 5.4 1.9
cleanliness and comfort 64.3 31.1 3.8 0.8
ease of getting around 64.1 28.8 5.0 2.0
availability of food 34.6 40.3 19.8 5.3
availability of shopping 38.1 39.7 17.7 4.4
friendliness of workers 58.1 32.9 6.9 21
PARKS & BEACHES
overall 79.0 19.7 0.9 0.4
security 65.5 28.6 3.8 2.2
facility 68.3 27.0 3.6 1.1
cleanliness and comfort 67.8 26.1 5.2 0.9
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Table 4.14 2007 Kaua‘i Detailed Satisfaction Ratings by Category — U.S. East

[Percentage of Visitors]

Somewhat Somewhat | Not satisfied
Very satisfied| satisfied dissatisfied at all
ACCOMMODATIONS
overall 80.5 17.7 1.5 0.3
location 85.5 11.7 2.2 0.6
service 74.7 21.5 2.6 1.1
facility 75.3 20.0 4.1 0.6
cleanliness and comfort 78.2 13.9 7.0 0.9
value for your money 65.4 27.0 6.6 1.0
RESTAURANT
overall 55.0 38.6 5.0 1.5
location 60.7 30.4 7.2 1.7
variety 52.3 35.3 9.9 2.6
service 59.5 32.2 6.4 2.0
quality 59.2 32.1 7.0 1.6
value for your money 28.9 46.9 18.8 5.4
SHOPPING
overall 53.2 43.1 3.7 0.0
sufficient shopping places 56.7 36.6 6.3 0.4
locations 54.9 38.2 6.6 0.3
variety 48.7 42.5 8.3 0.5
service 57.7 38.8 3.0 0.5
quality 47.5 45.3 6.2 1.0
value for your money 32.9 51.8 13.1 2.3
local’/handmade items 50.1 35.9 12.2 1.7
GOLF
overall 78.7 20.3 1.0 0.0
locations 82.8 17.2 0.0 0.0
service 75.4 24.6 0.0 0.0
value for your money 47.0 35.7 12.9 4.3
ACTIVITIES/ATTRACTIONS
overall 75.7 21.2 2.8 0.3
exciting 73.1 23.0 3.9 0.0
variety 73.6 229 3.5 0.0
service 70.4 26.2 34 0.0
value for your money 43.4 44 .8 10.3 1.5
TRANSPORTATION
overall 58.7 33.4 5.0 29
convenience 55.2 33.5 5.8 55
cleanliness and comfort 57.9 36.7 55 0.0
efficiency 59.9 32.3 4.3 3.5
value for your money 58.9 36.2 1.7 3.2
AIRPORTS
overall 54.7 39.8 55 0.0
signage 56.7 36.1 6.5 0.7
cleanliness and comfort 55.9 38.0 5.8 0.3
ease of getting around 63.1 27.8 8.6 0.5
availability of food 33.5 37.5 24.2 4.8
availability of shopping 38.3 44.5 15.8 1.4
friendliness of workers 57.5 33.3 8.7 0.5
PARKS & BEACHES
overall 75.1 241 0.8 0.0
security 58.3 34.5 5.2 2.1
facility 61.2 31.1 6.9 0.8
cleanliness and comfort 65.0 29.8 4.9 0.3
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Table 4.15 2008 Kona Detailed Satisfaction Ratings by Category — U.S. East

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 80.5 18.1 1.2 0.2
location 77.9 19.8 2.1 0.2
senice 70.4 23.9 5.4 0.3
facility 69.5 27.0 3.1 0.4
cleanliness and comfort 75.6 21.9 2.0 0.4
value for your money 64.0 26.7 6.3 3.0
RESTAURANT
overall 58.5 33.5 6.6 1.4
location 59.6 32.1 8.1 0.2
variety 52.2 38.6 7.3 1.8
senice 66.3 28.1 4.0 1.6
quality 62.1 30.0 6.5 1.4
value for your money 30.8 43.4 22.5 3.3
SHOPPING
overall 49.6 39.2 10.8 0.4
sufficient shopping places 51.4 35.0 12.0 1.6
locations 48.9 38.1 10.7 2.3
variety 41.9 42.3 13.6 2.2
senice 61.1 30.1 7.6 1.1
quality 39.9 45.0 13.8 1.2
value for your money 29.2 45.9 20.7 4.2
local/handmade items 391 449 13.6 2.3
GOLF
owverall 68.0 271 4.2 0.8
locations 73.7 26.3 0.0 0.0
sernvice 66.3 31.6 1.3 0.8
value for your money 411 47.6 9.4 1.9
ACTIVITIES/ATTRACTIONS
owverall 73.7 22.2 3.9 0.2
exciting 70.3 25.2 4.5 0.0
variety 66.4 29.2 4.0 0.3
senice 69.1 26.6 3.8 0.4
value for your money 46.0 40.2 12.6 1.2
TRANSPORTATION
overall 54.9 35.6 7.3 2.1
convenience 51.9 30.7 15.9 1.5
cleanliness and comfort 55.0 42.2 0.0 2.8
efficiency 47.5 34.7 16.4 1.4
value for your money 37.2 26.6 26.4 9.9
AIRPORTS
overall 58.0 34.9 6.2 0.9
signage 55.1 33.7 9.7 1.6
cleanliness and comfort 54.8 36.1 8.2 0.9
ease of getting around 55.5 36.6 6.3 1.6
availability of food 23.8 341 31.3 10.8
availability of shopping 27.9 39.4 24.8 8.0
friendliness of workers 52.6 34.3 8.6 4.5
PARKS & BEACHES
overall 79.1 17.0 3.4 0.5
security 63.2 30.4 6.0 0.3
facility 67.9 26.8 5.3 0.0
cleanliness and comfort 69.5 24.8 5.6 0.1
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Table 4.16 2007 Kona Detailed Satisfaction Ratings by Category — U.S. East

[Percentage of Visitors]

Somewhat Somewhat | Not satisfied
Very satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 83.4 141 2.3 0.2
location 80.7 17.2 2.2 0.0
service 81.7 15.3 2.7 0.3
facility 80.0 15.0 3.8 1.2
cleanliness and comfort 80.9 131 4.0 2.0
value for your money 60.3 30.8 7.3 1.7
RESTAURANT
overall 57.9 35.7 5.7 0.6
location 61.0 31.0 6.9 1.1
variety 54.3 36.0 9.2 0.5
service 67.2 27.3 5.0 0.6
quality 60.7 34.7 4.3 0.4
value for your money 30.3 45.0 19.4 5.3
SHOPPING
overall 50.1 455 4.0 0.4
sufficient shopping places 53.1 40.7 5.7 0.4
locations 53.1 38.0 8.0 1.0
variety 48.6 43.3 5.8 2.3
service 61.3 36.3 2.3 0.0
quality 457 47.7 6.2 0.5
value for your money 31.9 50.3 15.7 20
local’/handmade items 50.2 37.8 101 2.0
GOLF
overall 81.5 18.5 0.0 0.0
locations 83.5 16.5 0.0 0.0
service 86.7 13.3 0.0 0.0
value for your money 41.0 42.5 11.4 5.0
ACTIVITIES/ATTRACTIONS
overall 76.0 21.6 1.6 0.9
exciting 69.6 26.0 4.4 0.0
variety 73.5 23.6 26 0.4
service 72.6 25.0 2.5 0.0
value for your money 47.5 40.7 9.4 24
TRANSPORTATION
overall 60.9 30.6 8.5 0.0
convenience 60.4 26.5 13.1 0.0
cleanliness and comfort 59.7 40.3 0.0 0.0
efficiency 55.4 31.7 1.4 1.6
value for your money 61.0 24.7 12.9 1.3
AIRPORTS
overall 48.1 40.9 94 1.7
signage 49.3 36.3 11.9 25
cleanliness and comfort 51.1 35.1 11.2 2.7
ease of getting around 53.6 31.0 12.4 3.1
availability of food 214 41.7 26.2 10.7
availability of shopping 25.0 45.6 22.8 6.6
friendliness of workers 55.9 334 8.9 1.8
PARKS & BEACHES
overall 79.0 18.9 1.4 0.8
security 63.0 29.8 54 1.8
facility 65.8 29.8 3.4 1.1
cleanliness and comfort 65.6 27.8 5.3 1.3
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Table 4.17 2008 O‘ahu Detailed Satisfaction Ratings by Category — Japan

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 46.2 45.2 7.7 0.9
location 50.7 35.4 11.8 2.2
senice 30.1 50.8 16.8 2.2
facility 271 49.3 20.7 2.9
cleanliness and comfort 37.3 46.4 13.9 2.4
value for your money 34.4 48.8 14.5 2.3
RESTAURANT
overall 25.3 57.0 16.2 1.6
location 31.6 54.6 12.7 1.1
variety 26.8 52.3 19.0 1.9
senice 23.7 55.4 18.5 2.3
quality 20.7 50.3 24.7 4.3
value for your money 171 48.4 29.5 4.9
SHOPPING
overall 451 48.2 6.4 0.4
sufficient shopping places 60.8 35.2 3.6 0.4
locations 46.9 46.6 6.2 0.4
variety 46.5 43.8 9.0 0.7
senice 30.3 55.9 12.8 1.0
quality 27.3 59.8 12.2 0.7
value for your money 28.9 53.2 16.8 1.1
local/handmade items 26.8 51.5 19.9 1.8
GOLF
overall 36.8 50.4 11.4 1.3
locations 42.7 47.1 9.6 0.7
senice 22.5 45.7 28.3 3.6
value for your money 21.8 39.3 30.9 8.0
ACTIVITIES/ATTRACTIONS
overall 41.0 50.0 8.6 0.4
exciting 42.5 49.2 7.8 0.4
variety 38.0 49.2 12.1 0.7
senice 31.4 52.6 14.9 1.2
value for your money 24.7 50.1 22.4 2.8
TRANSPORTATION
overall 43.4 46.2 9.3 1.1
convenience 447 42.4 11.2 1.7
cleanliness and comfort 33.8 51.0 14.2 1.1
efficiency 33.3 46.1 18.0 2.5
value for your money 43.7 45.5 9.6 1.2
AIRPORTS
owerall 22.5 60.5 16.0 1.0
signage 23.7 58.0 16.9 1.4
cleanliness and comfort 23.5 55.8 18.5 2.2
ease of getting around 19.4 50.6 26.6 3.4
availability of food 10.7 37.6 43.7 8.0
availability of shopping 141 46.3 34.0 5.5
friendliness of workers 21.0 55.1 201 3.8
PARKS & BEACHES
overall 51.0 44.6 4.2 0.2
security 43.2 491 6.7 0.9
facility 33.0 52.2 14.0 0.8
cleanliness and comfort 38.9 48.5 11.4 1.2
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Table 4.18 2007 O‘ahu Detailed Satisfaction Ratings by Category — Japan

[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 43.2 46.9 8.6 1.3
location 48.7 36.6 11.8 2.9
service 274 51.4 19.1 2.2
facility 26.3 48.3 21.3 4.2
cleanliness and comfort 35.6 47.2 14.7 2.5
value for your money 29.7 50.8 171 2.4
RESTAURANT
overall 20.8 58.1 19.2 1.9
location 29.5 55.1 14.0 1.4
variety 23.2 50.6 24.2 2.1
service 20.5 54.6 22.2 2.6
quality 17.3 46.3 30.1 6.3
value for your money 12.6 44.3 34.8 8.3
SHOPPING
overall 37.5 52.5 9.3 0.7
sufficient shopping places 53.9 40.0 5.3 0.8
locations 39.9 50.7 8.8 0.6
variety 39.1 46.7 13.0 1.2
service 25.0 56.3 17.7 1.0
quality 21.2 58.5 19.3 1.1
value for your money 20.4 51.8 25.2 25
local’/handmade items 21.8 521 23.4 2.8
GOLF
overall 35.6 48.7 15.1 0.6
locations 45.7 43.7 10.2 0.4
service 19.2 494 28.2 3.2
value for your money 223 37.7 32.6 7.4
ACTIVITIES/ATTRACTIONS
overall 371 53.2 9.0 0.7
exciting 38.5 52.0 8.9 0.6
variety 32.6 52.5 13.9 0.9
service 27.4 54.4 16.9 1.3
value for your money 20.7 50.0 26.0 3.3
TRANSPORTATION
overall 404 47.6 11.1 1.0
convenience 42.7 43.6 12.0 1.6
cleanliness and comfort 30.0 53.6 14.6 1.8
efficiency 30.5 471 19.5 29
value for your money 40.1 47.2 11.3 1.4
AIRPORTS
overall 20.3 61.3 17.2 1.2
signage 211 59.5 17.9 1.6
cleanliness and comfort 21.5 57.3 19.0 2.2
ease of getting around 16.8 50.4 28.4 4.4
availability of food 9.1 37.0 43.9 10.0
availability of shopping 13.2 442 36.0 6.6
friendliness of workers 17.8 56.8 211 4.3
PARKS & BEACHES
overall 48.9 45.4 5.4 0.3
security 41.7 491 8.1 1.1
facility 31.0 53.1 14.6 1.2
cleanliness and comfort 37.6 47.8 13.2 1.4
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Table 4.19 2008 Maui Detailed Satisfaction Ratings by Category — Japan

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 66.7 30.4 2.2 0.7
location 73.7 20.0 3.7 2.6
senice 42.9 42.6 121 2.3
facility 46.2 41.7 11.4 0.8
cleanliness and comfort 54.3 41.2 3.0 1.5
value for your money 45.3 39.3 13.7 1.6
RESTAURANT
overall 30.2 50.0 16.6 3.3
location 43.3 52.6 3.3 0.8
variety 21.4 42.7 32.7 3.3
senice 29.2 52.3 16.0 2.5
quality 25.0 41.0 28.3 5.6
value for your money 23.4 44 .4 271 5.0
SHOPPING
overall 24.9 48.4 24.3 2.4
sufficient shopping places 27.0 451 23.1 4.8
locations 33.7 51.9 11.2 3.2
variety 25.5 37.6 33.6 3.2
senice 28.6 48.0 22.5 0.8
quality 26.3 50.9 22.0 0.8
value for your money 24.5 48.6 26.9 0.0
local/handmade items 27.3 42.6 28.4 1.7
GOLF
overall 62.8 28.0 9.1 0.0
locations 83.7 13.2 3.1 0.0
senice 50.2 27.8 22.0 0.0
value for your money 251 46.6 25.1 3.1
ACTIVITIES/ATTRACTIONS
overall 451 41.9 12.0 1.0
exciting 445 39.2 15.3 1.0
variety 29.8 43.0 241 3.1
senice 36.2 48.4 15.5 0.0
value for your money 29.0 50.4 19.6 1.0
TRANSPORTATION
overall 28.6 40.2 28.9 2.3
convenience 29.4 31.0 36.0 3.5
cleanliness and comfort 34.3 49.5 13.9 2.3
efficiency 31.4 30.4 30.1 8.1
value for your money 31.3 43.8 21.4 3.5
AIRPORTS
owerall 235 58.8 15.4 23
signage 19.7 56.8 21.9 1.6
cleanliness and comfort 221 56.3 20.0 1.5
ease of getting around 22.7 42.2 31.2 3.9
availability of food 8.7 32.1 47.9 11.3
availability of shopping 10.0 34.9 48.0 7.2
friendliness of workers 20.4 57.9 20.9 0.8
PARKS & BEACHES
overall 54.7 41.3 4.0 0.0
security 51.1 42.6 6.3 0.0
facility 43.2 43.5 13.3 0.0
cleanliness and comfort 50.7 38.0 11.3 0.0
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Table 4.20 2007 Maui Detailed Satisfaction Ratings by Category — Japan

[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 68.8 31.2 0.0 0.0
location 76.9 21.5 1.6 0.0
service 39.7 53.9 5.7 0.7
facility 454 51.0 3.6 0.0
cleanliness and comfort 57.1 40.1 2.8 0.0
value for your money 38.4 53.2 8.4 0.0
RESTAURANT
overall 42.8 40.3 16.9 0.0
location 48.4 42.5 8.3 0.7
variety 23.5 48.9 25.3 2.3
service 29.7 55.2 14.4 0.8
quality 23.7 48.1 24.9 3.4
value for your money 211 443 28.7 5.8
SHOPPING
overall 25.3 57.6 16.2 0.9
sufficient shopping places 26.3 47.5 25.3 0.9
locations 19.4 64.0 16.6 0.0
variety 22.7 444 31.6 1.3
service 19.0 64.6 16.4 0.0
quality 15.9 61.7 21.5 0.9
value for your money 9.8 60.4 25.5 4.3
local’/handmade items 19.6 515 26.6 24
GOLF
overall 52.3 47.7 0.0 0.0
locations 58.8 41.2 0.0 0.0
service 38.6 58.4 3.0 0.0
value for your money 18.8 40.8 40.4 0.0
ACTIVITIES/ATTRACTIONS
overall 46.8 46.2 6.9 0.0
exciting 45.5 45.7 8.8 0.0
variety 35.1 46.7 18.2 0.0
service 41.8 46.4 11.8 0.0
value for your money 30.3 48.2 21.5 0.0
TRANSPORTATION
overall 341 46.1 17.5 2.4
convenience 354 34.0 25.1 55
cleanliness and comfort 27.8 63.7 8.5 0.0
efficiency 25.7 40.4 25.8 8.1
value for your money 36.2 48.6 13.9 1.2
AIRPORTS
overall 19.8 61.5 17.6 1.1
signage 16.7 61.5 20.6 1.2
cleanliness and comfort 19.0 57.4 23.6 0.0
ease of getting around 19.3 55.2 24.2 1.2
availability of food 12.7 39.5 36.5 11.3
availability of shopping 13.0 442 35.2 7.6
friendliness of workers 17.8 59.3 16.7 6.3
PARKS & BEACHES
overall 53.0 457 1.3 0.0
security 40.0 55.9 4.1 0.0
facility 324 571 10.6 0.0
cleanliness and comfort 411 48.6 10.3 0.0
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Table 4.21 2008 Kona Detailed Satisfaction Ratings by Category — Japan
[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 56.3 38.4 5.0 0.3
location 60.8 30.6 7.6 1.0
senice 40.9 451 13.0 1.0
facility 39.3 43.4 15.4 1.8
cleanliness and comfort 48.2 41.4 9.7 0.8
value for your money 38.1 47.4 13.0 1.6
RESTAURANT
overall 22.3 57.3 18.5 1.9
location 37.0 48.7 12.8 1.6
variety 18.2 42.9 36.0 2.9
senice 24.0 51.8 22.0 2.1
quality 19.7 48.2 24.7 7.4
value for your money 141 50.1 30.4 5.4
SHOPPING
overall 15.2 51.8 30.5 2.5
sufficient shopping places 14.3 40.6 37.1 8.0
locations 23.2 50.1 21.7 5.0
variety 141 43.1 35.4 7.3
senice 17.0 54.6 25.7 2.8
quality 14.8 60.6 22.4 2.2
value for your money 13.7 56.8 26.5 3.0
local/handmade items 21.9 48.1 24.8 5.1
GOLF
overall 55.5 38.9 3.7 1.9
locations 71.0 25.8 3.2 0.0
senice 38.6 45.1 16.3 0.0
value for your money 32.7 41.0 17.3 9.0
ACTIVITIES/ATTRACTIONS
overall 37.4 49.4 121 1.2
exciting 34.0 50.8 13.6 1.6
variety 26.0 46.2 24.7 3.1
senice 30.8 53.7 14.3 1.2
value for your money 28.5 46.7 22.5 2.4
TRANSPORTATION
overall 19.7 45.6 27.0 7.7
convenience 16.7 43.2 27.9 12.2
cleanliness and comfort 18.6 54.0 23.1 4.2
efficiency 14.0 42.8 31.7 11.5
value for your money 19.6 49.2 23.3 8.0
AIRPORTS
owerall 16.3 56.9 25.0 1.8
signage 17.0 51.3 27.6 4.1
cleanliness and comfort 19.4 52.7 241 3.9
ease of getting around 19.2 46.8 27.8 6.2
availability of food 4.6 27.7 49.2 18.5
availability of shopping 5.0 29.2 49.4 16.5
friendliness of workers 15.3 56.8 22.6 5.3
PARKS & BEACHES
overall 41.2 50.6 7.8 0.3
security 37.5 52.6 8.7 1.3
facility 28.4 53.9 16.1 1.6
cleanliness and comfort 33.4 52.3 12.8 1.6
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Table 4.22 2007 Kona Detailed Satisfaction Ratings by Category — Japan

[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 55.8 371 6.3 0.8
location 59.8 33.2 4.0 3.0
service 39.6 46.7 9.9 3.7
facility 40.2 43.8 12.4 3.6
cleanliness and comfort 43.7 44.2 9.3 2.8
value for your money 34.8 50.4 11.6 3.1
RESTAURANT
overall 25.0 49.2 22.4 3.4
location 40.5 421 15.1 2.3
variety 18.2 43.0 31.6 7.2
service 221 48.1 26.9 2.9
quality 22.7 371 34.9 52
value for your money 14.4 411 36.7 7.8
SHOPPING
overall 9.5 57.6 294 3.6
sufficient shopping places 10.7 39.7 39.7 9.9
locations 19.2 493 24.0 7.5
variety 15.0 341 43.0 79
service 12.8 53.5 31.2 2.6
quality 9.2 63.7 221 4.9
value for your money 9.5 52.2 32.6 5.7
local’lhandmade items 19.5 50.8 23.3 6.4
GOLF
overall 67.3 29.6 3.1 0.0
locations 68.7 28.2 3.1 0.0
service 53.2 414 4.3 1.1
value for your money 25.8 41.8 29.7 2.6
ACTIVITIES/ATTRACTIONS
overall 34.8 58.0 4.7 2.5
exciting 36.9 52.9 71 3.1
variety 28.3 491 19.7 2.9
service 30.5 57.9 8.8 2.8
value for your money 28.1 45.9 21.2 4.8
TRANSPORTATION
overall 14.8 43.8 32.1 9.2
convenience 10.4 47.9 28.7 13.1
cleanliness and comfort 20.8 484 25.3 5.6
efficiency 12.5 42.9 33.9 10.8
value for your money 13.9 47.9 315 6.6
AIRPORTS
overall 18.2 63.9 14.4 3.5
signage 16.4 62.1 17.6 3.9
cleanliness and comfort 20.1 54.8 21.1 3.9
ease of getting around 18.4 53.2 21.7 6.6
availability of food 5.5 26.6 55.1 12.8
availability of shopping 54 30.1 48.7 15.9
friendliness of workers 16.5 56.0 23.3 4.2
PARKS & BEACHES
overall 54.8 39.9 5.3 0.0
security 46.7 46.2 6.0 1.0
facility 371 49.5 11.9 1.5
cleanliness and comfort 41.6 48.8 7.9 1.7
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Table 4.23 2008 O‘ahu Detailed Satisfaction Ratings by Category — Canada

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 61.1 34.6 3.7 0.7
location 76.8 21.9 1.1 0.2
senice 62.5 33.1 3.7 0.8
facility 55.3 36.5 7.1 1.1
cleanliness and comfort 60.9 321 5.6 1.3
value for your money 47.2 43.6 7.3 1.9
RESTAURANT
overall 53.4 41.4 4.9 0.3
location 64.8 30.7 4.0 0.5
variety 56.8 36.7 5.4 1.1
senice 56.5 39.0 4.1 0.4
quality 53.8 42.6 2.8 0.8
value for your money 35.0 51.9 10.6 2.4
SHOPPING
overall 59.4 38.9 1.7 0.1
sufficient shopping places 72.9 26.0 0.9 0.2
locations 68.0 30.3 1.1 0.6
variety 56.3 354 8.0 0.3
senice 61.2 36.5 2.3 0.0
quality 47.6 48.3 3.8 0.3
value for your money 37.6 49.8 11.9 0.8
local/lhandmade items 47.2 43.6 7.6 1.5
GOLF
overall 53.3 38.0 6.7 2.0
locations 47.8 43.8 8.4 0.0
senice 51.0 41.4 7.6 0.0
value for your money 23.3 43.3 16.5 16.9
ACTIVITIES/ATTRACTIONS
overall 64.7 33.9 1.4 0.0
exciting 58.0 37.5 4.4 0.1
variety 58.0 38.3 3.7 0.0
senice 55.8 411 3.0 0.1
value for your money 37.6 51.4 8.8 2.2
TRANSPORTATION
overall 67.3 29.0 2.9 0.7
convenience 69.2 25.9 4.7 0.2
cleanliness and comfort 60.7 32.9 6.1 0.2
efficiency 60.0 324 6.8 0.8
value for your money 62.1 32.7 4.2 0.9
AIRPORTS
overall 50.5 42.5 6.6 0.3
signage 51.1 37.4 8.6 29
cleanliness and comfort 52.6 40.7 6.5 0.1
ease of getting around 50.2 37.4 10.7 1.8
availability of food 27.8 39.5 27.6 5.1
availability of shopping 33.9 45.5 16.7 3.9
friendliness of workers 52.9 37.9 7.5 1.7
PARKS & BEACHES
owerall 69.2 26.8 3.8 0.2
security 55.8 40.4 3.2 0.6
facility 54.1 374 7.1 1.4
cleanliness and comfort 57.1 354 6.2 1.2
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Table 4.24 2007 O‘ahu Detailed Satisfaction Ratings by Category — Canada
[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 71.3 25.0 2.9 0.8
location 80.8 16.4 2.0 0.7
service 66.1 28.2 3.6 2.1
facility 60.1 32.6 6.5 0.9
cleanliness and comfort 63.3 29.4 5.6 1.7
value for your money 57.0 33.6 7.7 1.8
RESTAURANT
overall 56.2 39.4 3.4 1.0
location 62.7 33.6 2.8 0.9
variety 60.1 32.5 6.3 11
service 59.3 35.7 41 0.8
quality 55.3 37.5 59 14
value for your money 35.0 48.8 13.6 2.6
SHOPPING
overall 63.3 35.0 1.7 0.0
sufficient shopping places 74.7 23.8 1.3 0.1
locations 71.7 25.6 2.2 0.5
variety 61.9 31.0 6.4 0.7
service 58.4 36.0 5.3 0.3
quality 52.1 42.1 57 0.2
value for your money 443 44.0 9.9 1.8
local’/handmade items 50.0 37.2 9.9 2.9
GOLF
overall 64.0 28.6 6.2 1.2
locations 73.1 21.0 6.0 0.0
service 63.1 33.7 3.1 0.0
value for your money 34.0 38.6 19.5 79
ACTIVITIES/ATTRACTIONS
overall 66.3 31.0 24 0.3
exciting 58.1 37.8 3.8 0.3
variety 65.2 30.7 3.9 0.2
service 63.3 34.0 2.3 0.4
value for your money 41.7 46.0 11.0 1.3
TRANSPORTATION
overall 68.4 26.4 3.7 1.5
convenience 69.5 24.9 4.6 1.0
cleanliness and comfort 66.6 29.4 4.0 0.0
efficiency 65.9 26.0 6.2 1.8
value for your money 67.0 26.7 5.6 0.7
AIRPORTS
overall 53.7 401 54 0.8
signage 54.0 39.1 59 1.0
cleanliness and comfort 59.1 34.6 5.7 0.6
ease of getting around 53.7 35.4 9.3 1.6
availability of food 32.8 42.7 19.1 5.4
availability of shopping 34.0 45.5 16.2 4.3
friendliness of workers 57.1 36.4 5.0 1.5
PARKS & BEACHES
overall 76.5 22.1 1.4 0.0
security 65.5 28.1 5.9 0.5
facility 65.9 28.2 5.7 0.3
cleanliness and comfort 65.1 27.2 6.4 1.3
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Table 4.25 2008 Maui Detailed Satisfaction Ratings by Category — Canada

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 76.5 21.6 1.6 0.2
location 79.5 18.8 1.7 0.0
senice 68.0 27.4 3.9 0.6
facility 70.1 24.2 5.5 0.2
cleanliness and comfort 66.8 25.7 5.8 1.6
value for your money 50.9 37.3 8.8 3.1
RESTAURANT
overall 51.0 45.2 3.0 0.8
location 59.9 36.7 3.2 0.2
variety 54.5 40.6 4.4 0.5
senice 59.2 34.5 5.9 0.4
quality 53.5 40.5 5.5 0.6
value for your money 25.3 54.6 16.9 3.1
SHOPPING
overall 50.4 44 .4 5.0 0.2
sufficient shopping places 55.3 39.0 4.9 0.8
locations 55.0 37.8 6.7 0.5
variety 49.4 40.1 9.5 1.0
senice 58.2 36.6 3.7 1.5
quality 46.3 44.7 8.1 0.9
value for your money 35.9 47.4 14.0 2.7
local/lhandmade items 44.6 44.9 9.5 1.1
GOLF
overall 81.5 16.6 1.3 0.7
locations 86.3 13.5 0.1 0.1
senice 71.2 24.8 3.9 0.1
value for your money 29.4 49.2 14.0 7.4
ACTIVITIES/ATTRACTIONS
overall 66.5 31.1 1.9 0.6
exciting 61.1 36.0 2.2 0.7
variety 65.9 29.5 3.8 0.7
senice 64.7 31.3 3.0 1.0
value for your money 39.2 471 10.9 2.7
TRANSPORTATION
overall 47.4 39.1 8.9 4.6
convenience 46.6 39.0 8.9 5.5
cleanliness and comfort 53.0 34.1 12.3 0.6
efficiency 48.6 35.6 12.8 3.0
value for your money 46.3 39.5 10.8 3.4
AIRPORTS
owerall 51.0 42.0 6.1 0.9
signage 51.8 39.1 7.8 1.3
cleanliness and comfort 54.3 36.3 8.0 1.4
ease of getting around 55.1 37.6 6.0 1.3
availability of food 27.9 37.5 26.7 7.9
availability of shopping 30.4 43.8 18.4 7.3
friendliness of workers 50.7 39.6 6.7 3.0
PARKS & BEACHES
overall 75.8 22.5 1.4 0.4
security 63.8 29.0 6.5 0.7
facility 60.5 32.5 5.7 1.4
cleanliness and comfort 64.4 26.9 7.3 1.4
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Table 4.26 2007 Maui Detailed Satisfaction Ratings by Category — Canada

[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 76.3 19.5 3.1 1.0
location 78.8 17.5 3.1 0.6
service 68.5 25.0 5.2 1.3
facility 66.6 27.5 4.3 15
cleanliness and comfort 72.5 21.7 3.9 1.9
value for your money 54.8 35.0 6.5 3.7
RESTAURANT
overall 49.1 46.8 3.3 0.9
location 58.4 39.7 1.5 0.3
variety 52.7 41.8 4.9 0.5
service 54.3 40.4 4.7 0.7
quality 53.6 40.2 5.6 0.6
value for your money 23.8 55.8 15.5 49
SHOPPING
overall 52.9 43.8 3.3 0.0
sufficient shopping places 60.2 36.6 3.1 0.2
locations 58.2 38.5 3.3 0.0
variety 47.3 45.0 6.7 1.0
service 53.2 42.3 4.4 0.0
quality 46.8 48.8 4.2 0.3
value for your money 31.2 53.9 14.1 0.8
local’/handmade items 442 394 14.6 1.8
GOLF
overall 73.9 25.4 0.0 0.6
locations 80.5 18.9 0.0 0.6
service 71.8 27.6 0.0 0.6
value for your money 29.3 54.6 11.6 4.4
ACTIVITIES/ATTRACTIONS
overall 72.2 25.3 2.3 0.2
exciting 66.7 30.6 2.2 0.4
variety 66.7 31.6 1.1 0.7
service 62.7 35.3 1.8 0.2
value for your money 421 45.6 10.6 1.7
TRANSPORTATION
overall 53.6 374 4.9 4.1
convenience 52.9 33.6 8.9 4.6
cleanliness and comfort 60.1 35.7 3.2 1.0
efficiency 52.8 34.6 10.5 2.1
value for your money 52.8 31.3 11.9 41
AIRPORTS
overall 41.1 491 8.7 1.2
signage 442 44 .4 9.6 1.8
cleanliness and comfort 43.8 46.5 8.0 1.7
ease of getting around 46.7 42.4 9.9 1.0
availability of food 22.3 39.6 27.9 10.2
availability of shopping 21.9 46.0 234 8.7
friendliness of workers 42.9 457 8.3 3.1
PARKS & BEACHES
overall 70.5 26.8 2.7 0.0
security 55.4 375 5.8 1.2
facility 59.3 33.1 59 1.6
cleanliness and comfort 62.8 294 6.0 1.9
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Table 4.27 2008 Kaua‘i Detailed Satisfaction Ratings by Category — Canada

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 78.4 18.8 2.1 0.7
location 85.8 11.6 1.8 0.8
senice 73.1 21.6 5.1 0.2
facility 67.5 24.6 6.6 1.3
cleanliness and comfort 77.2 15.9 4.9 2.1
value for your money 61.4 32.1 3.2 3.3
RESTAURANT
overall 50.2 40.6 7.9 1.3
location 59.4 32.0 6.9 1.7
variety 50.8 35.5 11.4 2.4
senice 60.4 29.9 5.9 3.8
quality 54.4 37.6 7.0 1.0
value for your money 32.2 45.5 17.5 4.8
SHOPPING
overall 51.9 42.4 3.8 1.8
sufficient shopping places 55.0 35.9 6.2 2.9
locations 56.5 35.8 6.1 1.7
variety 49.3 40.2 7.9 2.6
senice 58.3 33.2 6.6 1.9
quality 49.0 41.8 6.6 2.6
value for your money 374 48.0 11.5 3.1
local/lhandmade items 48.1 38.0 11.5 2.5
GOLF
overall 74.3 20.4 3.1 2.2
locations 74.9 23.6 0.0 1.5
senice 64.9 31.4 1.7 2.0
value for your money 47.3 41.3 8.3 3.2
ACTIVITIES/ATTRACTIONS
overall 69.1 27.0 3.5 0.5
exciting 64.5 30.6 3.1 1.8
variety 67.4 27.7 3.6 1.3
senice 66.9 26.3 4.5 2.3
value for your money 43.4 43.1 11.0 2.5
TRANSPORTATION
overall 53.2 20.8 10.2 15.7
convenience 56.2 23.8 7.3 12.6
cleanliness and comfort 56.6 30.0 6.1 7.3
efficiency 54.4 24.8 9.8 11.1
value for your money 49.4 31.3 8.0 11.3
AIRPORTS
owerall 57.1 35.4 7.2 0.3
signage 57.9 33.6 7.7 0.8
cleanliness and comfort 59.4 33.7 6.4 0.4
ease of getting around 60.6 29.6 7.9 1.9
availability of food 24.7 39.0 255 10.9
availability of shopping 27.6 40.0 26.9 5.5
friendliness of workers 60.3 32.0 5.1 2.6
PARKS & BEACHES
overall 81.2 16.1 2.2 0.5
security 66.7 25.7 6.5 1.1
facility 67.3 23.6 8.0 1.0
cleanliness and comfort 60.3 30.9 6.0 2.8
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Table 4.28 2007 Kaua‘i Detailed Satisfaction Ratings by Category — Canada

[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 79.6 18.9 0.9 0.6
location 80.0 18.1 1.9 0.0
service 69.0 25.7 4.3 1.0
facility 67.1 28.5 34 1.0
cleanliness and comfort 75.1 20.6 2.7 1.5
value for your money 59.7 324 4.8 3.0
RESTAURANT
overall 49.6 474 3.0 0.0
location 60.6 34.6 4.8 0.0
variety 51.0 38.7 9.4 0.9
service 544 42.3 3.1 0.3
quality 54.4 40.8 4.8 0.0
value for your money 30.1 46.5 20.7 2.7
SHOPPING
overall 49.1 44.2 6.7 0.0
sufficient shopping places 48.5 42.2 9.2 0.0
locations 48.1 42.0 9.9 0.0
variety 44.8 43.5 11.7 0.0
service 52.3 44.0 3.8 0.0
quality 42.6 50.2 7.2 0.0
value for your money 30.3 57.2 12.5 0.0
local’lhandmade items 43.1 45.4 9.7 1.8
GOLF
overall 85.5 14.5 0.0 0.0
locations 88.3 1.7 0.0 0.0
service 65.9 341 0.0 0.0
value for your money 50.5 34.3 8.0 7.2
ACTIVITIES/ATTRACTIONS
overall 66.3 32.8 0.6 0.3
exciting 62.4 33.9 3.4 0.3
variety 70.3 27.5 1.9 0.3
service 61.5 36.1 2.1 0.3
value for your money 36.3 45.2 16.7 1.8
TRANSPORTATION
overall 26.2 53.3 4.6 15.9
convenience 26.6 35.8 19.0 18.6
cleanliness and comfort 32.6 53.0 2.1 12.2
efficiency 30.9 42.9 10.1 16.0
value for your money 33.3 26.3 234 17.0
AIRPORTS
overall 414 a7.7 10.4 0.4
signage 44 1 37.2 15.7 3.0
cleanliness and comfort 54.9 35.3 9.1 0.8
ease of getting around 52.8 32.7 10.2 4.2
availability of food 25.0 417 255 7.8
availability of shopping 25.9 51.6 20.1 24
friendliness of workers 53.0 36.7 8.6 1.7
PARKS & BEACHES
overall 77.0 20.9 1.1 1.0
security 64.9 27.7 6.6 0.7
facility 63.0 29.2 5.2 2.6
cleanliness and comfort 64.4 25.6 6.9 3.1
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Table 4.29 2008 Kona Detailed Satisfaction Ratings by Category — Canada

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 76.4 20.7 2.6 0.3
location 72.0 23.7 3.7 0.5
senice 71.6 23.1 4.0 1.2
facility 70.7 24.6 4.0 0.7
cleanliness and comfort 75.1 19.3 4.9 0.7
value for your money 63.3 29.5 5.1 2.1
RESTAURANT
overall 47.7 44.7 6.4 1.2
location 56.4 36.6 6.4 0.6
variety 51.8 36.0 1.4 0.8
senice 58.0 35.1 6.5 0.4
quality 55.2 35.6 8.3 0.9
value for your money 33.8 45.5 18.2 2.5
SHOPPING
overall 45.9 45.6 7.6 1.0
sufficient shopping places 53.9 35.5 9.5 1.2
locations 54.4 36.8 8.2 0.6
variety 45.7 42.7 10.4 1.2
senice 55.1 36.8 7.6 0.4
quality 44.6 49.8 5.0 0.7
value for your money 36.0 51.1 11.2 1.6
local/handmade items 43.6 39.9 12.7 3.7
GOLF
owverall 79.7 16.6 2.9 0.8
locations 81.5 17.3 1.2 0.0
senice 741 20.8 4.5 0.6
value for your money 44.0 39.9 10.3 5.8
ACTIVITIES/ATTRACTIONS
owverall 63.3 34.3 21 0.4
exciting 59.7 37.6 2.3 0.4
variety 57.2 38.9 3.6 0.4
senice 60.7 36.1 2.9 0.2
value for your money 41.6 49.0 8.4 0.9
TRANSPORTATION
overall 40.2 471 9.0 3.7
convenience 46.9 32.5 15.2 5.3
cleanliness and comfort 43.1 41.8 12.9 2.2
efficiency 42.7 46.7 6.7 3.8
value for your money 53.6 37.0 5.5 3.9
AIRPORTS
overall 41.3 45.4 10.7 2.6
signage 45.5 37.6 13.1 3.8
cleanliness and comfort 48.8 36.8 11.7 2.7
ease of getting around 51.8 31.6 12.3 4.3
availability of food 18.2 31.2 36.2 14.4
availability of shopping 20.8 36.4 27.8 14.9
friendliness of workers 50.2 38.2 7.6 3.9
PARKS & BEACHES
overall 69.8 271 2.3 0.8
security 60.7 34.4 4.4 0.5
facility 59.7 35.4 3.8 1.2
cleanliness and comfort 54.5 34.9 8.4 2.3
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Table 4.30 2007 Kona Detailed Satisfaction Ratings by Category — Canada

[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 77.8 21.0 1.3 0.0
location 74.3 214 4.3 0.0
service 65.6 29.2 4.3 0.9
facility 67.1 28.8 3.6 0.5
cleanliness and comfort 68.0 25.7 3.8 2.4
value for your money 60.4 31.8 6.5 1.3
RESTAURANT
overall 47.6 46.3 5.9 0.3
location 455 45.0 9.5 0.0
variety 44.3 415 134 0.8
service 545 42.2 3.3 0.0
quality 48.3 44.4 58 1.5
value for your money 28.8 43.5 22.4 5.2
SHOPPING
overall 43.0 47.7 8.1 1.2
sufficient shopping places 45.9 39.7 13.0 14
locations 43.5 41.3 14.3 0.9
variety 37.4 46.8 15.0 0.8
service 48.3 48.2 35 0.0
quality 39.3 50.0 10.7 0.0
value for your money 30.7 50.7 17.4 1.1
local/handmade items 29.8 51.6 16.0 2.6
GOLF
overall 86.4 13.6 0.0 0.0
locations 83.8 16.2 0.0 0.0
service 73.3 26.7 0.0 0.0
value for your money 33.2 52.6 9.2 5.0
ACTIVITIES/ATTRACTIONS
overall 63.1 34.0 1.1 1.7
exciting 59.8 34.0 5.2 0.9
variety 58.8 33.3 6.2 1.7
service 61.3 35.1 3.6 0.0
value for your money 47.0 443 7.2 1.4
TRANSPORTATION
overall 38.5 38.5 16.4 6.5
convenience 53.1 244 15.9 6.6
cleanliness and comfort 56.0 36.4 7.6 0.0
efficiency 441 36.5 16.1 3.3
value for your money 43.3 40.8 14.4 1.4
AIRPORTS
overall 39.9 50.0 7.2 2.9
signage 43.2 40.2 11.3 5.3
cleanliness and comfort 44.3 44.5 7.8 34
ease of getting around 47.8 34.7 10.5 71
availability of food 18.2 355 30.9 15.4
availability of shopping 18.9 38.5 32.7 9.8
friendliness of workers 504 40.4 6.5 2.7
PARKS & BEACHES
overall 67.0 23.9 8.4 0.7
security 55.4 31.4 10.5 2.7
facility 56.5 32.9 9.5 1.1
cleanliness and comfort 60.9 26.9 11.6 0.7
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Table 4.31 2008 O‘ahu Detailed Satisfaction Ratings by Category — Europe

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 67.8 28.3 3.2 0.7
location 78.1 19.4 0.9 1.6
senice 65.5 29.0 4.2 1.3
facility 53.5 39.7 5.1 1.6
cleanliness and comfort 70.3 22.2 6.0 1.4
value for your money 46.5 41.3 11.2 0.9
RESTAURANT
overall 48.4 45.6 5.2 0.8
location 62.8 30.5 5.9 0.8
variety 50.8 38.0 8.2 3.1
senice 61.1 34.2 4.0 0.6
quality 52.2 36.5 8.0 3.3
value for your money 43.2 39.3 14.0 3.5
SHOPPING
overall 62.5 35.5 0.9 1.1
sufficient shopping places 67.3 31.4 0.3 1.0
locations 63.2 34.4 2.3 0.0
variety 54.4 37.9 7.7 0.0
senice 61.5 33.3 4.7 0.5
quality 55.4 39.0 5.6 0.0
value for your money 48.9 39.5 11.3 0.3
local/handmade items 44.5 42.4 10.9 2.2
GOLF
overall 50.3 32.8 16.9 0.0
locations 62.4 27.2 10.5 0.0
senice 61.0 25.1 13.8 0.0
value for your money 53.4 211 19.8 5.7
ACTIVITIES/ATTRACTIONS
overall 56.6 39.3 4.1 0.1
exciting 50.9 42.2 6.6 0.4
variety 60.3 33.1 6.2 0.4
senice 61.1 35.1 3.5 0.3
value for your money 38.2 43.3 18.0 0.5
TRANSPORTATION
overall 59.7 35.2 3.4 1.6
convenience 61.0 31.1 7.5 0.4
cleanliness and comfort 58.8 32.8 7.5 0.8
efficiency 55.8 33.4 7.0 3.7
value for your money 66.9 23.4 5.9 3.8
AIRPORTS
owerall 59.3 32.5 6.8 14
signage 57.8 33.7 6.0 2.5
cleanliness and comfort 58.1 39.4 2.5 0.0
ease of getting around 56.4 36.3 6.1 1.3
availability of food 38.6 33.5 22.2 5.7
availability of shopping 37.3 38.2 20.6 3.9
friendliness of workers 57.0 30.7 8.8 3.5
PARKS & BEACHES
owerall 76.1 20.6 3.0 0.4
security 66.5 29.5 3.1 0.9
facility 64.6 29.3 5.0 1.2
cleanliness and comfort 67.2 27.0 4.1 1.7
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Table 4.32 2007 O‘ahu Detailed Satisfaction Ratings by Category — Europe

[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 67.1 29.4 3.0 0.5
location 77.0 20.2 2.5 0.4
service 62.1 31.2 5.7 1.0
facility 58.9 32.5 7.0 1.6
cleanliness and comfort 65.8 26.8 6.0 14
value for your money 55.5 31.5 111 1.9
RESTAURANT
overall 52.5 41.2 5.6 0.6
location 59.8 36.1 3.6 0.5
variety 52.4 37.4 8.9 1.3
service 59.6 36.0 3.9 0.5
quality 52.6 38.9 7.4 1.0
value for your money 43.6 43.0 11.7 1.7
SHOPPING
overall 63.4 33.3 3.2 0.1
sufficient shopping places 73.4 245 2.0 0.1
locations 68.3 28.8 2.5 04
variety 56.4 35.3 7.9 0.4
service 63.2 33.1 35 0.2
quality 51.3 41.6 57 14
value for your money 46.5 42.4 9.4 1.7
local’/handmade items 47.4 38.5 10.8 3.3
GOLF
overall 68.2 21.6 2.1 8.1
locations 69.6 24.5 4.3 1.6
service 58.9 26.7 6.2 8.2
value for your money 42.7 35.8 8.1 13.5
ACTIVITIES/ATTRACTIONS
overall 59.1 37.4 3.2 04
exciting 53.1 40.8 5.6 0.5
variety 57.7 35.3 6.2 0.7
service 56.8 38.8 3.9 0.6
value for your money 442 431 11.3 1.3
TRANSPORTATION
overall 59.9 32.5 6.7 0.9
convenience 58.2 32.7 71 2.0
cleanliness and comfort 53.8 37.2 7.8 1.3
efficiency 56.4 32.2 9.3 2.1
value for your money 60.8 31.5 6.5 1.2
AIRPORTS
overall 46.9 452 6.5 1.4
signage 461 44 .4 7.9 1.6
cleanliness and comfort 50.6 41.1 7.5 0.8
ease of getting around 48.2 39.8 101 20
availability of food 30.4 42.8 22.2 4.6
availability of shopping 30.3 43.6 21.5 4.6
friendliness of workers 52.1 38.1 6.8 2.9
PARKS & BEACHES
overall 75.1 21.1 34 0.3
security 65.1 29.7 3.9 1.2
facility 66.1 29.1 3.5 1.3
cleanliness and comfort 66.2 29.6 3.7 0.5
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Table 4.33 2008 Maui Detailed Satisfaction Ratings by Category — Europe

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 74.1 22.9 2.9 0.1
location 75.4 21.8 2.5 0.3
senice 66.0 29.5 3.7 0.8
facility 67.2 28.6 3.5 0.6
cleanliness and comfort 69.4 24.4 5.2 1.0
value for your money 49.8 39.3 9.1 1.8
RESTAURANT
overall 44 .4 47.2 7.3 1.1
location 52.0 41.5 6.1 0.4
variety 46.6 37.7 13.8 1.9
senice 54.0 38.1 7.4 0.6
quality 49.0 41.5 7.2 2.2
value for your money 31.6 46.9 19.3 2.2
SHOPPING
overall 41.7 49.5 8.3 0.5
sufficient shopping places 52.5 39.6 7.3 0.6
locations 45.8 47.8 5.3 1.1
variety 42.3 41.4 15.5 0.9
senice 54.5 39.9 5.0 0.6
quality 411 47.5 10.9 0.5
value for your money 36.0 45.1 16.9 21
local/lhandmade items 401 40.9 17.0 2.0
GOLF
overall 76.1 20.8 3.1 0.0
locations 82.7 17.3 0.0 0.0
senice 67.9 31.3 0.8 0.0
value for your money 43.3 42.0 10.5 4.2
ACTIVITIES/ATTRACTIONS
overall 63.3 33.0 3.5 0.2
exciting 62.2 33.7 4.1 0.0
variety 62.2 324 4.8 0.6
senice 58.1 37.8 3.3 0.8
value for your money 37.0 46.1 14.1 2.7
TRANSPORTATION
overall 49.8 37.3 10.2 2.7
convenience 44.4 40.5 10.5 4.5
cleanliness and comfort 48.6 44.3 6.6 0.5
efficiency 48.1 37.3 10.9 3.7
value for your money 50.9 36.1 8.6 4.3
AIRPORTS
owerall 42.8 48.5 7.5 1.1
signage 451 451 8.1 1.6
cleanliness and comfort 46.0 46.3 7.6 0.1
ease of getting around 46.0 46.8 6.8 0.3
availability of food 22.5 42.3 29.4 5.9
availability of shopping 21.4 46.8 26.0 5.8
friendliness of workers 49.3 40.2 9.3 1.1
PARKS & BEACHES
overall 75.8 22.5 1.4 0.3
security 71.1 26.5 2.0 0.4
facility 66.1 31.0 2.5 0.5
cleanliness and comfort 69.8 25.7 4.1 0.4
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Table 4.34 2007 Maui Detailed Satisfaction Ratings by Category — Europe
[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 69.5 26.9 2.0 1.5
location 76.0 21.8 1.8 04
service 60.5 34.5 3.7 1.3
facility 59.9 33.3 6.4 0.4
cleanliness and comfort 62.2 304 5.9 1.5
value for your money 41.4 45.3 9.7 3.6
RESTAURANT
overall 40.7 48.6 8.0 2.7
location 51.4 43.7 4.2 0.7
variety 41.9 40.8 14.7 2.6
service 514 415 51 2.0
quality 429 46.3 8.5 2.3
value for your money 27.8 51.2 17.2 3.8
SHOPPING
overall 38.9 53.0 7.2 0.9
sufficient shopping places 47.8 43.2 8.3 0.8
locations 44.8 471 7.3 0.8
variety 371 46.5 15.3 1.2
service 525 39.5 7.2 0.8
quality 36.5 51.1 10.9 1.5
value for your money 32.3 49.0 16.7 2.1
local’lhandmade items 39.4 40.7 15.5 4.4
GOLF
overall 68.0 26.0 3.6 24
locations 69.0 28.6 0.0 2.5
service 63.0 30.4 4.1 2.4
value for your money 40.9 37.6 17.2 4.3
ACTIVITIES/ATTRACTIONS
overall 53.9 42.2 3.1 0.8
exciting 53.1 42.6 3.5 0.8
variety 53.7 40.5 5.4 0.4
service 54.4 40.3 4.3 1.1
value for your money 30.3 54.9 12.8 2.1
TRANSPORTATION
overall 47.0 379 11.8 3.3
convenience 40.0 43.1 14.9 2.1
cleanliness and comfort 46.9 43.6 8.6 0.9
efficiency 44.5 42.3 10.9 2.3
value for your money 45.0 40.3 12.9 1.8
AIRPORTS
overall 34.6 54.6 9.1 1.7
signage 40.6 50.3 8.2 0.9
cleanliness and comfort 38.1 51.2 8.8 1.9
ease of getting around 44.0 45.5 9.0 1.5
availability of food 18.6 41.3 30.6 9.4
availability of shopping 17.0 43.8 314 7.8
friendliness of workers 454 42.0 8.9 3.7
PARKS & BEACHES
overall 70.3 27.2 2.5 0.0
security 58.0 34.7 7.3 0.0
facility 53.4 39.8 4.9 1.9
cleanliness and comfort 61.3 31.7 5.9 1.1
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Table 4.35 2008 Kaua‘i Detailed Satisfaction Ratings by Category — Europe

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 70.5 28.3 1.2 0.0
location 81.9 171 1.0 0.0
senice 62.4 31.6 4.9 1.1
facility 56.8 36.6 6.2 0.4
cleanliness and comfort 69.0 25.4 5.2 0.3
value for your money 42.9 48.5 7.6 1.0
RESTAURANT
overall 39.9 51.3 8.5 0.3
location 47.9 47.4 3.7 1.0
variety 41.9 42.3 13.7 2.1
senice 51.7 43.3 4.1 0.9
quality 51.4 37.7 8.9 2.0
value for your money 24.0 56.8 16.5 2.6
SHOPPING
overall 32.0 58.5 9.2 0.4
sufficient shopping places 32.7 51.9 15.2 0.3
locations 32.6 541 12.5 0.8
variety 31.1 44.0 22.9 2.1
senice 46.2 48.4 5.2 0.3
quality 28.1 56.4 14.2 1.4
value for your money 28.9 56.7 11.6 2.8
local/lhandmade items 33.6 48.4 171 0.9
GOLF
overall 65.4 32.3 1.6 0.8
locations 74.6 22.7 2.1 0.6
senice 58.9 34.9 5.5 0.7
value for your money 37.8 55.3 6.2 0.7
ACTIVITIES/ATTRACTIONS
overall 65.8 32.9 1.3 0.0
exciting 66.4 31.3 2.1 0.2
variety 60.4 34.3 5.1 0.2
senice 65.1 33.4 1.3 0.2
value for your money 41.9 42.9 14.6 0.5
TRANSPORTATION
overall 49.6 34.0 13.0 3.4
convenience 44.0 46.8 6.5 2.7
cleanliness and comfort 38.7 57.4 3.6 0.3
efficiency 50.3 394 5.5 4.8
value for your money 36.0 54.4 9.6 0.0
AIRPORTS
owerall 41.2 51.0 6.6 1.2
signage 49.0 42.4 7.5 1.1
cleanliness and comfort 46.8 45.5 7.6 0.2
ease of getting around 44.8 48.9 5.4 0.9
availability of food 18.9 50.9 25.0 5.2
availability of shopping 19.8 43.0 32.3 4.9
friendliness of workers 47.5 451 6.1 1.3
PARKS & BEACHES
owerall 68.8 30.3 0.3 0.6
security 66.0 30.6 2.8 0.6
facility 58.1 36.7 4.8 0.4
cleanliness and comfort 63.7 29.4 5.7 1.2
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Table 4.36 2007 Kaua‘i Detailed Satisfaction Ratings by Category — Europe

[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 68.3 27.2 26 1.9
location 69.4 26.5 3.6 0.5
service 66.4 28.7 24 24
facility 65.4 30.0 3.4 1.2
cleanliness and comfort 70.9 23.3 5.0 0.8
value for your money 52.8 35.3 8.2 3.7
RESTAURANT
overall 45.3 45.7 7.6 1.5
location 441 46.8 6.3 2.9
variety 35.7 48.6 14.1 1.7
service 53.7 38.2 7.4 0.7
quality 49.9 38.4 10.8 0.8
value for your money 34.8 52.2 111 2.0
SHOPPING
overall 341 54 .4 10.7 0.8
sufficient shopping places 38.1 48.1 13.0 0.8
locations 41.3 47.9 8.9 1.8
variety 34.5 46.8 13.7 5.0
service 54.6 38.8 6.6 0.0
quality 39.1 50.0 9.4 1.5
value for your money 43.2 44.8 10.4 1.5
local/lhandmade items 40.1 37.5 18.0 4.5
GOLF
overall 73.9 23.2 3.0 0.0
locations 73.8 26.2 0.0 0.0
service 89.1 7.4 3.5 0.0
value for your money 44.4 45.5 10.1 0.0
ACTIVITIES/ATTRACTIONS
overall 61.0 33.7 5.3 0.0
exciting 61.8 33.2 3.7 1.2
variety 60.7 34.0 4.5 0.8
service 59.0 38.5 2.1 0.3
value for your money 42.8 43.5 12.0 1.7
TRANSPORTATION
overall 45.7 36.4 10.9 7.1
convenience 442 38.2 9.6 8.0
cleanliness and comfort 55.4 32.9 6.9 4.8
efficiency 46.6 35.9 94 8.0
value for your money 37.6 48.0 8.1 6.3
AIRPORTS
overall 394 51.2 8.9 0.5
signage 41.6 51.4 6.5 0.5
cleanliness and comfort 48.3 37.3 13.0 1.3
ease of getting around 47.7 42.2 7.5 2.6
availability of food 18.4 44 4 30.1 71
availability of shopping 20.2 41.0 33.2 5.6
friendliness of workers 50.4 41.2 52 3.2
PARKS & BEACHES
overall 72.0 26.4 0.8 0.8
security 63.1 32.8 3.2 0.9
facility 60.7 34.6 4.7 0.0
cleanliness and comfort 65.4 30.8 3.8 0.0
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Table 4.37 2008 Kona Detailed Satisfaction Ratings by Category — Europe

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall .7 26.3 2.0 0.0
location 79.6 17.3 2.8 0.3
senice 71.4 25.4 2.5 0.7
facility 69.6 27.5 2.2 0.7
cleanliness and comfort 71.3 24.4 3.0 1.3
value for your money 47.9 421 6.0 4.0
RESTAURANT
overall 40.6 53.2 6.3 0.0
location 51.6 43.2 4.7 0.4
variety 40.0 43.8 14.3 1.9
senvice 58.9 37.7 2.3 1.0
quality 42.6 51.2 5.3 0.9
value for your money 33.2 52.7 12.3 1.8
SHOPPING
overall 31.9 58.5 9.2 0.4
sufficient shopping places 411 46.1 12.1 0.7
locations 37.3 53.0 9.5 0.1
variety 31.3 49.1 18.4 1.1
senice 53.3 40.8 5.9 0.0
quality 40.5 47.6 10.9 1.0
value for your money 36.5 38.9 23.4 1.1
local/lhandmade items 30.1 49.0 16.4 4.6
GOLF
overall 51.2 31.3 7.8 9.8
locations 69.6 14.7 6.9 8.7
senice 62.3 19.7 8.0 10.0
value for your money 10.4 63.4 16.3 10.0
ACTIVITIES/ATTRACTIONS
overall 64.7 35.0 0.3 0.0
exciting 72.4 24.2 3.4 0.0
variety 65.9 32.0 2.0 0.0
senice 68.2 30.3 1.5 0.0
value for your money 40.1 46.2 12.4 1.2
TRANSPORTATION
overall 39.3 50.5 7.2 3.0
convenience 471 40.7 7.5 4.8
cleanliness and comfort 51.8 40.5 7.1 0.6
efficiency 46.9 36.6 13.2 3.4
value for your money 41.2 40.5 11.4 6.9
AIRPORTS
overall 48.8 40.2 10.3 0.7
signage 47.8 40.7 10.2 1.3
cleanliness and comfort 48.6 39.5 11.3 0.6
ease of getting around 56.0 35.7 7.6 0.7
availability of food 20.3 42.0 26.0 11.7
availability of shopping 22.6 43.1 28.9 5.4
friendliness of workers 56.4 30.6 10.2 2.9
PARKS & BEACHES
overall 74.2 221 3.1 0.6
security 70.7 25.8 1.5 2.0
facility 67.1 27.6 4.2 1.0
cleanliness and comfort 69.0 26.7 3.2 1.1
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Table 4.38 2007 Kona Detailed Satisfaction Ratings by Category — Europe

[Percentage of Visitors]

Very Somewhat Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 63.5 32.5 4.0 0.0
location 76.3 20.8 2.9 0.0
service 56.3 34.9 6.7 2.1
facility 60.5 31.9 4.8 2.8
cleanliness and comfort 62.4 28.6 7.3 1.7
value for your money 39.8 46.5 12.2 15
RESTAURANT
overall 38.4 52.1 9.5 0.0
location 57.6 36.6 3.6 2.3
variety 414 434 15.2 0.0
service 48.0 43.5 8.5 0.0
quality 47 .4 43.8 6.8 2.1
value for your money 25.7 48.6 20.4 5.3
SHOPPING
overall 29.8 59.4 10.0 0.8
sufficient shopping places 42.6 48.0 8.1 1.3
locations 33.3 54.4 12.3 0.0
variety 32.3 48.3 17.6 1.7
service 50.3 38.8 10.9 0.0
quality 20.8 62.3 6.1 1.8
value for your money 256 57.3 15.4 1.7
local’/handmade items 36.3 37.0 20.6 6.2
GOLF
overall 57.7 42.3 0.0 0.0
locations 68.3 31.7 0.0 0.0
service 55.3 447 0.0 0.0
value for your money 13.6 58.8 171 10.6
ACTIVITIES/ATTRACTIONS
overall 63.1 34.6 1.5 0.8
exciting 60.8 37.6 1.5 0.0
variety 58.5 34.9 4.3 2.3
service 53.1 39.6 7.3 0.0
value for your money 31.1 47.7 18.8 2.4
TRANSPORTATION
overall 28.8 41.7 18.9 10.6
convenience 26.7 42.2 24.9 6.2
cleanliness and comfort 37.5 457 13.5 3.3
efficiency 34.3 35.0 21.6 9.2
value for your money 234 49.5 20.6 6.5
AIRPORTS
overall 38.3 445 13.6 3.7
signage 41.0 40.4 13.2 54
cleanliness and comfort 36.4 49.0 9.7 4.9
ease of getting around 42.0 42.8 111 4.0
availability of food 10.9 42.3 32.3 14.5
availability of shopping 9.6 38.8 35.7 15.9
friendliness of workers 454 37.3 10.7 6.6
PARKS & BEACHES
overall 66.4 28.0 5.6 0.0
security 61.2 34.2 3.9 0.7
facility 54.8 379 5.9 14
cleanliness and comfort 57.7 34.8 5.7 1.8
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Table 4.39 2008 O‘ahu Detailed Satisfaction Ratings by Category — Oceania

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 68.4 27.0 4.2 0.5
location 85.0 14.0 0.9 0.2
senice 66.0 29.5 3.7 0.8
facility 55.1 37.9 6.5 0.4
cleanliness and comfort 64.6 30.0 4.5 0.9
value for your money 52.8 37.0 9.0 1.2
RESTAURANT
overall 61.6 31.9 6.3 0.3
location 66.4 30.2 3.2 0.2
variety 58.8 31.3 9.4 0.5
senice 62.7 33.5 3.7 0.0
quality 49.6 42.3 7.7 0.5
value for your money 44.3 45.7 8.7 1.3
SHOPPING
overall 71.4 26.0 2.6 0.1
sufficient shopping places 77.0 21.3 1.6 0.1
locations 69.7 28.4 1.7 0.2
variety 62.9 31.6 5.0 0.5
senice 67.4 28.3 3.9 0.3
quality 59.1 37.7 2.9 0.3
value for your money 58.3 36.6 4.4 0.6
local/handmade items 56.6 36.0 6.7 0.7
GOLF
overall 73.0 23.4 3.7 0.0
locations 75.9 18.2 5.9 0.0
senice 68.9 23.3 5.6 2.2
value for your money 31.9 53.4 10.0 4.8
ACTIVITIES/ATTRACTIONS
overall 65.5 32.3 1.8 0.4
exciting 52.8 42.0 4.1 1.0
variety 56.2 38.9 3.9 1.0
senice 58.9 36.1 4.0 0.9
value for your money 42.5 48.7 7.7 1.1
TRANSPORTATION
overall 66.2 29.5 2.3 2.0
convenience 67.0 28.5 4.0 0.5
cleanliness and comfort 62.8 34.5 2.3 0.3
efficiency 62.5 31.0 5.8 0.8
value for your money 66.7 25.9 5.8 1.6
AIRPORTS
overall 47.9 41.0 9.5 1.6
signage 44.9 43.6 9.0 2.6
cleanliness and comfort 48.0 39.6 11.3 1.1
ease of getting around 34.4 38.6 22.8 4.2
availability of food 21.7 43.3 27.0 8.0
availability of shopping 26.6 41.8 24.8 6.7
friendliness of workers 49.6 41.2 8.4 0.7
PARKS & BEACHES
overall 73.3 25.5 0.9 0.3
security 62.6 34.2 2.7 0.5
facility 60.9 35.9 2.6 0.5
cleanliness and comfort 66.5 30.4 2.8 0.2
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Table 4.40 2008 Maui Detailed Satisfaction Ratings by Category — Oceania

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 73.3 22.5 2.7 1.5
location 78.0 18.4 3.6 0.0
senice 76.8 15.4 7.3 0.4
facility 721 19.9 5.9 2.0
cleanliness and comfort 76.8 20.9 1.6 0.8
value for your money 44.3 43.6 8.8 3.3
RESTAURANT
overall 47.0 44.2 8.4 0.4
location 63.5 26.7 9.4 0.4
variety 43.7 42.0 10.4 3.9
senice 66.1 25.7 7.3 0.8
quality 47.0 43.2 5.9 3.9
value for your money 39.3 45.6 10.4 4.7
SHOPPING
overall 55.9 37.2 5.4 1.5
sufficient shopping places 58.6 34.9 5.1 1.4
locations 44.3 48.2 6.0 1.4
variety 56.1 30.5 12.0 1.4
senice 43.9 52.7 3.0 0.4
quality 52.1 414 6.1 0.4
value for your money 36.2 50.4 12.0 1.4
local/lhandmade items 38.8 52.2 7.7 1.4
GOLF
overall 65.7 25.1 2.8 6.5
locations 68.3 31.7 0.0 0.0
senice 55.1 32.4 9.4 3.1
value for your money 17.8 48.8 8.1 25.3
ACTIVITIES/ATTRACTIONS
overall 68.1 28.5 3.0 0.4
exciting 62.6 32.2 4.4 0.9
variety 61.3 32.2 5.6 0.9
senice 65.5 31.5 2.6 0.4
value for your money 41.0 43.1 15.4 0.4
TRANSPORTATION
overall 71.2 20.0 8.3 0.6
convenience 72.7 18.9 6.7 1.7
cleanliness and comfort 73.8 22.8 2.9 0.6
efficiency 771 15.6 5.6 1.7
value for your money 751 18.1 5.6 1.2
AIRPORTS
owerall 35.7 44.7 17.7 1.9
signage 37.6 53.4 7.9 1.1
cleanliness and comfort 38.9 41.5 18.5 1.1
ease of getting around 36.3 38.7 23.5 1.5
availability of food 29.7 38.5 26.4 5.4
availability of shopping 25.0 51.8 17.5 5.8
friendliness of workers 44.7 47.3 6.9 1.1
PARKS & BEACHES
overall 74.7 23.0 2.0 0.4
security 66.5 29.2 3.8 0.4
facility 67.7 25.5 6.0 0.8
cleanliness and comfort 72.9 23.5 3.2 0.4
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Table 4.41 2008 Kaua‘i Detailed Satisfaction Ratings by Category — Oceania

[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 82.5 16.2 1.3 0.0
location 79.5 17.9 2.6 0.0
senvice 66.7 26.2 7.1 0.0
facility 73.7 15.4 10.9 0.0
cleanliness and comfort 78.0 22.0 0.0 0.0
value for your money 54.8 37.2 4.0 4.0
RESTAURANT
overall 44.0 45.0 11.0 0.0
location 52.3 41.5 6.2 0.0
variety 46.6 42.0 9.9 1.4
senice 63.2 29.8 5.6 1.4
quality 49.5 33.1 13.3 4.1
value for your money 43.8 42.9 10.4 3.0
SHOPPING
overall 37.4 48.3 11.2 3.1
sufficient shopping places 42.9 37.7 16.5 2.9
locations 42.7 49.3 6.5 1.5
variety 39.0 37.2 20.9 2.9
senice 53.7 38.3 5.0 3.0
quality 34.7 44.7 19.1 1.5
value for your money 41.9 31.4 25.3 1.5
local/handmade items 30.1 44.2 20.5 5.2
GOLF
overall 86.7 13.3 0.0 0.0
locations 76.5 23.5 0.0 0.0
senice 76.5 23.5 0.0 0.0
value for your money 52.9 35.3 0.0 11.8
ACTIVITIES/ATTRACTIONS
overall 52.4 46.2 0.0 1.5
exciting 54.8 42.3 1.5 1.5
variety 50.4 43.8 2.9 2.9
senice 65.4 33.1 0.0 1.5
value for your money 45.3 46.9 4.8 2.9
TRANSPORTATION
overall 51.9 30.0 7.2 10.8
convenience 61.5 18.7 10.4 9.4
cleanliness and comfort 64.7 21.8 10.4 3.1
efficiency 59.7 21.2 10.1 9.1
value for your money 57.9 20.5 15.7 5.9
AIRPORTS
overall 42.4 53.9 2.5 1.2
signage 46.8 44.0 9.2 0.0
cleanliness and comfort 45.5 49.5 3.7 1.2
ease of getting around 49.8 43.5 5.5 1.2
availability of food 40.4 35.7 15.1 8.8
availability of shopping 40.8 35.0 17.4 6.8
friendliness of workers 56.0 35.2 2.5 6.3
PARKS & BEACHES
overall 51.5 43.5 3.6 14
security 491 45.4 5.5 0.0
facility 51.4 32.4 13.0 3.2
cleanliness and comfort 56.9 314 11.7 0.0
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Table 4.42 2008 Kona Detailed Satisfaction Ratings by Category — Oceania
[Percentage of Visitors]

Very Somewhat | Somewhat | Not satisfied
satisfied satisfied dissatisfied at all
ACCOMMODATIONS
overall 69.2 27.7 3.1 0.0
location 73.7 22.5 3.9 0.0
senice 64.8 28.5 5.0 1.7
facility 69.9 28.6 1.6 0.0
cleanliness and comfort 70.1 22.8 3.9 3.2
value for your money 51.4 411 7.6 0.0
RESTAURANT
overall 62.0 34.8 2.4 0.8
location 62.9 31.7 4.6 0.8
variety 59.7 34.9 3.9 1.6
senice 65.5 32.9 1.6 0.0
quality 48.7 39.7 10.9 0.8
value for your money 43.3 40.6 14.5 1.6
SHOPPING
overall 42.7 52.1 5.2 0.0
sufficient shopping places 48.8 47.0 4.2 0.0
locations 50.9 38.1 11.0 0.0
variety 46.2 41.9 11.1 0.8
senice 64.2 35.0 0.8 0.0
quality 49.0 46.7 4.2 0.0
value for your money 47.6 43.6 7.9 0.9
local/lhandmade items 40.5 51.7 6.0 1.7
GOLF
overall 68.4 7.0 7.0 17.5
locations 70.5 131 0.0 16.4
senice 77.0 0.0 6.6 16.4
value for your money 29.2 30.8 6.2 33.8
ACTIVITIES/ATTRACTIONS
overall 61.0 35.6 3.4 0.0
exciting 55.1 43.2 1.7 0.0
variety 63.8 33.6 2.6 0.0
senice 64.0 35.1 0.9 0.0
value for your money 44.5 51.9 2.6 0.9
TRANSPORTATION
overall 55.5 34.0 8.4 2.1
convenience 52.9 31.6 12.4 3.1
cleanliness and comfort 61.2 32.6 6.3 0.0
efficiency 60.3 30.1 3.2 6.4
value for your money 51.8 39.9 21 6.2
AIRPORTS
overall 51.4 44.7 3.1 0.8
signage 51.3 42.6 4.6 1.5
cleanliness and comfort 48.7 48.3 3.0 0.0
ease of getting around 45.8 421 10.5 1.5
availability of food 20.8 451 28.4 5.7
availability of shopping 22.8 47.0 26.1 4.1
friendliness of workers 60.9 32.2 4.6 2.3
PARKS & BEACHES
overall 62.4 34.2 3.4 0.0
security 69.2 28.1 2.7 0.0
facility 62.4 34.2 2.6 0.9
cleanliness and comfort 71.1 25.7 3.3 0.0
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Table 4.43 2008 O‘ahu Overall Satisfaction Ratings by Lifestyle - U.S. West
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 73.9 65.9 73.4 73.5 71.4 77.7 75.2 73.7

Somewhat satisfied 19.9 34.1 20.0 21.6 21.8 16.0 22.1 19.6

Somewhat dissatisfied 5.2 0.0 2.8 4.9 6.8 5.9 2.6 5.5

Not satisfied at all 1.0 0.0 3.9 0.0 0.0 0.5 0.0 1.2
RESTAURANT - overall

Very satisfied 57.1 51.1 51.3 59.2 60.0 57.8 50.7 58.1

Somewhat satisfied 35.4 43.0 39.4 30.3 34.6 35.4 44.9 33.9

Somewhat dissatisfied 7.0 5.9 71 10.5 5.4 6.8 4.3 7.4

Not satisfied at all 0.5 0.0 2.3 0.0 0.1 0.0 0.1 0.6
SHOPPING - overall

Very satisfied 69.1 86.7 66.1 66.3 65.6 74.7 70.1 68.9

Somewhat satisfied 28.0 13.3 31.6 30.0 30.4 23.0 271 28.1

Somewhat dissatisfied 2.5 0.0 2.2 1.2 3.9 2.3 2.7 25

Not satisfied at all 0.4 0.0 0.0 2.5 0.0 0.0 0.0 0.5
GOLF- overall

Very satisfied 58.3 100.0 49.9 85.7 54.2 60.3 98.1 56.9

Somewhat satisfied 39.2 0.0 45.8 0.0 45.8 39.7 1.9 40.6

Somewhat dissatisfied 2.5 0.0 4.4 14.3 0.0 0.0 0.0 2.5

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.1 0.0 0.0
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 67.4 68.6 70.8 59.2 61.0 75.1 71.8 66.6

Somewhat satisfied 31.2 31.4 29.1 39.8 35.4 24.2 25.7 32.3

Somewhat dissatisfied 1.0 0.0 0.0 1.0 2.4 0.7 2.5 0.7

Not satisfied at all 0.3 0.0 0.0 0.0 1.3 0.0 0.0 0.4
TRANSPORTATION - overall

Very satisfied 60.9 41.0 67.3 455 48.1 80.0 53.4 62.4

Somewhat satisfied 32.9 59.0 29.7 447 44.9 14.4 37.0 32.1

Somewhat dissatisfied 5.1 0.0 3.1 8.0 5.6 4.4 4.9 5.1

Not satisfied at all 1.1 0.0 0.0 1.9 1.4 1.2 4.6 0.4
AIRPORTS - overall

Very satisfied 56.5 76.4 62.0 50.3 54.4 55.8 49.4 57.6

Somewhat satisfied 37.5 18.1 35.4 42.1 36.9 39.2 39.9 37.2

Somewhat dissatisfied 5.8 5.5 2.6 7.6 8.7 4.5 10.6 51

Not satisfied at all 0.2 0.0 0.0 0.0 0.0 0.5 0.1 0.2
PARKS & BEACHES - overall

Very satisfied 71.8 62.8 68.3 72.3 68.1 79.3 71.9 71.8

Somewhat satisfied 24.7 36.8 25.6 23.0 29.3 19.1 17.4 25.9

Somewhat dissatisfied 2.7 0.4 5.5 3.7 1.1 1.6 9.6 1.6

Not satisfied at all 0.7 0.0 0.5 1.0 1.5 0.0 1.1 0.7

85




Table 4.44 2008 Maui Overall Satisfaction Ratings by Lifestyle - U.S. West
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 82.3 88.8 80.6 74.7 82.5 85.7 79.8 82.7

Somewhat satisfied 15.1 11.2 15.1 20.9 15.4 13.2 15.5 15.1

Somewhat dissatisfied 2.5 0.0 4.3 4.3 1.9 1.0 4.8 2.2

Not satisfied at all 0.1 0.0 0.0 0.1 0.2 0.0 0.0 0.1
RESTAURANT - overall

Very satisfied 60.9 48.5 60.8 55.8 68.8 57.8 49.3 62.8

Somewhat satisfied 33.8 31.7 35.1 29.4 29.8 37.4 38.5 33.1

Somewhat dissatisfied 5.3 19.8 4.1 14.6 1.4 4.8 121 4.2

Not satisfied at all 0.0 0.0 0.0 0.1 0.0 0.0 0.1 0.0
SHOPPING - overall

Very satisfied 60.9 75.3 58.3 56.4 62.6 62.3 7.7 59.1

Somewhat satisfied 35.9 24.7 411 34.4 31.5 36.3 24.4 37.8

Somewhat dissatisfied 3.1 0.0 0.6 9.1 59 1.3 3.9 3.0

Not satisfied at all 0.0 0.0 0.0 0.1 0.0 0.0 0.0 0.1
GOLF- overall

Very satisfied 69.7 6.9 87.8 100.0 62.3 62.5 721 69.3

Somewhat satisfied 239 93.1 7.8 0.0 30.5 29.0 27.9 23.3

Somewhat dissatisfied 5.5 0.0 4.4 0.0 4.0 8.2 0.0 6.3

Not satisfied at all 0.9 0.0 0.1 0.0 3.2 0.2 0.0 1.1
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 72.7 93.1 76.3 71.2 75.6 66.0 771 72.0

Somewhat satisfied 23.4 6.9 21.4 24.7 24.4 25.5 20.4 24.0

Somewhat dissatisfied 3.5 0.0 1.4 4.2 0.0 8.4 2.5 3.7

Not satisfied at all 0.3 0.0 1.0 0.0 0.0 0.1 0.0 0.3
TRANSPORTATION - overall

Very satisfied 60.0 96.5 46.1 58.0 76.4 61.9 57.7 60.5

Somewhat satisfied 27.9 3.5 49.0 13.7 23.2 23.8 7.5 32.2

Somewhat dissatisfied 6.9 0.0 1.3 18.3 0.4 7.6 14.3 5.3

Not satisfied at all 5.3 0.0 3.6 9.9 0.0 6.7 20.5 2.0
AIRPORTS - overall

Very satisfied 60.3 48.1 61.8 47.4 66.4 59.9 56.6 60.9

Somewhat satisfied 36.8 371 33.5 49.7 33.0 38.1 38.6 36.6

Somewhat dissatisfied 2.5 14.8 3.5 2.9 0.6 2.0 4.8 21

Not satisfied at all 0.4 0.0 1.3 0.0 0.0 0.0 0.0 0.4
PARKS & BEACHES - overall

Very satisfied 76.6 87.3 79.9 68.1 81.9 721 81.7 75.8

Somewhat satisfied 21.0 12.7 18.8 25.9 17.5 24.3 14.3 221

Somewhat dissatisfied 1.9 0.0 1.3 1.9 0.6 3.6 41 1.6

Not satisfied at all 0.5 0.0 0.0 4.1 0.0 0.0 0.0 0.6
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Table 4.45 2008 Kaua‘i Overall Satisfaction Ratings by Lifestyle - U.S. West
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 78.8 57.4 76.8 71.2 82.9 81.4 771 79.2

Somewhat satisfied 18.9 414 20.3 28.8 11.1 18.6 22.2 18.1

Somewhat dissatisfied 2.0 1.3 1.5 0.0 6.0 0.1 0.8 23

Not satisfied at all 0.3 0.0 1.3 0.0 0.0 0.0 0.0 0.4
RESTAURANT - overall

Very satisfied 53.6 55.3 54.5 44.0 50.1 58.0 48.6 54.8

Somewhat satisfied 40.1 37.8 42.0 44.9 40.7 37.4 42.0 39.7

Somewhat dissatisfied 5.3 7.0 3.5 4.3 9.2 3.7 7.8 4.7

Not satisfied at all 1.0 0.0 0.0 6.8 0.0 0.9 1.7 0.8
SHOPPING - overall

Very satisfied 54.2 54.2 56.6 50.4 52.1 55.1 65.6 51.5

Somewhat satisfied 39.0 35.6 34.9 41.6 39.8 41.0 33.6 40.3

Somewhat dissatisfied 5.5 10.2 8.4 8.0 4.1 3.4 0.8 6.6

Not satisfied at all 1.3 0.0 0.0 0.0 4.0 0.5 0.0 1.6
GOLF- overall

Very satisfied 73.8 100.0 71.8 82.2 62.7 78.1 74.4 73.7

Somewhat satisfied 26.2 0.0 28.2 17.8 37.3 21.8 25.6 26.3

Somewhat dissatisfied 0.0 0.0 0.0 0.0 0.0 0.1 0.0 0.0

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 77.3 86.4 79.4 72.0 71.1 81.0 75.0 77.9

Somewhat satisfied 20.8 13.6 20.6 19.5 26.4 17.7 22.5 20.4

Somewhat dissatisfied 0.9 0.0 0.0 0.0 2.5 0.8 2.5 0.6

Not satisfied at all 0.9 0.0 0.0 8.4 0.0 0.4 0.0 1.2
TRANSPORTATION - overall

Very satisfied 53.6 100.0 49.2 61.3 37.7 53.2 93.2 42.8

Somewhat satisfied 27.4 0.0 46.6 14.1 8.3 36.0 6.8 33.0

Somewhat dissatisfied 9.8 0.0 0.0 24.5 21.2 5.8 0.0 12.5

Not satisfied at all 9.2 0.0 4.2 0.0 32.7 5.0 0.0 1.7
AIRPORTS - overall

Very satisfied 56.2 74.2 52.8 46.9 52.5 61.9 54.6 56.6

Somewhat satisfied 38.9 25.8 441 43.7 38.1 36.0 35.6 39.6

Somewhat dissatisfied 3.4 0.0 3.1 9.4 3.9 2.0 7.4 25

Not satisfied at all 1.5 0.0 0.0 0.0 5.5 0.2 2.4 1.3
PARKS & BEACHES - overall

Very satisfied 79.6 80.5 85.1 77.3 77.2 78.3 84.4 78.5

Somewhat satisfied 18.3 19.5 13.8 19.4 21.6 18.6 12.7 19.7

Somewhat dissatisfied 2.0 0.0 1.1 3.3 1.2 3.1 2.9 1.8

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
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Table 4.46 2008 Kona Overall Satisfaction Ratings by Lifestyle - U.S. West
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 76.5 100.0 68.2 57.7 77.2 86.3 69.2 77.8

Somewhat satisfied 21.2 0.0 26.6 38.3 22.3 12.6 25.0 20.5

Somewhat dissatisfied 2.3 0.0 5.3 4.1 0.5 1.1 5.8 1.7

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
RESTAURANT - overall

Very satisfied 48.6 48.0 58.6 31.6 45.8 50.8 48.8 48.6

Somewhat satisfied 42.6 52.0 33.1 56.1 43.1 42.6 48.3 41.8

Somewhat dissatisfied 8.5 0.0 8.3 12.2 11.1 5.7 2.8 9.3

Not satisfied at all 0.3 0.0 0.0 0.0 0.0 0.9 0.1 0.4
SHOPPING - overall

Very satisfied 49.6 86.9 43.4 37.9 41.9 61.2 64.9 47.0

Somewhat satisfied 40.5 13.1 40.7 47.3 46.6 35.5 28.9 42.4

Somewhat dissatisfied 8.4 0.0 15.0 7.9 11.6 2.0 6.2 8.8

Not satisfied at all 1.5 0.0 0.9 6.9 0.0 1.3 0.0 1.8
GOLF- overall

Very satisfied 60.3 55.6 25.5 100.0 88.1 60.3 49.1 61.1

Somewhat satisfied 39.7 44.4 74.5 0.0 11.9 39.4 50.9 38.9

Somewhat dissatisfied 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

Not satisfied at all 0.1 0.0 0.0 0.0 0.0 0.2 0.0 0.1
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 60.0 87.5 49.4 67.5 66.3 56.9 78.3 56.6

Somewhat satisfied 33.9 12.5 39.7 25.8 29.5 38.6 21.7 36.2

Somewhat dissatisfied 5.9 0.0 10.0 6.7 4.2 4.5 0.0 6.9

Not satisfied at all 0.2 0.0 0.9 0.0 0.0 0.0 0.1 0.3
TRANSPORTATION - overall

Very satisfied 42.7 31.1 37.9 57.5 53.2 25.4 39.3 43.4

Somewhat satisfied 48.1 68.9 46.1 411 42.0 57.5 38.9 50.1

Somewhat dissatisfied 71 0.0 11.9 0.0 4.8 125 16.5 5.1

Not satisfied at all 21 0.0 41 1.4 0.0 4.5 5.2 1.4
AIRPORTS - overall

Very satisfied 50.6 25.7 31.5 46.4 61.5 58.8 46.0 51.4

Somewhat satisfied 39.3 74.3 52.6 41.6 275 35.3 49.2 37.7

Somewhat dissatisfied 7.6 0.0 11.3 12.0 6.5 5.0 4.6 8.0

Not satisfied at all 2.5 0.0 4.7 0.0 4.5 0.9 0.3 2.9
PARKS & BEACHES - overall

Very satisfied 72.7 100.0 76.1 54.9 76.3 71.8 79.9 71.5

Somewhat satisfied 22.4 0.0 21.8 30.2 22.8 21.6 6.8 25.1

Somewhat dissatisfied 3.6 0.0 2.1 14.9 0.9 2.5 13.3 1.9

Not satisfied at all 1.3 0.0 0.0 0.0 0.0 4.1 0.0 1.5
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Table 4.47 2008 O‘ahu Overall Satisfaction Ratings by Lifestyle - U.S. East
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 75.6 84.1 69.9 73.7 75.0 79.2 73.1 77.2

Somewhat satisfied 20.8 4.0 27.0 24.3 21.6 16.7 24.8 18.0

Somewhat dissatisfied 2.6 11.9 2.0 2.0 3.3 1.1 0.8 3.8

Not satisfied at all 1.1 0.0 1.1 0.0 0.1 3.0 1.2 1.0
RESTAURANT - overall

Very satisfied 57.9 30.8 55.9 62.6 53.7 65.1 55.2 59.8

Somewhat satisfied 36.2 67.7 4.7 29.6 38.3 30.0 36.7 35.9

Somewhat dissatisfied 5.4 0.0 1.9 7.8 6.9 4.6 7.6 3.7

Not satisfied at all 0.5 1.5 0.5 0.0 1.0 0.2 0.4 0.6
SHOPPING - overall

Very satisfied 68.3 57.1 65.4 63.7 69.1 73.6 65.5 70.3

Somewhat satisfied 29.3 41.2 31.8 33.3 27.9 25.3 31.0 28.1

Somewhat dissatisfied 2.3 0.0 2.8 2.9 29 1.1 3.3 1.6

Not satisfied at all 0.1 1.7 0.0 0.0 0.0 0.0 0.2 0.0
GOLF- overall

Very satisfied 61.6 100.0 40.9 75.2 68.5 48.0 41.6 711

Somewhat satisfied 34.0 0.0 59.1 24.7 31.5 36.0 58.4 22.4

Somewhat dissatisfied 4.2 0.0 0.0 0.1 0.0 15.5 0.0 6.2

Not satisfied at all 0.1 0.0 0.0 0.0 0.0 0.5 0.0 0.2
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 68.9 76.8 65.2 77.8 69.3 63.1 77.7 62.3

Somewhat satisfied 29.1 23.2 31.4 22.2 28.1 34.8 19.9 36.1

Somewhat dissatisfied 1.5 0.0 1.1 0.0 2.5 1.8 2.3 0.9

Not satisfied at all 0.4 0.0 2.2 0.0 0.0 0.2 0.1 0.7
TRANSPORTATION - overall

Very satisfied 64.5 82.5 60.8 54.5 62.5 70.1 64.7 64.4

Somewhat satisfied 30.3 17.5 34.8 43.6 32.3 22.2 31.5 29.5

Somewhat dissatisfied 4.1 0.1 4.2 1.9 4.4 5.5 2.9 5.1

Not satisfied at all 1.0 0.0 0.2 0.0 0.7 2.3 1.0 1.0
AIRPORTS - overall

Very satisfied 58.1 58.9 55.0 48.3 62.2 60.9 59.3 57.2

Somewhat satisfied 37.2 40.9 40.2 48.2 30.6 36.0 36.3 37.9

Somewhat dissatisfied 4.0 0.0 4.7 3.5 6.3 1.9 4.2 3.9

Not satisfied at all 0.7 0.2 0.1 0.0 0.9 1.2 0.2 1.0
PARKS & BEACHES - overall

Very satisfied 78.4 85.7 721 77.6 78.7 81.4 82.2 75.4

Somewhat satisfied 17.0 0.9 221 17.3 18.2 14.9 16.3 17.6

Somewhat dissatisfied 4.0 11.9 5.8 4.8 2.7 2.6 1.2 6.2

Not satisfied at all 0.6 1.5 0.0 0.4 0.4 1.1 0.3 0.8
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Table 4.48 2008 Maui Overall Satisfaction Ratings by Lifestyle - U.S. East
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 83.1 73.2 89.1 80.6 81.2 83.9 85.3 81.6

Somewhat satisfied 14.3 26.6 10.0 14.7 18.0 10.9 12.9 15.3

Somewhat dissatisfied 2.4 0.2 0.8 4.6 0.6 5.2 1.5 3.0

Not satisfied at all 0.1 0.0 0.0 0.2 0.3 0.1 0.3 0.0
RESTAURANT - overall

Very satisfied 64.4 56.5 66.8 63.9 66.6 62.7 58.1 68.4

Somewhat satisfied 32.2 43.2 31.5 35.2 29.6 31.4 371 29.1

Somewhat dissatisfied 3.0 0.2 1.7 0.8 2.4 59 3.8 25

Not satisfied at all 0.4 0.0 0.0 0.2 1.4 0.0 1.0 0.0
SHOPPING - overall

Very satisfied 68.8 66.0 75.8 76.7 61.7 68.7 65.4 70.9

Somewhat satisfied 30.0 33.3 24.2 22.7 34.9 31.3 327 28.4

Somewhat dissatisfied 0.8 0.3 0.0 0.3 2.6 0.0 1.1 0.7

Not satisfied at all 0.3 0.4 0.0 0.2 0.8 0.0 0.7 0.0
GOLF- overall

Very satisfied 83.5 23.9 95.6 92.9 78.1 84.1 75.6 86.7

Somewhat satisfied 16.2 76.1 4.4 2.9 21.8 15.5 241 13.1

Somewhat dissatisfied 0.2 0.0 0.0 0.0 0.1 0.3 0.0 0.2

Not satisfied at all 0.1 0.0 0.0 4.2 0.0 0.0 0.3 0.0
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 81.9 77.8 84.9 93.9 79.1 79.0 81.0 82.5

Somewhat satisfied 16.5 22.2 15.1 6.0 18.3 18.2 18.0 15.5

Somewhat dissatisfied 1.2 0.0 0.0 0.0 2.6 1.4 0.0 2.0

Not satisfied at all 0.4 0.0 0.0 0.2 0.0 1.4 1.1 0.0
TRANSPORTATION - overall

Very satisfied 64.0 20.4 67.9 67.4 60.4 66.6 62.4 65.4

Somewhat satisfied 22.4 72.0 21.9 18.4 16.9 24.6 22.5 22.4

Somewhat dissatisfied 11.9 7.6 10.2 10.3 18.0 8.8 12.0 11.8

Not satisfied at all 1.7 0.0 0.0 3.9 4.7 0.0 3.1 0.5
AIRPORTS - overall

Very satisfied 60.6 54.1 58.1 59.3 58.7 66.5 53.1 65.5

Somewhat satisfied 35.6 42.8 39.0 37.2 37.0 29.3 41.3 31.8

Somewhat dissatisfied 3.2 2.9 2.9 3.5 3.8 2.7 5.1 1.9

Not satisfied at all 0.6 0.2 0.0 0.0 0.6 1.5 0.5 0.8
PARKS & BEACHES - overall

Very satisfied 79.8 91.8 71.0 78.0 79.5 84.6 80.0 79.7

Somewhat satisfied 18.1 8.2 25.0 19.3 19.0 13.8 18.9 17.6

Somewhat dissatisfied 1.6 0.0 4.0 2.5 1.3 0.1 0.8 21

Not satisfied at all 0.5 0.0 0.0 0.2 0.3 1.5 0.3 0.7
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Table 4.49 2008 Kaua‘i Overall Satisfaction Ratings by Lifestyle - U.S. East
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 78.7 78.3 83.1 75.5 81.4 75.5 78.0 79.2

Somewhat satisfied 16.9 21.7 13.2 19.6 12.5 20.3 16.2 17.3

Somewhat dissatisfied 3.9 0.0 3.7 2.6 5.6 3.9 4.9 3.3

Not satisfied at all 0.5 0.0 0.0 2.2 0.5 0.4 0.9 0.2
RESTAURANT - overall

Very satisfied 55.6 46.7 48.2 57.6 54.8 61.1 52.5 57.4

Somewhat satisfied 36.2 35.3 455 32.4 37.6 32.1 36.3 36.2

Somewhat dissatisfied 7.8 18.1 5.3 10.0 6.8 6.8 10.5 6.2

Not satisfied at all 0.4 0.0 0.9 0.0 0.8 0.0 0.7 0.2
SHOPPING - overall

Very satisfied 52.7 40.8 54.6 39.0 58.3 54.0 54.0 51.9

Somewhat satisfied 43.7 54.9 42.3 55.8 38.1 42.6 42.8 44.2

Somewhat dissatisfied 2.2 4.2 0.7 5.2 3.1 1.0 2.4 21

Not satisfied at all 1.4 0.0 2.4 0.0 0.4 2.4 0.8 1.8
GOLF- overall

Very satisfied 80.0 100.0 82.5 52.8 89.1 74.0 93.6 77.4

Somewhat satisfied 16.7 0.0 17.5 47.2 9.2 20.0 6.4 18.6

Somewhat dissatisfied 1.1 0.0 0.0 0.0 1.3 1.5 0.0 1.3

Not satisfied at all 2.3 0.0 0.0 0.0 0.4 4.5 0.0 2.7
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 77.8 85.0 70.8 88.1 82.7 72.7 80.4 76.1

Somewhat satisfied 19.9 15.0 27.4 10.0 15.0 23.9 16.9 21.8

Somewhat dissatisfied 2.4 0.0 1.8 1.9 2.2 3.3 2.7 2.2

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
TRANSPORTATION - overall

Very satisfied 63.5 55.6 60.9 65.4 70.9 59.3 63.1 63.8

Somewhat satisfied 27.9 44 .4 27.7 13.8 229 32.3 30.6 25.6

Somewhat dissatisfied 4.8 0.0 3.3 17.4 2.9 4.9 4.0 5.5

Not satisfied at all 3.8 0.0 8.0 3.4 3.3 3.5 23 5.2
AIRPORTS - overall

Very satisfied 62.5 54.9 48.3 58.4 67.2 68.5 64.0 61.6

Somewhat satisfied 32.1 41.3 42.4 34.1 29.4 26.7 30.7 33.0

Somewhat dissatisfied 4.5 3.8 6.5 7.5 3.4 3.8 5.3 4.0

Not satisfied at all 0.9 0.0 2.9 0.0 0.0 1.0 0.0 1.4
PARKS & BEACHES - overall

Very satisfied 79.0 84.6 72.7 92.7 79.8 76.8 77.4 80.0

Somewhat satisfied 19.7 15.4 27.0 7.3 18.7 20.9 22.3 18.1

Somewhat dissatisfied 0.9 0.0 0.3 0.0 1.1 1.6 0.0 1.5

Not satisfied at all 0.4 0.0 0.0 0.0 0.4 0.7 0.3 0.4
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Table 4.50 2008 Kona Overall Satisfaction Ratings by Lifestyle - U.S. East
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 80.5 100.0 63.3 78.3 86.3 81.4 83.9 78.6

Somewhat satisfied 18.1 0.0 36.7 20.4 13.4 15.7 15.2 19.8

Somewhat dissatisfied 1.2 0.0 0.0 1.2 0.1 2.7 0.5 1.6

Not satisfied at all 0.2 0.0 0.0 0.0 0.1 0.3 0.4 0.0
RESTAURANT - overall

Very satisfied 58.5 57.1 56.0 58.1 60.1 58.6 54.9 60.7

Somewhat satisfied 33.5 11.7 20.0 40.2 35.7 35.5 30.4 35.4

Somewhat dissatisfied 6.6 0.0 24.0 1.7 41 4.8 111 3.9

Not satisfied at all 1.4 31.2 0.0 0.0 0.1 1.1 3.6 0.0
SHOPPING - overall

Very satisfied 49.6 414 47.9 55.8 45.8 50.9 55.4 45.8

Somewhat satisfied 39.2 58.6 38.8 39.4 43.6 34.4 36.7 40.9

Somewhat dissatisfied 10.8 0.0 13.3 4.7 10.5 13.5 6.8 13.3

Not satisfied at all 0.4 0.0 0.0 0.0 0.1 1.1 1.1 0.0
GOLF- overall

Very satisfied 68.0 0.0 54.9 65.5 71.0 70.5 47.5 74.9

Somewhat satisfied 271 0.0 45.1 34.5 29.0 18.0 52.5 18.5

Somewhat dissatisfied 4.2 0.0 0.0 0.0 0.0 9.7 0.0 5.6

Not satisfied at all 0.8 0.0 0.0 0.0 0.0 1.8 0.0 1.0
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 73.7 68.8 62.7 89.4 75.9 68.6 73.6 73.8

Somewhat satisfied 22.2 31.2 32.6 10.3 18.9 26.1 24.6 20.6

Somewhat dissatisfied 3.9 0.0 4.8 0.2 5.1 4.8 1.8 5.3

Not satisfied at all 0.2 0.0 0.0 0.0 0.1 0.5 0.0 0.3
TRANSPORTATION - overall

Very satisfied 54.9 0.0 37.5 53.0 62.9 56.2 61.6 49.2

Somewhat satisfied 35.6 0.0 57.2 38.6 30.4 30.7 25.9 43.8

Somewhat dissatisfied 7.3 0.0 0.0 8.4 2.1 12.8 12.4 3.1

Not satisfied at all 2.1 0.0 5.4 0.0 4.6 0.3 0.0 3.9
AIRPORTS - overall

Very satisfied 58.0 66.0 49.0 50.0 64.8 59.1 57.9 58.1

Somewhat satisfied 34.9 34.0 44.6 44.3 29.9 31.0 32.5 36.3

Somewhat dissatisfied 6.2 0.0 6.4 5.7 4.5 8.0 9.6 41

Not satisfied at all 0.9 0.0 0.0 0.0 0.8 1.9 0.0 1.5
PARKS & BEACHES - overall

Very satisfied 79.1 91.2 70.0 88.5 77.2 78.5 86.7 74.2

Somewhat satisfied 17.0 8.8 23.7 9.8 19.7 16.5 9.7 21.7

Somewhat dissatisfied 3.4 0.0 6.3 1.7 3.1 3.7 2.3 4.1

Not satisfied at all 0.5 0.0 0.0 0.0 0.0 1.4 1.3 0.0
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Table 4.51 2008 O‘ahu Overall Satisfaction Ratings by Lifestyle - Japan
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 46.2 57.5 46.4 47.8 43.2 43.1 47.6 45.4

Somewhat satisfied 45.2 38.2 46.2 42.0 47.2 47.7 44.2 45.7

Somewhat dissatisfied 7.7 4.0 6.7 8.7 8.8 8.1 7.3 7.9

Not satisfied at all 0.9 0.3 0.7 1.5 0.8 1.1 0.9 1.0
RESTAURANT - overall

Very satisfied 25.3 29.1 25.6 31.0 25.2 19.6 24.7 25.5

Somewhat satisfied 57.0 53.4 56.9 55.2 59.0 57.8 54.1 58.5

Somewhat dissatisfied 16.2 15.3 16.7 13.2 14.2 20.1 19.1 14.6

Not satisfied at all 1.6 2.2 0.8 0.6 1.5 2.5 2.2 1.3
SHOPPING - overall

Very satisfied 451 51.4 42.0 60.7 46.4 32.1 47.0 441

Somewhat satisfied 48.2 425 51.3 35.2 47.4 58.3 46.3 49.2

Somewhat dissatisfied 6.4 5.8 6.7 3.3 5.7 9.4 6.5 6.4

Not satisfied at all 0.4 0.2 0.0 0.8 0.5 0.2 0.3 0.4
GOLF- overall

Very satisfied 36.8 42.2 52.9 47.6 38.2 28.3 42.7 35.3

Somewhat satisfied 50.4 46.6 29.2 46.9 56.4 53.5 46.9 51.3

Somewnhat dissatisfied 11.4 11.3 17.9 5.5 5.4 15.0 9.4 12.0

Not satisfied at all 1.3 0.0 0.0 0.0 0.0 3.1 1.1 1.4
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 41.0 49.0 38.4 53.0 40.4 30.0 45.3 38.5

Somewhat satisfied 50.0 44 .4 51.3 41.2 50.4 58.4 46.8 51.9

Somewhat dissatisfied 8.6 6.1 9.8 5.8 8.5 11.2 7.4 9.3

Not satisfied at all 0.4 0.5 0.5 0.0 0.6 0.4 0.5 0.4
TRANSPORTATION - overall

Very satisfied 43.4 56.3 36.3 48.2 39.6 42.8 49.3 40.3

Somewhat satisfied 46.2 36.1 52.8 421 48.6 46.8 41.0 48.9

Somewhat dissatisfied 9.3 6.6 10.0 8.0 10.8 9.5 8.6 9.7

Not satisfied at all 1.1 1.0 0.9 1.7 1.1 0.9 1.0 1.1
AIRPORTS - overall

Very satisfied 22.5 24.8 21.0 30.7 21.2 18.5 22.6 22.5

Somewhat satisfied 60.5 58.6 61.5 56.4 60.2 63.8 59.4 61.1

Somewhat dissatisfied 16.0 15.4 16.5 11.9 17.6 16.8 16.9 15.5

Not satisfied at all 1.0 1.2 1.0 0.9 1.0 0.9 1.1 0.9
PARKS & BEACHES - overall

Very satisfied 51.0 58.9 50.8 60.6 46.9 45.9 55.8 48.6

Somewhat satisfied 44.6 37.7 44.6 37.0 48.3 48.6 40.5 46.6

Somewhat dissatisfied 4.2 3.2 4.6 2.3 4.5 5.1 3.5 4.5

Not satisfied at all 0.2 0.2 0.0 0.0 0.3 0.5 0.2 0.2
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Table 4.52 2008 Maui Overall Satisfaction Ratings by Lifestyle - Japan
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 66.7 72.7 54.7 77.0 64.4 69.3 76.1 64.8

Somewhat satisfied 30.4 27.3 28.3 23.0 35.6 28.9 19.5 32.6

Somewhat dissatisfied 2.2 0.0 11.3 0.0 0.0 1.8 4.3 1.8

Not satisfied at all 0.7 0.0 5.7 0.0 0.0 0.0 0.0 0.9
RESTAURANT - overall

Very satisfied 30.2 36.4 0.0 61.7 30.0 30.8 33.4 29.6

Somewhat satisfied 50.0 63.6 74.4 15.3 60.0 41.8 453 50.8

Somewhat dissatisfied 16.6 0.0 12.8 23.0 10.0 23.3 16.0 16.7

Not satisfied at all 3.3 0.0 12.8 0.0 0.0 4.1 5.3 2.9
SHOPPING - overall

Very satisfied 24.9 55.6 18.0 46.4 19.5 23.2 34.3 23.1

Somewhat satisfied 48.4 44.4 45.9 30.6 48.8 54.0 65.7 45.1

Somewhat dissatisfied 24.3 0.0 36.0 7.7 29.3 22.8 0.0 28.9

Not satisfied at all 2.4 0.0 0.0 15.3 2.4 0.0 0.0 2.9
GOLF- overall

Very satisfied 62.8 0.0 100.0 100.0 80.0 46.9 50.0 63.7

Somewhat satisfied 28.0 0.0 0.0 0.0 20.0 37.5 50.0 26.6

Somewhat dissatisfied 9.1 0.0 0.0 0.0 0.0 15.6 0.0 9.7

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 45.1 44.4 39.5 80.1 42.9 39.8 48.7 44.4

Somewhat satisfied 41.9 55.6 44.7 19.9 42.9 44.3 45.3 41.2

Somewhat dissatisfied 12.0 0.0 15.8 0.0 11.4 15.9 6.0 13.2

Not satisfied at all 1.0 0.0 0.0 0.0 2.9 0.0 0.0 1.2
TRANSPORTATION - overall

Very satisfied 28.6 42.9 9.1 40.4 19.2 36.6 52.1 22.1

Somewhat satisfied 40.2 0.0 63.6 29.8 46.2 35.5 26.6 43.9

Somewhat dissatisfied 28.9 57.1 27.3 29.8 30.8 251 21.3 31.0

Not satisfied at all 2.3 0.0 0.0 0.0 3.8 2.8 0.0 2.9
AIRPORTS - overall

Very satisfied 23.5 22.2 6.4 38.3 20.5 27.6 171 24.6

Somewhat satisfied 58.8 77.8 74.4 46.4 65.9 49.5 66.9 57.4

Somewhat dissatisfied 15.4 0.0 12.8 15.3 11.4 20.9 16.0 15.3

Not satisfied at all 2.3 0.0 6.4 0.0 2.3 1.9 0.0 2.7
PARKS & BEACHES - overall

Very satisfied 54.7 100.0 30.0 69.4 47.5 59.7 68.2 51.8

Somewhat satisfied 41.3 0.0 64.0 30.6 50.0 34.3 27.2 44.4

Somewhat dissatisfied 4.0 0.0 6.0 0.0 2.5 6.0 4.5 3.9

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
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Table 4.53 2008 Kona Overall Satisfaction Ratings by Lifestyle - Japan
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 56.3 63.7 50.9 61.0 60.5 49.8 59.4 54.6

Somewhat satisfied 38.4 36.3 43.2 37.0 31.9 44.0 36.9 39.2

Somewhat dissatisfied 5.0 0.0 3.9 1.9 7.6 6.2 3.6 5.8

Not satisfied at all 0.3 0.0 2.0 0.0 0.0 0.0 0.0 0.4
RESTAURANT - overall

Very satisfied 22.3 23.0 22.1 30.7 22.7 18.4 23.9 21.5

Somewhat satisfied 57.3 64.8 52.8 52.7 57.3 58.1 63.0 54.1

Somewhat dissatisfied 18.5 12.2 23.2 14.5 17.2 21.8 13.0 21.4

Not satisfied at all 1.9 0.0 2.0 2.1 2.8 1.7 0.0 2.9
SHOPPING - overall

Very satisfied 15.2 29.1 13.4 18.3 10.5 13.5 20.4 12.3

Somewhat satisfied 51.8 38.2 49.7 65.1 49.1 55.1 51.8 51.7

Somewhat dissatisfied 30.5 30.4 34.8 16.6 35.8 29.5 27.0 32.4

Not satisfied at all 2.5 2.3 2.0 0.0 4.6 1.9 0.8 3.5
GOLF- overall

Very satisfied 55.5 100.0 58.0 74.9 56.1 458 55.7 55.4

Somewhat satisfied 38.9 0.0 42.0 0.0 33.8 51.4 28.4 40.9

Somewhat dissatisfied 3.7 0.0 0.0 25.1 4.0 2.8 15.9 1.5

Not satisfied at all 1.9 0.0 0.0 0.0 6.1 0.0 0.0 2.2
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 37.4 52.3 30.5 53.2 38.8 24.5 44.8 33.0

Somewhat satisfied 49.4 47.7 58.9 36.4 47.4 54.4 435 52.9

Somewhat dissatisfied 12.1 0.0 10.6 7.8 11.3 21.2 10.6 12.9

Not satisfied at all 1.2 0.0 0.0 2.6 2.5 0.0 1.1 1.2
TRANSPORTATION - overall

Very satisfied 19.7 26.8 20.7 31.9 10.3 18.9 28.3 14.5

Somewhat satisfied 45.6 28.2 38.3 43.3 46.7 58.2 45.8 455

Somewhat dissatisfied 27.0 37.0 32.8 17.4 36.8 14.1 17.9 32.4

Not satisfied at all 7.7 8.0 8.2 7.4 6.3 8.9 7.9 7.5
AIRPORTS - overall

Very satisfied 16.3 20.4 18.8 28.9 13.2 11.2 221 13.1

Somewhat satisfied 56.9 48.0 59.6 49.6 59.2 60.0 50.1 60.5

Somewhat dissatisfied 25.0 27.3 19.7 19.5 27.6 26.4 24.8 25.2

Not satisfied at all 1.8 4.3 2.0 1.9 0.0 2.4 3.0 1.2
PARKS & BEACHES - overall

Very satisfied 41.2 49.6 54.3 51.8 38.0 31.2 40.2 41.9

Somewhat satisfied 50.6 45.9 40.9 38.8 49.6 62.1 54.1 48.5

Somewhat dissatisfied 7.8 4.5 4.8 71 12.4 6.7 4.9 9.6

Not satisfied at all 0.3 0.0 0.0 2.4 0.0 0.0 0.8 0.0
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Table 4.54 2008 O‘ahu Overall Satisfaction Ratings by Lifestyle - Canada
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 61.1 66.9 52.4 52.5 68.8 62.8 57.5 63.4

Somewhat satisfied 34.6 33.1 36.8 43.3 29.1 34.5 35.8 33.8

Somewhat dissatisfied 3.7 0.0 9.3 4.1 1.8 1.8 6.0 2.2

Not satisfied at all 0.7 0.0 1.4 0.0 0.2 0.8 0.7 0.6
RESTAURANT - overall

Very satisfied 53.4 53.1 52.1 34.8 54.8 60.9 475 57.1

Somewhat satisfied 41.4 23.0 44.8 48.0 449 35.0 46.8 38.0

Somewhat dissatisfied 4.9 23.9 3.0 171 0.2 3.4 5.1 4.8

Not satisfied at all 0.3 0.0 0.1 0.0 0.1 0.7 0.6 0.0
SHOPPING - overall

Very satisfied 59.4 28.2 56.3 58.4 54.7 67.0 45.2 67.9

Somewhat satisfied 38.9 69.1 43.6 40.0 40.5 32.8 51.5 31.2

Somewhat dissatisfied 1.7 1.3 0.1 1.6 4.7 0.1 3.2 0.8

Not satisfied at all 0.1 1.3 0.0 0.0 0.1 0.1 0.1 0.1
GOLF- overall

Very satisfied 53.3 90.4 7.7 100.0 29.4 46.2 68.6 49.0

Somewhat satisfied 38.0 0.0 28.3 0.0 70.6 34.4 22.2 42.4

Somewhat dissatisfied 6.7 9.6 0.0 0.0 0.0 14.7 0.0 8.6

Not satisfied at all 2.0 0.0 0.0 0.0 0.0 4.7 9.2 0.0
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 64.7 65.0 62.6 67.6 61.1 67.8 62.8 66.0

Somewhat satisfied 33.9 34.2 37.2 28.9 38.8 29.7 36.4 32.1

Somewhat dissatisfied 1.4 0.0 0.1 3.5 0.1 2.5 0.7 1.8

Not satisfied at all 0.0 0.8 0.0 0.0 0.0 0.0 0.0 0.0
TRANSPORTATION - overall

Very satisfied 67.3 38.1 60.9 57.3 63.9 77.4 58.9 72.3

Somewhat satisfied 29.0 60.2 37.6 38.1 35.6 15.5 40.3 22.4

Somewhat dissatisfied 2.9 0.0 1.3 2.7 0.4 6.0 0.2 4.5

Not satisfied at all 0.7 1.7 0.2 1.9 0.1 1.1 0.7 0.8
AIRPORTS - overall

Very satisfied 50.5 19.5 44.2 41.1 54.9 57.0 48.3 52.0

Somewhat satisfied 425 451 49.8 51.4 39.8 36.7 50.2 37.5

Somewhat dissatisfied 6.6 35.4 5.9 7.4 5.3 5.4 1.5 9.9

Not satisfied at all 0.3 0.0 0.1 0.0 0.0 0.9 0.0 0.6
PARKS & BEACHES - overall

Very satisfied 69.2 75.5 721 74.3 69.3 64.8 73.9 66.2

Somewhat satisfied 26.8 23.8 27.8 21.3 27.2 28.2 25.0 27.9

Somewhat dissatisfied 3.8 0.0 0.1 4.3 3.5 6.5 0.6 5.9

Not satisfied at all 0.2 0.7 0.0 0.0 0.0 0.5 0.5 0.0
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Table 4.55 2008 Maui Overall Satisfaction Ratings by Lifestyle - Canada
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 76.5 58.7 77.5 81.0 72.7 78.7 71.8 78.5

Somewhat satisfied 21.6 35.5 20.8 12.3 25.6 21.2 25.8 19.9

Somewhat dissatisfied 1.6 0.0 1.6 6.7 1.7 0.1 1.9 1.5

Not satisfied at all 0.2 5.9 0.1 0.0 0.0 0.1 0.5 0.1
RESTAURANT - overall

Very satisfied 51.0 65.9 43.7 63.3 52.3 51.3 50.3 51.3

Somewhat satisfied 45.2 28.2 53.5 34.0 43.2 44.6 455 45.1

Somewhat dissatisfied 3.0 0.0 2.8 2.8 3.4 3.1 3.1 29

Not satisfied at all 0.8 5.9 0.0 0.0 1.1 1.0 1.1 0.6
SHOPPING - overall

Very satisfied 50.4 33.5 441 47.4 53.2 56.4 50.4 50.4

Somewhat satisfied 44.4 58.8 51.8 43.8 39.3 41.0 41.0 45.9

Somewhat dissatisfied 5.0 1.8 4.2 8.8 7.3 2.6 8.1 3.6

Not satisfied at all 0.2 5.9 0.0 0.0 0.2 0.1 0.6 0.1
GOLF- overall

Very satisfied 81.5 100.0 86.3 100.0 72.6 81.5 68.5 85.5

Somewhat satisfied 16.6 0.0 11.8 0.0 27.4 14.6 28.9 12.8

Somewhat dissatisfied 1.3 0.0 1.9 0.0 0.0 1.9 2.6 0.8

Not satisfied at all 0.7 0.0 0.0 0.0 0.0 2.0 0.0 0.9
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 66.5 65.3 66.0 84.4 69.7 58.4 66.8 66.3

Somewhat satisfied 31.1 27.5 31.3 15.6 28.4 38.6 29.9 31.7

Somewhat dissatisfied 1.9 0.0 2.7 0.0 1.7 1.8 2.0 1.8

Not satisfied at all 0.6 7.2 0.0 0.0 0.1 1.2 1.3 0.2
TRANSPORTATION - overall

Very satisfied 47.4 52.2 46.7 51.6 56.8 39.4 52.0 45.1

Somewhat satisfied 39.1 47.8 50.1 33.5 23.6 43.2 36.7 40.3

Somewhat dissatisfied 8.9 0.0 3.1 10.8 8.9 13.0 4.6 11.1

Not satisfied at all 4.6 0.0 0.0 4.1 10.7 4.4 6.8 3.5
AIRPORTS - overall

Very satisfied 51.0 55.0 43.5 52.8 52.1 56.1 50.7 51.2

Somewhat satisfied 42.0 441 45.6 37.7 43.2 39.0 42.0 42.1

Somewhat dissatisfied 6.1 0.9 9.4 9.6 3.3 4.7 6.3 6.0

Not satisfied at all 0.9 0.0 1.5 0.0 1.4 0.2 1.0 0.8
PARKS & BEACHES - overall

Very satisfied 75.8 76.3 80.2 82.1 731 71.7 78.3 74.6

Somewhat satisfied 22,5 23.7 16.0 17.9 26.1 26.8 20.3 23.4

Somewhat dissatisfied 1.4 0.0 3.8 0.0 0.2 0.8 0.3 1.9

Not satisfied at all 0.4 0.0 0.0 0.0 0.6 0.7 1.1 0.0
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Table 4.56 2008 Kaua‘i Overall Satisfaction Ratings by Lifestyle - Canada
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 78.4 84.1 74.5 73.3 82.6 77.8 76.4 79.4

Somewhat satisfied 18.8 3.7 22.3 24.8 16.2 19.8 19.0 18.7

Somewhat dissatisfied 21 0.0 3.2 1.9 1.2 2.4 2.4 1.9

Not satisfied at all 0.7 12.2 0.0 0.0 0.0 0.0 2.2 0.0
RESTAURANT - overall

Very satisfied 50.2 62.6 32.0 61.1 59.2 49.9 57.5 46.6

Somewhat satisfied 40.6 26.4 52.0 32.2 34.5 42.7 31.8 44.8

Somewhat dissatisfied 7.9 5.1 14.0 6.6 5.1 6.8 10.6 6.6

Not satisfied at all 1.3 6.0 1.9 0.0 1.1 0.6 0.0 2.0
SHOPPING - overall

Very satisfied 51.9 33.1 455 56.6 51.0 60.6 48.2 53.8

Somewhat satisfied 42.4 48.4 51.0 33.3 44.4 34.9 43.6 41.8

Somewhat dissatisfied 3.8 6.4 3.5 8.2 2.2 3.9 4.0 3.7

Not satisfied at all 1.8 12.2 0.0 1.9 2.4 0.6 4.2 0.7
GOLF- overall

Very satisfied 74.3 100.0 70.5 93.1 75.3 64.3 63.6 77.8

Somewhat satisfied 20.4 0.0 23.8 6.9 12.6 35.7 27.6 18.0

Somewhat dissatisfied 3.1 0.0 2.7 0.0 7.4 0.0 0.0 4.2

Not satisfied at all 2.2 0.0 3.0 0.0 4.7 0.0 8.8 0.0
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 69.1 78.8 60.3 771 74.8 66.7 72.6 67.3

Somewhat satisfied 27.0 9.8 36.5 19.3 23.2 28.6 21.2 30.0

Somewhat dissatisfied 3.5 11.4 3.1 3.7 0.5 4.8 4.8 2.7

Not satisfied at all 0.5 0.0 0.0 0.0 1.6 0.0 1.3 0.0
TRANSPORTATION - overall

Very satisfied 53.2 63.9 48.2 68.3 48.7 51.2 49.6 55.0

Somewhat satisfied 20.8 0.0 32.3 23.0 19.9 19.5 14.0 24.3

Somewhat dissatisfied 10.2 0.0 14.8 8.7 11.6 9.0 9.6 10.6

Not satisfied at all 15.7 36.1 4.7 0.0 19.8 20.3 26.8 10.1
AIRPORTS - overall

Very satisfied 57.1 46.0 59.1 46.8 57.9 59.7 56.7 57.4

Somewhat satisfied 35.4 48.7 32.8 47.8 33.4 33.6 34.1 36.1

Somewhat dissatisfied 7.2 5.3 7.8 5.4 8.3 6.5 9.2 6.2

Not satisfied at all 0.3 0.0 0.3 0.0 0.4 0.2 0.0 0.4
PARKS & BEACHES - overall

Very satisfied 81.2 71.6 86.9 97.1 82.8 73.3 77.0 83.3

Somewhat satisfied 16.1 16.0 12.7 2.9 15.6 22.2 18.8 14.7

Somewhat dissatisfied 2.2 12.4 0.4 0.0 1.5 2.9 3.8 1.4

Not satisfied at all 0.5 0.0 0.0 0.0 0.0 1.7 0.4 0.6
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Table 4.57 2008 Kona Overall Satisfaction Ratings by Lifestyle - Canada
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 76.4 91.9 85.1 57.3 741 78.2 70.9 78.7

Somewhat satisfied 20.7 8.1 14.4 32.1 22.4 20.5 241 19.4

Somewhat dissatisfied 2.6 0.0 0.5 10.6 3.4 0.6 5.0 1.6

Not satisfied at all 0.3 0.0 0.0 0.0 0.2 0.7 0.0 0.4
RESTAURANT - overall

Very satisfied 47.7 55.7 50.2 45.3 43.8 49.9 45.0 48.8

Somewhat satisfied 44.7 44.3 441 54.7 46.4 39.8 48.2 43.3

Somewhat dissatisfied 6.4 0.0 3.4 0.0 9.5 8.4 5.1 6.9

Not satisfied at all 1.2 0.0 2.3 0.0 0.3 1.8 1.7 1.0
SHOPPING - overall

Very satisfied 459 40.6 40.8 46.1 44.7 51.2 49.5 44.5

Somewhat satisfied 45.6 59.4 50.6 49.2 44.8 40.5 471 45.0

Somewhat dissatisfied 7.6 0.0 7.0 4.7 8.7 8.3 29 9.4

Not satisfied at all 1.0 0.0 1.6 0.0 1.8 0.0 0.6 1.1
GOLF- overall

Very satisfied 79.7 80.6 88.5 100.0 62.7 82.7 85.3 78.1

Somewhat satisfied 16.6 19.4 11.5 0.0 34.8 7.2 14.7 17.2

Somewhat dissatisfied 29 0.0 0.0 0.0 2.5 7.4 0.0 3.7

Not satisfied at all 0.8 0.0 0.0 0.0 0.0 2.7 0.0 1.0
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 63.3 77.4 741 57.4 57.9 61.5 58.1 65.5

Somewhat satisfied 34.3 22.6 21.3 42.6 39.3 371 38.2 32.6

Somewhat dissatisfied 21 0.0 3.4 0.0 2.5 1.4 3.2 1.6

Not satisfied at all 0.4 0.0 1.2 0.0 0.2 0.0 0.5 0.3
TRANSPORTATION - overall

Very satisfied 40.2 70.0 51.2 56.6 33.6 34.5 43.2 38.4

Somewhat satisfied 471 0.0 32.5 29.0 57.6 51.2 50.7 45.0

Somewhat dissatisfied 9.0 30.0 9.3 14.4 7.4 6.6 4.1 11.9

Not satisfied at all 3.7 0.0 71 0.0 1.4 7.6 2.0 4.8
AIRPORTS - overall

Very satisfied 41.3 43.1 39.4 51.1 41.6 38.7 38.9 42.2

Somewhat satisfied 454 51.5 51.9 38.2 435 44.5 45.4 454

Somewhat dissatisfied 10.7 5.4 5.6 10.7 10.4 15.2 11.1 10.6

Not satisfied at all 2.6 0.0 3.2 0.0 4.5 1.6 4.6 1.8
PARKS & BEACHES - overall

Very satisfied 69.8 63.3 73.3 87.9 59.4 70.7 66.0 71.4

Somewhat satisfied 271 36.7 21.7 10.9 36.5 27.9 32.6 24.8

Somewhat dissatisfied 2.3 0.0 4.2 1.2 2.4 1.2 0.7 3.0

Not satisfied at all 0.8 0.0 0.8 0.0 1.7 0.2 0.7 0.8
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Table 4.58 2008 O‘ahu Overall Satisfaction Ratings by Lifestyle - Europe
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 67.8 72.4 66.8 58.8 73.6 70.4 65.0 75.2

Somewhat satisfied 28.3 26.5 9.5 38.4 23.1 29.6 30.2 23.3

Somewhat dissatisfied 3.2 1.1 20.2 1.6 3.1 0.0 3.8 1.5

Not satisfied at all 0.7 0.0 3.4 1.2 0.2 0.0 1.0 0.0
RESTAURANT - overall

Very satisfied 48.4 69.3 58.9 37.3 50.4 47.2 43.8 60.5

Somewhat satisfied 45.6 21.7 40.3 49.9 44.3 52.8 49.8 34.5

Somewhat dissatisfied 5.2 8.3 0.8 12.6 2.7 0.0 5.3 4.9

Not satisfied at all 0.8 0.7 0.0 0.1 2.5 0.0 1.1 0.1
SHOPPING - overall

Very satisfied 62.5 81.9 59.4 4.7 73.4 69.0 59.7 70.0

Somewhat satisfied 35.5 17.4 40.6 54.1 24.5 30.7 37.6 29.9

Somewhat dissatisfied 0.9 0.7 0.0 0.8 2.1 0.1 1.2 0.1

Not satisfied at all 1.1 0.0 0.0 3.5 0.0 0.1 1.4 0.0
GOLF- overall

Very satisfied 50.3 0.0 0.0 0.0 74.5 84.6 36.9 65.7

Somewhat satisfied 32.8 0.0 0.0 58.0 25.5 15.4 31.4 34.3

Somewhat dissatisfied 16.9 0.0 100.0 42.0 0.0 0.0 31.6 0.0

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 56.6 67.6 46.6 52.0 71.8 43.5 53.8 64.2

Somewhat satisfied 39.3 32.4 49.1 39.4 25.1 55.1 41.5 33.1

Somewhat dissatisfied 4.1 0.0 4.3 8.6 3.0 1.3 4.6 2.6

Not satisfied at all 0.1 0.0 0.0 0.0 0.1 0.1 0.1 0.1
TRANSPORTATION - overall

Very satisfied 59.7 86.0 59.8 44.8 61.2 64.3 58.9 61.7

Somewhat satisfied 35.2 12.0 17.6 47.3 35.6 35.5 35.1 35.6

Somewhat dissatisfied 3.4 1.9 22.6 2.3 3.2 0.1 3.7 2.7

Not satisfied at all 1.6 0.0 0.0 5.5 0.0 0.1 2.3 0.0
AIRPORTS - overall

Very satisfied 59.3 56.5 62.3 59.5 55.8 62.6 55.4 69.6

Somewhat satisfied 32.5 19.1 37.4 30.8 36.5 33.2 35.8 24.0

Somewhat dissatisfied 6.8 24.2 0.0 5.1 7.4 4.3 7.0 6.2

Not satisfied at all 1.4 0.2 0.3 4.6 0.2 0.0 1.8 0.2
PARKS & BEACHES - overall

Very satisfied 76.1 87.6 67.5 61.2 72.2 91.9 7.7 86.6

Somewhat satisfied 20.6 8.1 32.5 30.0 25.0 7.9 24.0 12.2

Somewhat dissatisfied 3.0 4.3 0.0 7.1 2.8 0.2 3.7 1.2

Not satisfied at all 0.4 0.0 0.0 1.7 0.0 0.0 0.6 0.0

100




Table 4.59 2008 Maui Overall Satisfaction Ratings by Lifestyle - Europe
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 74.1 87.5 87.6 7.7 64.1 75.0 721 77.7

Somewhat satisfied 22.9 11.3 9.9 22.6 32.5 23.1 24.6 19.9

Somewhat dissatisfied 29 1.1 1.5 5.6 3.4 1.8 3.1 2.4

Not satisfied at all 0.1 0.0 1.0 0.0 0.0 0.0 0.2 0.0
RESTAURANT - overall

Very satisfied 44.4 56.3 42.7 48.6 40.2 41.4 44.5 44.2

Somewhat satisfied 47.2 37.2 45.4 46.5 50.6 49.4 46.7 48.1

Somewhat dissatisfied 7.3 41 11.1 4.2 7.7 9.0 7.9 6.1

Not satisfied at all 1.1 24 0.9 0.8 1.6 0.2 0.9 1.6
SHOPPING - overall

Very satisfied 4.7 39.9 50.2 38.7 39.8 43.8 39.6 45.6

Somewhat satisfied 49.5 50.9 39.5 47.3 51.9 52.3 50.7 47.2

Somewhat dissatisfied 8.3 9.2 10.3 14.0 7.5 29 8.9 7.2

Not satisfied at all 0.5 0.0 0.0 0.0 0.8 1.0 0.8 0.0
GOLF- overall

Very satisfied 76.1 81.1 76.6 65.8 87.7 69.4 75.1 77.7

Somewhat satisfied 20.8 18.9 23.4 29.4 4.8 30.6 23.0 171

Somewhat dissatisfied 3.1 0.0 0.0 4.8 7.5 0.0 1.8 5.2

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 63.3 65.7 72.3 64.9 66.4 49.3 62.0 65.7

Somewhat satisfied 33.0 29.4 27.7 26.5 33.0 45.2 32.8 33.2

Somewhat dissatisfied 3.5 4.9 0.0 7.6 0.6 5.5 4.8 1.1

Not satisfied at all 0.2 0.0 0.0 1.1 0.0 0.0 0.3 0.0
TRANSPORTATION - overall

Very satisfied 49.8 63.0 17.5 41.6 46.0 70.1 47.6 55.8

Somewhat satisfied 37.3 30.2 32.3 40.9 50.1 24.3 40.1 30.2

Somewhat dissatisfied 10.2 3.5 31.2 17.5 3.5 5.6 8.7 14.0

Not satisfied at all 2.7 3.3 18.9 0.0 0.5 0.0 3.7 0.0
AIRPORTS - overall

Very satisfied 42.8 48.2 47.3 43.9 34.7 48.2 42.8 42.8

Somewhat satisfied 48.5 38.7 48.3 45.4 56.1 454 46.9 51.4

Somewhat dissatisfied 7.5 10.8 4.4 10.7 6.7 6.2 9.7 3.6

Not satisfied at all 1.1 2.3 0.0 0.0 2.5 0.2 0.6 2.1
PARKS & BEACHES - overall

Very satisfied 75.8 80.6 81.1 78.2 70.9 75.3 77.6 72.5

Somewhat satisfied 22.5 171 15.4 18.9 27.9 24.4 211 24.8

Somewhat dissatisfied 1.4 2.4 3.5 1.9 0.7 0.2 0.9 23

Not satisfied at all 0.3 0.0 0.0 1.0 0.4 0.0 0.3 0.4
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Table 4.60 2008 Kaua‘i Overall Satisfaction Ratings by Lifestyle - Europe
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 70.5 67.1 72.6 68.4 70.6 72.9 70.6 70.3

Somewhat satisfied 28.3 32.9 27.4 30.4 26.0 271 27.7 29.7

Somewhat dissatisfied 1.2 0.0 0.0 1.2 3.4 0.0 1.7 0.0

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
RESTAURANT - overall

Very satisfied 39.9 21.3 48.4 44.8 45.8 38.2 38.7 424

Somewhat satisfied 51.3 75.5 46.5 48.5 44.9 46.1 53.4 47.2

Somewhat dissatisfied 8.5 3.2 3.7 6.6 9.3 15.2 7.8 10.0

Not satisfied at all 0.3 0.0 1.4 0.0 0.0 0.5 0.2 0.5
SHOPPING - overall

Very satisfied 32.0 20.3 38.6 21.7 31.7 44.0 31.9 32.2

Somewhat satisfied 58.5 711 54.0 71.6 54.1 48.4 57.2 60.9

Somewhat dissatisfied 9.2 6.2 7.5 6.7 14.2 7.6 10.3 7.0

Not satisfied at all 0.4 2.5 0.0 0.0 0.0 0.0 0.6 0.0
GOLF- overall

Very satisfied 65.4 43.3 71.6 46.3 96.0 69.9 72.3 54.4

Somewhat satisfied 32.3 56.7 14.9 53.7 4.0 30.1 23.9 45.6

Somewhat dissatisfied 1.6 0.0 9.1 0.0 0.0 0.0 2.6 0.0

Not satisfied at all 0.8 0.0 4.4 0.0 0.0 0.0 1.2 0.0
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 65.8 70.3 42.0 64.1 73.1 63.2 71.0 52.8

Somewhat satisfied 32.9 29.7 55.9 35.0 25.6 34.6 27.4 46.6

Somewhat dissatisfied 1.3 0.0 2.0 0.9 1.4 2.2 1.6 0.6

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
TRANSPORTATION - overall

Very satisfied 49.6 69.7 61.7 24.5 43.4 48.9 47.7 56.7

Somewhat satisfied 34.0 21.6 28.5 38.9 46.0 27.7 34.6 31.9

Somewhat dissatisfied 13.0 8.6 9.9 21.8 7.1 23.4 14.5 71

Not satisfied at all 3.4 0.0 0.0 14.7 3.4 0.0 3.2 4.3
AIRPORTS - overall

Very satisfied 41.2 30.0 53.9 46.3 32.6 50.9 42.3 38.6

Somewhat satisfied 51.0 58.5 40.1 50.4 57.5 421 48.3 56.9

Somewhat dissatisfied 6.6 11.6 6.0 2.4 6.6 6.9 7.6 4.5

Not satisfied at all 1.2 0.0 0.0 0.9 34 0.0 1.8 0.0
PARKS & BEACHES - overall

Very satisfied 68.8 55.3 70.8 59.8 77.4 71.5 71.9 61.7

Somewhat satisfied 30.3 44.7 29.2 35.6 22.6 28.0 27.0 38.0

Somewhat dissatisfied 0.3 0.0 0.0 1.6 0.0 0.0 0.4 0.0

Not satisfied at all 0.6 0.0 0.0 3.1 0.0 0.5 0.8 0.4
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Table 4.61 2008 Kona Overall Satisfaction Ratings by Lifestyle - Europe
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 7.7 80.8 92.1 44.0 68.2 78.4 69.6 75.1

Somewhat satisfied 26.3 19.2 7.9 46.8 31.0 20.3 27.3 24.9

Somewhat dissatisfied 2.0 0.0 0.0 9.2 0.8 1.3 3.2 0.0

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
RESTAURANT - overall

Very satisfied 40.6 60.5 57.5 19.5 38.3 411 37.9 44.8

Somewhat satisfied 53.2 39.5 22.8 69.1 57.8 57.1 53.0 53.4

Somewhat dissatisfied 6.3 0.0 19.7 11.4 3.9 1.8 9.1 1.8

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
SHOPPING - overall

Very satisfied 31.9 47.6 48.5 20.2 26.4 33.2 26.5 40.6

Somewhat satisfied 58.5 49.8 43.8 72.5 62.1 56.4 58.9 57.9

Somewhat dissatisfied 9.2 0.0 5.6 7.3 11.5 10.5 13.9 1.5

Not satisfied at all 0.4 2.6 2.2 0.0 0.0 0.0 0.7 0.0
GOLF- overall

Very satisfied 51.2 85.8 34.2 0.0 73.1 68.4 32.7 80.3

Somewhat satisfied 31.3 14.2 65.8 25.8 26.9 31.6 38.6 19.7

Somewhat dissatisfied 7.8 0.0 0.0 32.9 0.0 0.0 12.7 0.0

Not satisfied at all 9.8 0.0 0.0 41.3 0.0 0.0 16.0 0.0
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 64.7 67.0 84.1 40.7 72.0 55.9 64.8 64.3

Somewhat satisfied 35.0 33.0 15.9 59.3 27.1 441 34.7 35.7

Somewhat dissatisfied 0.3 0.0 0.0 0.0 0.9 0.0 0.5 0.0

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
TRANSPORTATION - overall

Very satisfied 39.3 325 42.4 17.9 447 43.5 35.8 47.4

Somewhat satisfied 50.5 55.2 30.4 58.9 49.2 52.1 53.0 44.7

Somewhat dissatisfied 7.2 12.4 27.2 16.1 2.9 2.4 7.7 5.9

Not satisfied at all 3.0 0.0 0.0 7.2 3.2 2.0 3.5 1.9
AIRPORTS - overall

Very satisfied 48.8 46.9 57.2 32.9 53.6 46.6 49.6 47.4

Somewhat satisfied 40.2 53.1 35.1 52.5 33.3 44.0 36.1 46.9

Somewhat dissatisfied 10.3 0.0 6.4 14.7 11.7 9.3 13.4 5.2

Not satisfied at all 0.7 0.0 1.3 0.0 1.4 0.0 0.9 0.4
PARKS & BEACHES - overall

Very satisfied 74.2 92.0 93.7 60.7 74.9 67.6 71.9 78.2

Somewhat satisfied 221 8.0 6.3 33.8 20.9 27.9 24.5 18.1

Somewhat dissatisfied 3.1 0.0 0.0 5.6 3.2 3.6 3.3 27

Not satisfied at all 0.6 0.0 0.0 0.0 1.0 0.8 0.4 1.0
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Table 4.62 2008 O‘ahu Overall Satisfaction Ratings by Lifestyle - Oceania
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 68.4 51.1 78.3 751 66.6 63.5 62.9 73.7

Somewhat satisfied 27.0 457 17.2 24.4 23.9 32.8 30.8 23.2

Somewhat dissatisfied 4.2 3.2 3.8 0.3 9.0 3.3 5.8 2.6

Not satisfied at all 0.5 0.0 0.7 0.2 0.6 0.4 0.4 0.5
RESTAURANT - overall

Very satisfied 61.6 40.6 66.4 59.2 60.7 63.3 58.2 65.0

Somewhat satisfied 31.9 58.8 28.5 28.5 33.4 30.6 34.4 29.3

Somewhat dissatisfied 6.3 0.6 5.1 11.6 5.9 5.7 7.2 5.4

Not satisfied at all 0.3 0.0 0.0 0.7 0.0 0.4 0.2 0.3
SHOPPING - overall

Very satisfied 71.4 71.0 78.6 61.4 75.6 68.9 69.3 73.7

Somewhat satisfied 26.0 26.2 18.4 37.2 22.0 28.0 27.9 23.9

Somewhat dissatisfied 2.6 2.2 3.0 1.4 2.2 3.1 2.7 2.4

Not satisfied at all 0.1 0.5 0.0 0.0 0.1 0.0 0.1 0.0
GOLF- overall

Very satisfied 73.0 37.7 62.4 95.2 54.8 85.2 72.5 73.4

Somewhat satisfied 23.4 323 37.6 4.8 37.5 14.8 19.9 26.6

Somewhat dissatisfied 3.7 30.0 0.0 0.0 7.7 0.0 7.5 0.0

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 65.5 71.4 71.3 46.2 66.3 70.8 63.3 68.1

Somewhat satisfied 32.3 231 26.3 50.4 33.7 27.3 34.5 29.8

Somewhat dissatisfied 1.8 5.0 1.7 3.3 0.0 1.4 1.9 1.6

Not satisfied at all 0.4 0.5 0.8 0.0 0.0 0.6 0.3 0.5
TRANSPORTATION - overall

Very satisfied 66.2 50.3 73.1 39.4 75.2 70.4 61.9 70.4

Somewhat satisfied 29.5 47.0 251 55.0 19.5 24.7 34.7 24.4

Somewhat dissatisfied 2.3 0.0 0.3 5.4 4.0 1.5 3.0 1.6

Not satisfied at all 2.0 2.6 1.5 0.2 1.3 3.4 0.4 3.6
AIRPORTS - overall

Very satisfied 47.9 17.3 48.5 39.1 58.1 49.1 47.2 48.5

Somewhat satisfied 41.0 73.1 39.5 53.2 36.1 35.6 43.8 38.4

Somewhat dissatisfied 9.5 8.5 8.9 6.6 4.4 141 7.8 111

Not satisfied at all 1.6 1.1 3.1 1.1 1.4 1.2 1.2 2.0
PARKS & BEACHES - overall

Very satisfied 73.3 50.5 75.3 71.3 81.5 70.9 76.3 70.2

Somewhat satisfied 25.5 48.4 241 27.8 16.1 27.8 22.5 28.6

Somewhat dissatisfied 0.9 0.5 0.5 0.9 1.6 0.9 0.9 0.9

Not satisfied at all 0.3 0.5 0.0 0.0 0.8 0.4 0.3 0.3
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Table 4.63 2008 Maui Overall Satisfaction Ratings by Lifestyle - Oceania
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 73.3 60.0 67.7 77.2 66.0 79.8 69.7 75.3

Somewhat satisfied 22.5 20.0 30.9 19.0 31.9 13.8 28.1 19.3

Somewhat dissatisfied 2.7 0.0 0.0 3.8 2.1 4.6 1.1 3.6

Not satisfied at all 1.5 20.0 1.4 0.0 0.0 1.8 1.1 1.8
RESTAURANT - overall

Very satisfied 47.0 20.0 51.7 62.5 53.7 39.5 53.3 44.3

Somewhat satisfied 44.2 60.0 411 32.8 32,7 52.7 37.9 46.9

Somewhat dissatisfied 8.4 20.0 5.4 4.7 13.6 7.8 8.8 8.2

Not satisfied at all 0.4 0.0 1.8 0.0 0.0 0.0 0.0 0.6
SHOPPING - overall

Very satisfied 55.9 40.0 50.1 43.0 43.9 68.1 50.4 58.6

Somewhat satisfied 37.2 60.0 42.4 49.4 42.8 27.8 41.6 35.1

Somewhat dissatisfied 5.4 0.0 57 7.6 7.5 4.1 8.0 4.1

Not satisfied at all 1.5 0.0 1.9 0.0 5.8 0.0 0.0 2.3
GOLF- overall

Very satisfied 65.7 100.0 58.6 50.0 36.0 81.6 72.7 62.5

Somewhat satisfied 25.1 0.0 41.4 50.0 36.0 12.2 18.2 28.1

Somewhat dissatisfied 2.8 0.0 0.0 0.0 0.0 6.1 9.1 0.0

Not satisfied at all 6.5 0.0 0.0 0.0 28.0 0.0 0.0 9.4
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 68.1 83.3 62.8 72.4 55.2 75.2 62.1 71.9

Somewhat satisfied 28.5 0.0 35.7 23.7 40.0 21.7 324 26.0

Somewhat dissatisfied 3.0 16.7 1.5 3.9 2.4 3.1 5.5 1.4

Not satisfied at all 0.4 0.0 0.0 0.0 2.4 0.0 0.0 0.7
TRANSPORTATION - overall

Very satisfied 71.2 66.7 70.3 60.0 53.7 82.3 65.5 75.3

Somewhat satisfied 20.0 33.3 25.8 40.0 23.6 8.9 27.4 14.5

Somewhat dissatisfied 8.3 0.0 3.9 0.0 19.4 8.9 5.7 10.1

Not satisfied at all 0.6 0.0 0.0 0.0 3.4 0.0 1.4 0.0
AIRPORTS - overall

Very satisfied 35.7 50.0 39.4 25.9 37.1 34.5 36.1 35.5

Somewhat satisfied 44.7 50.0 52.0 63.5 56.4 29.5 54.6 39.0

Somewhat dissatisfied 17.7 0.0 4.3 3.5 6.4 36.1 5.1 24.9

Not satisfied at all 1.9 0.0 4.3 71 0.0 0.0 4.1 0.6
PARKS & BEACHES - overall

Very satisfied 74.7 83.3 78.7 81.0 63.4 75.4 77.8 72.8

Somewhat satisfied 23.0 0.0 18.5 15.2 34.6 23.6 20.1 24.7

Somewhat dissatisfied 2.0 16.7 1.4 3.8 2.0 1.0 21 1.9

Not satisfied at all 0.4 0.0 1.4 0.0 0.0 0.0 0.0 0.6
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Table 4.64 2008 Kaua‘i Overall Satisfaction Ratings by Lifestyle - Oceania
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 82.5 57.1 89.5 67.9 93.2 83.6 92.0 73.3

Somewhat satisfied 16.2 42.9 10.5 321 6.8 13.1 5.3 26.7

Somewhat dissatisfied 1.3 0.0 0.0 0.0 0.0 3.3 2.7 0.0

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
RESTAURANT - overall

Very satisfied 44.0 28.6 71.4 46.4 71.5 23.8 40.7 471

Somewhat satisfied 45.0 57.1 14.3 53.6 28.5 56.8 42.4 47.6

Somewhat dissatisfied 11.0 14.3 14.3 0.0 0.0 19.5 16.9 5.3

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
SHOPPING - overall

Very satisfied 37.4 33.3 46.2 12.5 47.4 37.0 35.9 39.2

Somewhat satisfied 48.3 66.7 53.8 62.5 39.5 44.4 44.6 52.8

Somewhat dissatisfied 11.2 0.0 0.0 12.5 7.5 18.5 16.7 4.5

Not satisfied at all 3.1 0.0 0.0 12.5 5.6 0.0 2.8 3.4
GOLF- overall

Very satisfied 86.7 0.0 100.0 0.0 0.0 81.8 0.0 100.0

Somewhat satisfied 13.3 0.0 0.0 0.0 0.0 18.2 100.0 0.0

Somewhat dissatisfied 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 52.4 75.0 35.3 71.0 75.6 32.7 58.5 45.3

Somewhat satisfied 46.2 25.0 64.7 29.0 18.8 67.3 38.8 54.7

Somewhat dissatisfied 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

Not satisfied at all 1.5 0.0 0.0 0.0 5.6 0.0 2.7 0.0
TRANSPORTATION - overall

Very satisfied 51.9 50.0 33.3 33.3 63.1 60.0 74.0 24.3

Somewhat satisfied 30.0 0.0 33.3 50.0 28.4 20.0 19.5 43.2

Somewhat dissatisfied 7.2 50.0 0.0 16.7 0.0 0.0 6.5 8.1

Not satisfied at all 10.8 0.0 33.3 0.0 8.5 20.0 0.0 24.3
AIRPORTS - overall

Very satisfied 42.4 14.3 35.3 32.3 57.8 44.0 49.2 37.0

Somewhat satisfied 53.9 57.1 64.7 67.7 42.2 53.1 45.2 60.7

Somewhat dissatisfied 25 14.3 0.0 0.0 0.0 2.9 2.8 2.2

Not satisfied at all 1.2 14.3 0.0 0.0 0.0 0.0 2.8 0.0
PARKS & BEACHES - overall

Very satisfied 51.5 42.9 63.2 61.3 45.6 50.3 42.3 58.9

Somewhat satisfied 43.5 57.1 36.8 38.7 54.4 36.4 49.6 38.6

Somewhat dissatisfied 3.6 0.0 0.0 0.0 0.0 9.7 8.1 0.0

Not satisfied at all 1.4 0.0 0.0 0.0 0.0 3.6 0.0 2.4
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Table 4.65 2008 Kona Overall Satisfaction Ratings by Lifestyle - Oceania
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
Total moon Family Young age Seniors timers visitors

ACCOMMODATIONS - overall

Very satisfied 69.2 66.7 78.9 44.4 63.0 711 57.8 80.1

Somewhat satisfied 27.7 0.0 21.1 55.6 33.3 25.6 37.4 18.4

Somewhat dissatisfied 3.1 33.3 0.0 0.0 3.7 3.3 4.8 1.5

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
RESTAURANT - overall

Very satisfied 62.0 100.0 59.9 33.3 63.0 65.8 63.1 60.7

Somewhat satisfied 34.8 0.0 40.1 44.4 33.9 32.4 34.0 35.8

Somewhat dissatisfied 2.4 0.0 0.0 22.2 3.1 0.0 1.4 3.5

Not satisfied at all 0.8 0.0 0.0 0.0 0.0 1.8 1.4 0.0
SHOPPING - overall

Very satisfied 42.7 50.0 20.4 12.5 48.8 57.0 44.6 40.5

Somewhat satisfied 52.1 50.0 69.4 87.5 51.2 371 50.6 53.8

Somewhat dissatisfied 5.2 0.0 10.2 0.0 0.0 5.9 4.8 5.6

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
GOLF- overall

Very satisfied 68.4 100.0 100.0 0.0 66.7 65.5 100.0 66.0

Somewhat satisfied 7.0 0.0 0.0 100.0 0.0 0.0 0.0 7.5

Somewhat dissatisfied 7.0 0.0 0.0 0.0 33.3 0.0 0.0 7.5

Not satisfied at all 17.5 0.0 0.0 0.0 0.0 34.5 0.0 18.9
ACTIVITIES/ATTRACTIONS - overall

Very satisfied 61.0 50.0 59.1 77.8 68.2 54.5 60.5 61.7

Somewhat satisfied 35.6 50.0 30.7 22.2 28.7 455 34.8 36.5

Somewhat dissatisfied 3.4 0.0 10.2 0.0 3.2 0.0 4.7 1.9

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
TRANSPORTATION - overall

Very satisfied 55.5 50.0 40.2 37.5 74.4 56.9 60.3 48.5

Somewhat satisfied 34.0 50.0 37.5 50.0 8.5 43.1 27.5 43.7

Somewhat dissatisfied 8.4 0.0 22.3 12.5 8.5 0.0 8.8 7.8

Not satisfied at all 2.1 0.0 0.0 0.0 8.5 0.0 3.5 0.0
AIRPORTS - overall

Very satisfied 51.4 0.0 55.7 22.2 38.8 61.5 54.1 48.6

Somewhat satisfied 44.7 100.0 40.9 77.8 54.4 35.2 41.5 48.2

Somewhat dissatisfied 3.1 0.0 0.0 0.0 6.8 3.3 3.0 3.2

Not satisfied at all 0.8 0.0 3.4 0.0 0.0 0.0 1.5 0.0
PARKS & BEACHES - overall

Very satisfied 62.4 0.0 53.3 77.8 57.3 67.6 58.1 67.1

Somewhat satisfied 34.2 100.0 46.7 11.1 39.5 28.7 40.3 27.6

Somewhat dissatisfied 3.4 0.0 0.0 11.1 3.2 3.7 1.7 5.3

Not satisfied at all 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
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5. ACTIVITY PARTICIPATION
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ACTIVITY PARTICIPATION

This measure provides vital feedback on the frequency and popularity of an activity across
the islands by MMA and lifestyle/lifestage. Visitors from the top six MMAs were more likely
to participate in enterfainment and shopping activities across the state. The many visitors across
every MMA who made sightseeing a part of their trip were more likely to be se/f-guided. Those
who patticipated in recreation activities were likely to partticipate in swimming/ sunbathing/ beach
activities. Almost every MMA, except Japan, were likely to visit a family restaurant/ diner and
use a rental car on each island.

Activity Participation by Island

Visitors from every MMA to O‘ahu were generally more active than those who visited
other islands since visitors were more likely to participate in entertainment, shopping, culture,
and fransportation. It was more common on O‘hu for visitors to participate in a
lunch/ sunset/ dinner/ evening cruise, night clubs/ dancing/ bars/ karaoke, fine dining, and family
restaurant/ diners compared to other islands. In addition, O‘ahu visitors were more likely to
be involved in a witure activity; such as historic sites, Polynesian show/ li‘an/ hula, and
parks/ gardens compared to visitors to other islands. Shopping participation on O‘ahu was
also more prominent since the island was known for its department stores, hotel stores, swap
meets, discount/ outlet stores, convenience stores, and duty free shops. Visitors also used O‘ahu’s
transportation because of greater availability of public buses and taxci/ limousines compared
to visitors on other islands.

Visitors among the top visitors markets, excluding Japan, were more likely to go on a
boat/ submarine/ whale watching and self-guided tour on Maui. In addition, these visitors were
more likely to be involved in recreation activities on Maui compared to the other islands.
Visitors from U.S. West, U.S East, Canada, and Oceania were heavily involved in
swimming/ sunbathing/ beach and  surfing/ body boarding activities on Maui. Moreover,
snorkeling/ scuba diving on Maui was a popular activity for U.S. West, U.S. East, Canada,
and Europe visitors. Among the top visitors markets, excluding Japan, Maui was the
place to enjoy a lounge act/stage show and ethnic dining. Visitors were also more likely to
prepare their own meal on Maui compared to the other islands. Visitors among the top
visitor markets, excluding Oceania, especially liked to shop in Maui’s local shops/ artisans.
U.S. West, U.S. East, Canada, Europe, and Oceania visitors to Kaual were more likely
g0 backpacking/ hiking/ camping than on other islands.

Visitors to Hilo among the top six major marketing areas were most likely to participate
in sightseeing activities compared to other islands; especially zwur bus excursions among U.S.
East, Japan, Canada, Europe, and Oceania visitors.
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U.S. West (Tables 5.1 and 5.2)

U.S. West visitors tended to be more independent travelers with high rental car (79.3%) and

self-guided tour (77.9%) participation across all islands.

e U.S. West visitors tended to shop at supermarkets (74.1%) more than U.S. East and Japan
visitors; especially on Kaua‘l (78.4%), Maui (77.3%), and Kona (72.3%). U.S. West
visitors also shopped heavily at local shop/ artisans (71.1%); particulatly on Maui (74.5%),
Kaua‘i (72.7%); and less so on O‘ahu (53.7%), Hilo (46.7%), or Lana‘i (31.1%).

e Since 2004, U.S. West visitors shopping participation statewide continued to decline at
department stores, designer boutiques, and hotel stores. However, shopping at supermarkets
improved to a high 74.1 percent in 2008 (see Figure 10).

Figure 16: 2004-2008 U.S. West Statewide Shopping Participation
[Percentage of Visitors]
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e U.S. West visitors were more likely to go surfing/ bodyboarding (25.7%), snorkeling/ scuba
diving (53.3%), running/jogging/ fitness walking (43.6%), and backpacking/ hiking (24.3%) than
most MMAs (see Figure 17).

e In 2008, there were more U.S. West visitors who participated in running/ jogging/ fitness
walking (43.6%, +5.5 percentage points) during their vacation compared to 2007.
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Figure 17: U.S. West Statewide Recreation Participation: 2008 vs. 2007
[Percentage of Visitors]
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The share of U.S. West visitors who participated in fine dining (55.8%) in 2008 declined
4.6 percentage points compared to 2007, while the share of those who prepared their own
meal (60%) increased 7.5 percentage points (Figure 18).

Ethnic dining (41.5%) and preparing their own meal (60%) were more popular among U.S.

West visitors compared to most MMAs.

Figure 18: U.S. West Statewide Entertainment Participation: 2008 vs. 2007
[Percentage of Visitors]
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o Visits to Historic sites (42.5%, -14.1 petcentage points) and Polynesian show/ lii‘an (33.9%,
-7.1 percentage points) among U.S. West visitors declined compared to 2007 (Figure 19).

Figure 19: U.S. West Statewide Culture Participation: 2008 vs. 2007
[Percentage of Visitors]
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e On Ofahu, U.S. West visitors were more likely to eat at an ethnic dining restaurant (36.1%)
compared to other visitor markets.

e In 2008, U.S. West visitors were more active on Maui compared to the other islands.
Most U.S. West visitors to Maui participated in enterfainment activities (95.6%). U.S. West
visitors were more likely to participate in a family restanrant/ diner (71.5%) and
lunch/ sunset/ dinner/ evening cruise (27.3%) on this island. U.S. West visitors were also more
likely to shop (94.1%) in Maui; especially in convenience stores (59.5%), hotel stores (37.5%),
designer boutiques (36.4%), and discount/ outlet stores (36%). Recreation participation (93.4%)
was especially high on Maui since visitors to Maui were more likely to go
running/ jogging/ fitness walking (46.6%) and relax at a spa (16.9%). In addition, culture
activities such as a Polynesian show/ lii‘an (32.6%0) and museums/ art galleries (27.6%) were also
more popular in Maui.

e U.S. West visitors’ participation in recreation (92.9%), shopping (95.3%), and culture (75.6%)
activities were also high on Kaua‘i. U.S. West visitors had the highest tendency to prepare
their own meal (67.8%) and shop at supermarkets (78.4%) on Kaua‘i compared to other
islands.  U.S. West visitors also had a high tendency to participate in
swimming/ sunbathing/ beach (85.7%), surfing/ body boarding (26.2%), fine dining (56.3%), a
lunch/ sunset/ dinner/ evening cruise (24%), and parks/ gardens (56.7%).

e U.S. West visitors to Hilo were more likely to visit the island’s parks/ gardens (59%)
compared to other Hawai‘l destinations. Over half of U.S. West visitors to Kona went
snorkeling/ scuba diving (60.5%) and fine dining (54.7%), while swap meets (29.5%) and bistoric
sites (48.2%) on Kona were also popular among U.S. West visitors.

e U.S. West visitors were more likely to participate in a four bus excursion on Moloka‘l
(11.9%) and Lana‘i (12.6%) compared to other islands.

e Lana‘ was the place to participate in a boat/ submarine/ whale watching tour (35.1%), a private
limousine/ van tour (18.7%), and golf (23.7%) compared to the rest of the islands.
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U.S. East (Tables 5.3 and 5.4)

In contrast to their U.S. West counterparts, U.S. East visitors were more involved in sight-

seeing activities (91.6%), such as boat/submarine/ whale watching tours (34.3%) and four bus

excursions (21.7%). In addition, U.S. East visitors were more interested in culture (86.6%)

activities; particularly in visiting historic sites (60.5%), Polynesian show/ li‘an/ hula, (50.3%) and

parks/ gardens (61.8%).

e Compared to U.S. West visitors, U.S. East visitors were more likely to shop at hote/ stores
(48%) (see Figure 20).

e Over half of the U.S. East visitors shopped at /local shops/artisans (72.3%), supermarkets
(61%), and convenience stores (61.1%).

e FEven though many U.S. East visitors had a high tendency to shop, participation showed
declines in department stores, designer boutiques, hotel stores, and discount/ontlet since 2004.
However supermartket shopping has gradually increased from 2004.

Figure 20: 2004-2008 U.S. East Statewide Shopping Participation
[Percentage of Visitors]
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e In contrast to their U.S. West counterparts, U.S. East visitors were generally more into
lounge act/ stage show (28.8%) (Figure 21).

e In 2008, the proportion of U.S. East visitors who prepared their own meal (48.6%) increased
5.8 percentage points compared to the previous year.

e Three out of five (60.9%) U.S. East visitors indulged in fine dining statewide.
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Figure 21: U.S. East Statewide Entertainment Participation: 2008 vs. 2007
[Percentage of Visitors]
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Compared to other islands, more U.S. East visitors participated in an enfertainment
(89.4%) and culture (85.4%) activity on O‘ahu. Ethic dining (34.4%) participation was
particularly more common on O‘ahu compared to other islands.

A larger proportion of U.S. East visitors participated in recreation activities (83.9%) on
Maui compared to other islands, particularly visitors were more apt to
running/ jogging/ fitness walking (31%) and spa (13%) activities on Maui. More visitors also
used Maui’s #ransportation (82.9%) and its rental cars (74.9%) compared to other islands.
U.S. East visitors tended to shop in supermarkets (53.4%), designer boutigues (35.6%), and
discount/ ontlet stores (26.1%); while U.S. East visitors also tended to participate in Maui’s
lunch/ sunset/ dinner/ evening cruise (32.5%), Polynesian show/li‘an (40.6%), museum/art gallery
(21.1%), and art/ craft fair (15.3%).

Activities such as Helicopter/ plane tours (17.9%), fine dining restaurants (54%), preparing their
own meal (42.6%), and visiting parks/ gardens (55.6%) wetre more popular on Kaua‘i among
U.S. East visitors compared to other Hawai‘l destinations.

Japan (Tables 5.5 and 5.6)

Much of their activities were concentrated on O‘ahu. Fewer Japan visitors tended to spend
time on the neighbor islands and were less likely to participate in recreation (81.4%) and culture
(74.5%) activities compared to other visitor markets. Instead, Japan visitors exceedingly
participated in Hawai?'s shopping (99%) and were also very active in entertainment (96.2%)
activities. Those that participated in enfertainment indulged in fine dining (80.2%) and a
lunch/ sunset/ dinner/ evening cruise (54.8%), while very few prepared their own meal (14.8%). Visitors

from Japan continued to be heavy users of the #v/ley (68.4%) statewide, particularly on O‘ahu
(70.3%).

Given that Japan visitors were top spenders in shopping activities, it was common to find
them shopping in all types of stores: convenience stores (78.3%), duty free shops (72.2%),
designer boutiques (61.4%), supermarkets (60.9%), department stores (56%), hotel stores (46%),
and discount/ outlet stores (41.3%). However several shopped at local shop/artisans (33.4%)
compared to other MMAs (Figure 22).
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Japan visitors preferred to shop at local shops/ artisans compared to other types of stores
(excluding supermarkets) while in Kona (35.9%), Hilo (35.6%), Maui (35%), and Kaua‘i
(30.1%).

Since 2004, the proportion of Japan visitors who shopped at duty fiee stores continued to
decline year-over-year to 72.2 percent in 2008. Moreover, fewer Japan visitors (-3.8
percentage points) shopped at hoze/ stores (46%) in 2008 compared to 2007 whereas more
visitors shopped at department stores (56%, +3.5 percentage points) and supermarkets
(60.9%, +3.5 percentage points).

Figure 22: 2004-2008 Japan Statewide Shopping Participation
[Percentage of Visitors]
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In 2008, fewer Japan visitors took a four bus excursion (43.1%, -4.7 percentage points)
compared to the previous year while more preferred se/f-guided sightseeing (57.7%, +3.2
percentage points).

Over half (53.6%) of Japan visitors went to a family restaurant/ diner compared to 49.9
percent in 2007.

Tour bus excursions were the main choice of sightseeing activity on Hilo (62.9%) and Kaua‘l
(56.5%). On O‘ahu over half (56.4%) opted for self-guided sightseeing.

Japan visitors were more likely to rent a car in Kona (33.1%) compared to other Hawai‘i
locations.

Activities such as visiting a historic site (75%), golfing (34.7%), snorkeling/ scuba diving
(25.3%), indulging in a spa (25.3%), and backpacking/ hiking/ camping (12.6%) were more
common among Japan visitors on Lana‘l compared to other islands.
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Canada (Tables 5.7 and 5.8)
Canada visitors were generally diverse in their activity participation and the most active
relative to all other MMAs during their trip to Hawai‘i. However much of their activities was
concentrated on O‘ahu and Maui. Compared to other MMAs, Canada visitors were more
likely to participate in recreation (94.6%) statewide, especially in swimming/ sunbathing/ beach
(90.1%),  snorkeling/ scuba  diving  (54.7%),  running/ jogging/ fitness  walking  (46.2%),
surfing/ bodyboarding (30.5%), and golf (16%). Culture activities such as Polynesian show/ li‘au/ hula
(49.4%), museum/ art galleries (28%), and arts/ craft fair (19.5%) were also more popular among
Canada visitors. In addition, visitors from Canada were more likely to dine in a family
restaurant/ diner (719.5%), prepare their own meal (63.4%), and/or watch a lounge act/stage show
(32.5%) statewide.
e More Canada visitors preferred boat/ submarine/ whale watching (35.8%) and self-guided tours
(80.7%) compared to other visitor markets (see Figure 23).
e In 2008, there were fewer Canada visitors who went on a four bus excursion (21.3%, -5.4
percentage points) while more went on boat/ submarine/ whale watching tours (35.8%, +4
percentage points) compared to 2007.

Figure 23: Canada Statewide Sightseeing Participation: 2008 vs. 2007
[Percentage of Visitors]
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e Visitors from Canada had a higher tendency to shop (97.9%) at supermarkets (77.8%), local
shops/ artisans (76.5%), and swap meets (40.4%).

e In 2008, more Canada visitors shopped at supermarkets (77.8%, +7.3 percentage points)
and duty free shops (15.5%, +7.3 percentage points) compared to the previous year.

e The proportion of Canada visitors who visited a fine dining restaurant (52.7%, -5.5
percentage points) and parks/gardens (60.4%, -4.9 percentage points) statewide declined
compared to 2007.

e Of%hu was the place where more Canada visitors participated in shopping (95.7%),
entertainment (93.8%), and transportation (88.1%) compared to other Hawai‘i destinations.
Three out of four Canada visitors (75.8%) ate at a family restanrant/ diner on O‘ahu, more
frequently compared to other islands. Canada visitors were also more likely to take a zour
bus excursion (32.7%), shop at swap meets (35.5%), and watch a Polynesian show/ li‘an/ hula
(42.7%) on O‘ahu.

e More Canada visitors were involved in a sightseeing (94.2%) activity on Maui compared to
the other islands, particularly in boat/submarine/ whale watching (42.3%0) and snorkeling/ scuba
diving (54.7%). The bulk of Canada visitors to Maui did their sightseeing se/f-guided
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(77.9%) and utilized a rental car (80.3%). Moreover, Maui visitors were more likely to
shop in supermartkets (14%) and designer boutiques (41.5%) compared to other islands.
Canada visitors to preferred to shop at Kauva‘t’s local shops/ artisans (74.7%) compared to
other Hawai‘l destinations.

Europe (Tables 5.9 and 5.10)

Participation in sightseeing (94.5%) activities were more common with Europe visitors
compared to most MMAs. Just like their Japan and Canada counterparts, much of their
activities were concentrated on O‘hu. In terms of recreation activities, similar to Canada

visitors, Europe visitors were more likely to go swimming/ sunbathing/ beach (91.2%) compared
to other MMAs.

Since 2004, the share of Europe visitors who participated in a four bus excursion and rode a
public bus continued to decline, while the share of visitors who participated in se/f-guided
tours continued to increase (see Figure 24).

Compared to 2007, the proportion of Europe visitors who took a zour bus excursion
(27.9%) in 2008 decreased 6.8 percentage points while those who were involved in se/f-
guided tours (79.5%) rose 7.4 percentage points.

Figure 24: 2004-2008 Europe Statewide Activity Participation
[Percentage of Visitors]
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Europe visitors had a higher tendency to patticipate in a nightclub/ dancing/ bar/ karaoke
(18.9%) compared to other visitor markets.

There were fewer visitors from Europe who watched a lounge act/ stage show (20.2%, -6.8
percentage points) compared to 2007.
Europe visitors had the highest propensity to shop at supermarkets (78%) statewide.

The percentage of visitors who shopped at hotel stores (36.8%) declined 4.9 percentage
points, while the percentage of those who shopped at supermarkets (78%, +5.5 percentage
points) and duty free shops (21%, +5.9 percentage points) increased.

117



Nearly two out of three visitors from Europe visited historical sites (69.6%, +8.2
percentage points) and/or parks/ gardens (66.6%, +5.1 percentage points), up from 2007.
O‘ahu was the place where more Europe visitors participated in shopping (96.4%),
entertainment (93%), transportation (91%), and culture (90.4%). These visitors were more
likely to shop in department stores (70.1%), convenience stores (55.6%), designer boutiques
(34.9%), and discount/ outlet stores (31%). Europe visitors were also more likely to
patticipate in night club/ bar/ karaoke (20.9%), bistoric sites (T4.1%), the public bus (42.7%),
and faxi/ limousine (40.4%) on O‘ahu compared to other islands.

Seven out of ten visitors to O‘hu (73.7%), Maui (73.6%), and Kona (73.8%); and over
half of visitors to Hilo (62.5%) and Kaua‘i (55.5%) went on se/f-guided tours.

Over three out of five Europe visitors to Maui (69.7%), O‘ahu (68.2%), Kaua‘l (67.6%),
and Kona (63.7%) shopped in supermarkets.

More FEutrope visitors on Maui participated in  sworkeling/ scuba - diving  (43.8%),
boat/ submarine/ whale watching  tours (37.2%), and expetienced ethnic dining (25.5%)
compared to other islands.

More Europe visitors took a helicopter or plane tonr on Kaua‘l (17.8%) and Hilo (14.3%)
compared to the other Hawai‘l destinations.

In addition, more Europe visitors went backpacking/ hiking/ camping (29.1%) on Kaua‘i
compared to other islands.

Three out of four Europe visitors to Kona rented a car (74.8%), more common compared
to other Hawai‘i destinations.

Oceania (Table 5.11)

Similar to Europe visitors, participation in sightseeing (94.4%) activities were very high among
visitors from Oceania. These visitors were more likely to take four bus excursion (48.5%)
compared to other MMAs. Like their Japan counterparts, Oceania visitors did not participate
in recreation activities (85%) as much as U.S., Canada, and Europe visitors. Oceania visitors
were also very active shoppers (second only to Japan visitors) and had the highest propensity
to shop in department stores (14%) and discount/ outlet stores (51.2%) statewide. Compared to
other MMAs, Oceania visitors had the highest tendency to use the public bus (58.7%) and
taxci/ limounsine (49.1%) statewide, while Oceania visitors had the lowest tendency to use rental
cars (30.3%).

More Oceania visitors on O‘hu participated in  self-guided  tours  (60.8%),
running/ jogging/ fitness walking (29%), family restaurant/ diner (72.7%), fine dining (37.3%),
historic sites (61.5%), and parks/ gardens (48.2%) compared to other Hawai‘i destinations.
Like Japan visitors, Oceania visitors did most of their shopping on O‘ahu at department
stores (715%), designer boutiques (39%), hotel stores (44.2%), swap meet (31.3%), discount/ ontlet
stores (51.8%), supermarkets (55.2%), convenience stores (14.6%), local shops/ artisans (65.7%),
and in duty free (19.4%) shops. More Oceania visitors also went to night club/ bar/ karaoke
(14.5%) on O‘ahu compared to the other islands.

A higher percentage of Oceania visitors on Maui participated in surfing/ body boarding
(31.5%), a boat/ submarine/ whale watching tour (23.4%), a lunch/ sunset/ dinner/ evening cruise
(32.2%), and a musennt/ art gallery (24.9%) compared to other islands.

More Oceania visitors to Hilo went on a helicopter or plane tour (12.1%), tour bus excursion
(53.6%), and backpacking/ hiking/ camping (40.2%) compared to other Hawai‘i destinations.
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Activity Participation by Lifestyle/Lifestages

The differentiation in Lifestyle/Lifestage segments’ behavior was due to shared preferences
and a result of the difference in visitor characteristics; such as length of stay, ratio of repeat
to first-timers, age, income, and lifestyle.

First-timers were generally more active. More First-timers across all visitor markets went
on a four bus excursion, lunch/ sunset/ dinner/ evening cruise, to historical sites, and watched a
Polynesian show/ lii‘an/ hula compared to Repeat visitors.

More First-timers from U.S. West, US. East, and Japan also went on a
boat/ submarine/ whale watching tour and snorkeling/ scuba diving compared to Repeat visitors
from these markets.

Repeat visitors from all visitor markets had a higher tendency to go running/jogging/ fitness
walking.

More Repeat visitors from U.S. East, Japan, Canada, Europe, and Oceania went on se/f
guided tours, shopped in supermarkets, and prepared their own meal compared to First-timers
among these markets.

Compared with First-time visitors, the usage of renfal cars were higher among Repeat
visitors from Japan, Canada, Europe, and Oceania.

U.S. West (Tables 5.12 and 5.13)

Family and Wedding/Honeymoon visitors had a higher tendency to participate in
swimming/ sunbathing/ beach (95.8% and 95.3%, respectively) and rental car usage (85.3% and
85.1%, respectively) compared to other lifestyles. At the same time,
Wedding/Honeymoon (76.6%) and Family (74.5%) were also more likely to shop at local
shaps/ artisans.

Morte Family visitors also went surfing/ body boarding (49%) compared to other lifestyles.
The majority of Family visitors preferred to go to a family restanrant/ diner (84.6%), prepared
their own meal (65.4%), and shopped in supermarkets (81%).

US. West Wedding/Honeymoon visitors were the most likely to participate in
snorkeling/ scuba  diving (69.8%), a lunch/ sunset/ dinner/ evening cruise (49.4%), a Polynesian
show/ li‘au/ hula (61%) compared to other lifestyles.

In 2008, more U.S. West Seniors (16.6%) and Family (16.4%) participated in go/f
compared to other lifestyles. Furthermore, Senior visitors were also more likely to
indulge in fine dining (60.4%) compared to other lifestyle segments.

U.S. East (Tables 5.14 to 5.15)

U.S. East Wedding/Honeymoon visitors were more involved in sightseeing activities
(97.7%) compared to other lifestyles, especially with boat/submarine/ whale watching
(47.5%). Wedding/Honeymoon visitors were also more likely to partake in a fine dining
restaurant (75%), lunch/ sunset/ dinner/ evening cruise (56.2%), Polynesian show/ lii‘an/ hula (77%0)
petformance, and spa (41.1%). U.S. East Wedding/Honeymoon visitors were also active
shoppers, since more of these visitors shopped in /local shop/ artisans (82.7%), convenience
stores (716.4%), hotel stores (63.6%), and department stores (54.3%) compared to other
lifestyles.
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Surfing/ body boarding (41.6%) and family restanrant/ diner (82.1%) wetre the most popular
with U.S. East Family visitors.

Young visitors wete motre active in running/jogging/ fitness  walking  (41.2%),
backpacking/ hiking/ camping (46.2%), nightclub/ dancing/ bar/ karaoke (33.4%), and preparing
their own meal (56.7%) compared to other lifestyles.

More Middle Age (62.9%), Family visitors (62.3%) and Seniors (60%) visited historical sites
compared those in other lifestyles.

Rental cars were more likely to be used by Wedding/Honeymoon (87.3%) and Family

(84.9%) visitors compared to other lifestyles, while zaxi//imousine was mote used by
Middle Age (22.3%) and Young (23.4%) visitors.

Japan (Tables 5.16 and 5.17)

Compared to other lifestyles, more Japan Wedding/Honeymoon visitors participated in
snorkeling/ scuba diving (33.5%), a lunch/ sunset/ dinner/ evening cruise (77.8%), tour bus excursion
(56.4%), and used the #rolley (83.5%). Furthermore Japan Wedding/Honeymoon visitors
were more likely to shop at hote/ stores (55.2%) and duty free shops (84.6%).

Japan Family visitors, more compared to other visitor types, participated in
swimming/ sunbathing/ beach (89.4%), a family restanrant/ diner (67.7%), and preparing their own
meal (22%0). Furthermore, Family visitors had the highest tendency to use a taxi/ limousine
(45%) and/ ot a rental car (29.3%) compared to other lifestyles.

Young visitors were more active in nightelub/ dancing/ bar/ karaoke (10.4%) and indulging in
a spa (14.4%), but fewer shopped in hotel stores (38.2%) compared to other lifestyles.
Similar to Wedding/Honeymoon visitors (86%) the majority of Young visitors (86.2%)
also indulged in fine dining.

Japan Senior visitors were the most active participants in cu/ture activities (81.2%); such as
a Polynesian show/ lii‘an/ hula (40.6%), historic sites (34.7%), and parks/ gardens (52.1%).

Public buses were used by more Senior (32.2%) and Young (29%) Japan visitors compared
to other lifestyles.

Canada (Tables 5.18 and 5.19)

Wedding/Honeymoon visitors from Canada did not participate in as many sightseeing
(83.7%), entertainment (86.5%), shopping (88.6%), and cultural (79.5%) activities compared
to other lifestyles; however, more of these visitors indulged in fine dining (68%), shopped
in hotel stores (54.3%), and duty free (33.9%) shops.

Nearly all Canada Family visitors were involved in recreation (99.3%) activities. Family
visitors were mainly involved in swimming/ sunbathing/ beach (97.4%), snorkeling/ scuba diving
(76.7%), surfing/ body boarding (53.8%), and running/jogging/ fitness walking (51.9%). These
visitors had a higher propensity to shop at supermarkets (84%), prepare their own meal
(70.4%), and use a rental car (85.5%) compared to other lifestyles.

Compared to other lifestyles, more Young visitors went backpacking/ hiking/ camping
(37.6%), on a  lunch/sunset/ dinner/ evening  cruise  (39.2%), and to a
nightclub/ dancing/ bar/ karaoke (25.4%).

Middle Age Canada visitors were more likely to shop in discount/outlet stores (45.5%)
compared to other lifestyles.

Local shops/ artisans were the most popular among Family (81.4%) and Middle Age
(78.6%) Canada visitors.
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Europe (Tables 5.20 and 5.21)

The majority of Europe Wedding/Honeymoon (61%) visitors indulged in fine dining.
More visitors from this group shopped in hotel stores (59.5%) compared to other lifestyles.
Mote Europe Family and Young visitors participated in swimming/ sunbathing/ beach,
surfing/ body boarding, and snorkeling/ scuba diving compared to other lifestyles.

A higher percentage of Family visitors also participated in running/ jogging/ fitness walking
(30.9%), a museum/ art gallery (38.7%), a Polynesian show/ li‘an/ hula (60.7%), and used a
rental car (76.1%) compared to other lifestyles. In addition, more Family visitors shopped
in designer boutigues (57.4%), swap meet (34.5%), and local shops/ artisan (89.6%).

More Young visitors participated in  backpacking/ hiking/ camping  (29%), a
nightclub/ dancing/ bar/ karaoke (39.7%), fine dining (58.4%), and preparing their own meal
(47.1%) compared to other lifestyles.

More Senior visitors went on a tour bus excursion (34.8%) compared to other lifestyles.

Oceania (Table 5.22)

Wedding/Honeymoon visitors (46.6%) did not indulge in fine dining as much as Middle
age visitors (53.5%) from Oceania; however most Wedding/Honeymoon visitors went
to a family restaurant/ diner (94.9%), convenience stores (86.7%) and supermarkets (79%).

More Family visitors went on a private limousine/ van tour (22.5%) and surfing/ body boarding
(40.7%) compared to other lifestyles. Similar to Wedding/Honeymoon visitors, the
majority of Family visitors also shopped in convenience stores (85.1%), hotel stores (66.6%),
and discount/ ontlet stores (60.4%).

Young visitors were the most active in  swimming/ sunbathing/ beach  (96%),
lunch/ sunset/ dinner/ evening cruise (33.4%), nightclub/ dancing/ bar/ karaoke (37.9%), ethnic dining
(40.7%), and parks/ gardens (66.8%) compared to other lifestyles.

Tour bus excursions (56.4%) were the most popular with Senior visitors, while public buses
were heavily used by Seniors (62.6%) and Young (60.6%) visitors from this market
compared to other lifestyles.

Similar to Japan visitors, rental car usage among Oceania visitors across all lifestyles was
also fairly low (less than 40 percent).
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Table 5.1 2008 Activity Participation — U.S. West
[Percentage of Visitors by Island]

STATE O‘AHU MAUI KAUA‘l HILO KONA [ MOLOKA‘l| LANA‘I
ALL SIGHTSEEING 84.7 80.4 88.1 78.9 94.6 87.9 88.3 90.0
Helicopter/plane tour 8.9 2.4 6.1 11.5 9.8 6.6 2.1 0.5
Boat/submarine/whale watching 24.7 8.5 35.0 21.4 4.8 19.3 21.5 35.1
Tour bus excursion 7.7 9.6 4.7 1.7 21 6.6 11.9 12.6
Private limousine/van tour 4.3 1.7 4.8 3.1 7.3 29 8.1 18.7
Self-guided 77.9 72.6 77.7 72.8 82.7 79.8 64.1 40.7
ALL RECREATION 91.4 80.1 93.4 92.9 52.6 89.9 67.8 91.3
Swimming/sunbathing/beach 84.2 70.4 88.3 85.7 321 77.9 524 711
Surfing/bodyboarding 25.7 18.2 28.0 26.2 4.5 19.9 6.1 9.4
Snorkeling/scuba diving 53.3 31.9 60.6 52.4 15.8 60.5 29.1 50.4
Jet skiing/parasailing/windsurfing 4.6 3.6 5.1 0.8 0.2 3.3 0.5 0.1
Golf 13.7 8.1 11.8 15.4 1.5 18.9 7.8 23.7
Running/jogging/fitness walking 43.6 31.8 46.6 41.3 20.5 39.9 32.8 32.1
Spa 15.2 10.2 16.9 13.3 1.9 11.8 1.2 9.7
Backpaking/hiking/camping 24.3 14.6 21.9 30.0 25.2 24.0 17.9 59
Sports event/tournament 5.1 6.5 2.8 0.6 2.6 4.7 2.6 1.0
ALL ENTERTAINMENT 95.7 91.4 95.6 96.0 67.9 92.9 75.3 74.0
Lunch/sunset/dinner/evening cruise 26.0 20.2 27.3 24.0 5.4 21.0 11.8 15.9
Lounge act/stage show 20.7 17.4 21.8 15.0 2.7 14.9 6.3 1.8
Nightclub/dancing/bar/karaoke 11.0 12.6 8.8 6.7 2.8 7.7 4.9 1.2
Fine dining 55.8 46.3 51.4 56.3 171 54.7 8.5 44.7
Family restaurant/diner 73.9 68.6 71.5 68.9 52.7 62.8 49.7 33.0
Ethnic dining 41.5 36.1 41.2 33.7 24.7 32.0 21.6 10.2
Prepared own meal 60.0 37.8 61.4 67.8 36.7 61.8 50.5 8.1
ALL SHOPPING 94.7 89.7 94.1 95.3 72.3 90.8 71.0 40.3
Department stores 39.6 45.8 30.1 28.9 16.4 30.5 0.4 0.5
Designer boutiques 35.2 27.8 36.4 28.1 5.7 31.6 21 3.2
Hotel stores 39.5 371 37.5 32.5 4.3 32.3 6.5 27.0
Swap meet 32.7 31.0 26.9 24.0 22.8 29.5 20.0 0.7
Discount/outlet stores 36.7 32.8 36.0 30.7 15.7 32.5 1.0 0.5
Supermarkets 74.1 54.0 77.3 78.4 41.2 72.3 36.1 13.5
Convenience stores 62.0 58.0 59.5 48.1 323 51.0 24.4 8.4
Duty free 8.9 10.4 3.4 1.9 0.9 1.7 0.2 0.2
Local shops/artisans 711 53.7 74.5 72.7 46.7 69.6 55.4 311
ALL CULTURE 78.3 74.6 73.9 75.6 69.5 73.6 48.4 17.8
Historic site 42.5 49.7 28.7 31.2 40.1 48.2 44.2 13.7
Museum/art gallery 25.5 16.6 27.6 20.3 25.4 24.4 9.7 6.3
Polynesian show/I0rau/hula 33.9 32.8 32.6 26.7 2.3 24.2 4.9 0.8
Play/concert 5.7 57 5.3 3.1 2.6 25 24 0.3
Art/craft fair 18.9 11.3 19.9 20.1 16.1 171 9.3 0.9
Parks/gardens 51.3 40.9 47.2 56.7 59.0 50.2 20.8 9.2
Festival 45 4.3 4.2 3.8 4.5 2.6 1.6 0.4
ALL TRANSPORTATION 88.9 84.0 88.7 90.1 71.4 86.8 55.5 34.8
Trolley 6.3 10.4 3.1 0.3 3.0 1.7 0.3 3.5
Public Bus 11.7 223 5.0 1.1 1.8 1.8 0.5 9.9
Taxi/limousine 13.3 22.9 6.2 1.8 1.4 5.8 2.6 15.9
Rental Car 79.3 59.8 84.8 88.1 67.3 81.5 53.8 7.5
MEETING 8.0 9.6 4.9 2.3 57 9.2 1.4 1.6
CONVENTION 4.1 4.6 2.8 0.9 0.2 3.3 0.2 0.8
INCENTIVE/REWARD 4.0 2.8 3.3 4.6 0.3 25 0.3 2.6
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Table 5.2 2007 Activity Participation — U.S. West
[Percentage of Visitors by Island]

STATE O‘AHU MAUI KAUA‘l HILO KONA MOLOKA‘l| LANA‘l
ALL SIGHTSEEING 85.4 82.0 85.8 91.1 90.8 84.4 88.2 73.5
Helicopter/plane tour 9.0 24 5.9 14.4 6.5 6.4 9.3 1.7
Boat/submarine/whale watching 24.7 11.9 31.6 23.6 0.8 15.0 9.2 28.7
Tour bus excursion 11.8 15.6 7.0 8.1 16.8 9.1 15.0 5.7
Private limousine/van tour 4.7 5.1 2.7 1.8 3.8 3.0 7.5 18.7
Self-guided 77.8 69.9 74.9 79.8 69.0 72.8 56.3 38.8
ALL RECREATION 89.1 79.8 87.5 88.3 454 81.4 65.0 79.0
Swimming/sunbathing/beach 81.4 7.7 791 77.9 25.7 66.2 51.6 67.3
Surfing/bodyboarding 24.8 20.5 23.8 225 4.9 13.0 11.8 15.4
Snorkeling/scuba diving 50.6 29.5 55.2 44.9 11.4 50.9 24.0 59.6
Jet skiing/parasailing/windsurfing 5.1 41 6.2 0.8 0.0 2.0 1.2 0.0
Golf 13.9 6.6 13.7 14.0 2.2 13.1 16.8 10.3
Running/jogging/fitness walking 38.1 31.9 37.2 36.4 9.2 26.5 14.1 14.9
Spa 12.4 7.0 13.4 10.9 0.8 10.2 8.5 13.2
Backpacking/hiking/camping 21.8 15.0 16.2 28.0 22.8 13.4 229 13.2
Sports event/tournament 5.0 5.8 21 21 0.7 1.7 8.4 1.7
ALL ENTERTAINMENT 94.1 90.6 90.1 89.5 59.1 81.2 80.3 56.8
Lunch/sunset/dinner/evening cruise 25.8 23.8 26.1 21.2 9.4 18.1 3.0 17.5
Lounge act/stage show 23.9 20.7 249 14.9 1.4 13.2 8.8 3.2
Nightclub/dancing/bar/karaocke 14.8 16.9 11.0 7.8 5.4 8.0 5.2 24
Fine dining 60.4 50.2 61.3 54.0 18.9 457 23.4 39.8
Family restaurant/diner 74.6 70.5 67.7 68.3 38.3 56.5 53.7 21.2
Ethnic dining 417 40.8 33.1 317 18.3 25.3 15.3 10.6
Prepared own meal 52.5 31.9 49.8 56.7 24.4 46.9 40.4 7.6
ALL SHOPPING 93.9 91.8 92.2 90.3 62.7 83.2 67.5 53.7
Department stores 42.9 48.9 311 26.4 16.1 21.7 1.8 7.2
Designer boutiques 35.0 27.3 37.6 26.0 3.0 24.6 14 4.7
Hotel stores 40.4 41.5 345 248 43 25.3 3.5 20.5
Swap meet 30.4 29.4 20.0 21.0 14.2 20.8 3.8 1.7
Discount/outlet stores 34.4 30.9 30.3 29.2 10.5 23.9 0.0 1.7
Supermarkets 65.8 44.7 67.3 64.3 29.1 51.9 331 13.5
Convenience stores 55.3 55.1 53.2 40.7 19.9 36.6 14.6 21.2
Duty free 5.7 6.3 4.0 3.3 0.4 2.1 0.0 4.9
Local shops/artisans 72.3 58.7 701 72.4 441 62.8 53.1 28.6
ALL CULTURE 80.4 75.8 73.8 76.3 60.0 66.5 67.2 31.8
Historic site 56.6 52.4 44.8 49.1 36.5 55.2 64.5 247
Museum/art gallery 30.5 25.6 31.1 222 14.4 18.7 18.1 12.3
Polynesian show/luau/hula 41.0 37.9 37.2 28.0 2.8 21.2 16.0 3.5
Play/concert 5.9 41 71 21 0.9 1.7 5.2 1.7
Art/craft fair 18.9 10.1 18.2 20.8 7.9 12.7 17.4 3.1
Parks/gardens 53.6 46.3 42.7 53.9 48.9 38.3 32.8 24.8
Festival 5.9 5.4 3.8 3.9 1.7 24 3.6 34
ALL TRANSPORTATION 86.9 81.5 87.0 85.0 57.4 74.9 53.1 37.0
Trolley 7.7 12.0 2.9 1.0 1.4 1.8 0.0 3.2
Public Bus 12.3 20.7 3.2 3.6 34 2.7 0.0 9.2
Taxi/limousine 14.4 21.0 6.0 4.0 2.6 7.4 1.4 12.8
Rental Car 76.7 57.6 82.6 81.1 52.4 67.8 51.7 19.7
MEETING 7.5 9.1 2.9 2.9 3.3 4.1 2.3 0.0
CONVENTION 3.8 3.2 2.6 1.1 0.0 2.0 0.0 1.8
INCENTIVE/REWARD 3.4 1.9 2.8 2.5 0.5 1.7 0.0 0.0
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Table 5.3 2008 Activity Participation — U.S. East
[Percentage of Visitors by Island]

STATE O‘AHU MAUI KAUA‘I HILO KONA [ MOLOKA‘| LANA‘
ALL SIGHTSEEING 91.6 87.0 92.6 81.7 93.1 89.5 88.0 89.7
Helicopter/plane tour 15.2 3.5 8.5 17.9 11.8 11.4 3.0 0.8
Boat/submarine/whale watching 34.3 17.8 36.7 23.6 0.7 20.1 20.5 16.5
Tour bus excursion 21.7 22.6 20.6 16.1 39.0 221 11.3 8.2
Private limousine/van tour 6.2 3.8 4.0 2.0 3.3 4.6 2.0 71
Self-guided 78.1 69.6 72.6 61.5 54.5 63.6 58.7 62.2
ALL RECREATION 90.1 78.1 83.9 82.3 38.8 71.3 56.2 79.5
Swimming/sunbathing/beach 82.4 69.7 76.6 74.7 20.1 58.5 42,7 60.8
Surfing/bodyboarding 19.5 15.8 15.5 14.8 0.6 9.0 3.0 4.5
Snorkeling/scuba diving 47.5 29.8 47.4 33.9 5.6 36.9 23.8 35.8
Jet skiing/parasailing/windsurfing 5.2 4.3 5.3 1.0 2.0 1.5 0.0 0.0
Golf 11.5 5.1 10.1 10.4 1.0 121 12.5 16.2
Running/jogging/fitness walking 35.5 28.4 31.0 29.9 8.6 27.9 18.8 21.6
Spa 13.5 8.7 13.0 10.5 0.0 8.9 1.2 9.7
Backpaking/hiking/camping 23.4 15.7 18.3 22.6 17.6 14.0 16.2 26.3
Sports event/tournament 4.0 3.3 2.6 0.6 0.1 3.4 2.0 0.7
ALL ENTERTAINMENT 94.8 89.4 85.7 81.9 56.4 77.2 62.2 59.2
Lunch/sunset/dinner/evening cruise 32.0 23.1 325 25.6 7.8 17.6 6.0 29.3
Lounge act/stage show 28.8 23.5 26.7 17.3 5.0 11.0 8.2 1.1
Nightclub/dancing/bar/karaoke 14.6 15.5 7.7 59 1.4 8.4 5.0 2.6
Fine dining 60.9 51.2 50.8 54.0 12.8 46.7 8.6 33.7
Family restaurant/diner 73.0 65.9 58.9 58.2 42.8 52.3 53.2 18.0
Ethnic dining 41.3 34.4 32.8 30.5 13.2 23.0 9.8 3.3
Prepared own meal 48.6 31.4 41.7 42.6 17.6 34.8 37.7 5.4
ALL SHOPPING 94.5 89.0 88.6 84.2 52.6 79.5 58.9 49.9
Department stores 41.3 42.6 27.9 19.2 5.7 21.0 1.3 0.5
Designer boutiques 36.2 28.3 35.6 23.4 6.6 17.9 1.9 21
Hotel stores 48.0 46.1 35.5 28.5 25 23.8 8.3 24.5
Swap meet 30.6 29.1 14.8 15.2 9.8 20.5 9.0 0.4
Discount/outlet stores 34.7 29.9 26.1 25.5 8.2 20.9 1.7 0.5
Supermarkets 61.0 41.2 53.4 53.4 17.9 42.0 354 22.9
Convenience stores 61.1 61.1 46.4 39.1 231 40.6 16.6 5.3
Duty free 10.3 10.8 2.2 1.8 0.6 1.7 0.1 0.0
Local shops/artisans 72.3 57.2 65.8 64.7 36.9 58.9 49.2 15.7
ALL CULTURE 86.6 85.4 78.2 771 62.4 61.3 55.0 45.3
Historic site 60.5 69.2 35.7 36.2 33.2 39.5 36.1 38.8
Museum/art gallery 25.3 20.1 211 15.8 11.0 12.4 7.6 2.7
Polynesian show/ld'au/hula 50.3 39.9 40.6 34.6 4.2 19.0 3.8 3.4
Play/concert 6.0 3.9 6.9 4.6 0.1 1.3 1.3 0.7
Art/craft fair 15.9 8.8 15.3 14.0 3.6 7.9 9.2 1.1
Parks/gardens 61.8 50.1 50.9 55.6 51.4 45.4 41.9 28.6
Festival 4.7 4.4 22 2.1 0.6 2.0 3.0 0.3
ALL TRANSPORTATION 86.3 79.7 82.9 79.2 49.0 68.5 48.0 62.6
Trolley 7.2 7.9 4.2 2.0 22 4.0 0.3 3.2
Public Bus 15.7 21.5 5.7 24 1.8 2.6 1.1 27.0
Taxi/limousine 19.1 25.1 7.3 5.5 2.7 4.8 1.3 8.5
Rental Car 73.3 56.6 74.9 72.2 42.8 62.3 46.0 28.4
MEETING 10.0 9.3 4.2 3.5 2.0 6.3 21.8 1.5
CONVENTION 7.0 5.7 3.7 2.0 0.1 4.6 0.2 1.1
INCENTIVE/REWARD 4.0 2.5 2.5 2.2 0.0 3.1 0.1 5.7
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Table 5.4 2007 Activity Participation — U.S. East
[Percentage of Visitors by Island]

STATE O‘AHU MAUI KAUA'I HILO KONA MOLOKA‘lI| LANA‘
ALL SIGHTSEEING 92.2 88.7 91.7 94.3 90.8 88.3 87.5 72.7
Helicopter/plane tour 16.2 2.7 9.3 231 1.7 8.3 17.3 0.0
Boat/submarine/whale watching 34.2 141 35.0 27.9 23 20.1 5.0 17.5
Tour bus excursion 22.8 25.2 18.3 18.1 341 214 22.2 16.9
Private limousine/van tour 8.4 5.9 4.9 3.2 4.7 4.6 5.0 19.7
Self-guided 80.4 70.6 70.9 69.6 49.2 61.6 50.8 30.4
ALL RECREATION 89.6 76.3 81.0 74.5 321 67.6 34.1 58.5
Swimming/sunbathing/beach 82.7 69.8 721 64.8 15.5 53.4 27.3 40.1
Surfing/bodyboarding 17.6 1.9 16.0 12.3 1.5 7.7 3.0 2.2
Snorkeling/scuba diving 45.8 24.3 45.0 31.8 5.3 36.7 14.2 30.4
Jet skiing/parasailing/windsurfing 3.7 23 3.0 0.3 0.5 23 0.0 3.0
Golf 12.3 5.5 10.2 121 0.6 8.1 5.2 16.1
Running/jogging/fitness walking 36.1 28.4 30.1 25.2 10.4 20.5 24.0 13.3
Spa 13.2 6.7 10.4 8.3 0.6 9.8 0.0 13.4
Backpacking/hiking/camping 25.1 16.8 171 24.0 13.7 13.7 15.2 7.4
Sports event/tournament 41 3.4 1.9 0.8 0.4 1.8 0.0 2.7
ALL ENTERTAINMENT 94.4 88.6 84.0 78.2 45.2 725 60.0 45.9
Lunch/sunset/dinner/evening cruise 30.9 231 25.6 22.5 8.9 19.2 9.0 14.9
Lounge act/stage show 29.5 22.8 242 13.4 3.4 12.2 7.0 5.5
Nightclub/dancing/bar/karaoke 15.5 15.7 9.3 6.7 1.2 7.0 0.0 8.1
Fine dining 64.1 52.7 52.9 44.7 111 36.9 13.6 26.6
Family restaurant/diner 73.2 63.3 60.1 54.4 33.1 47.9 42.7 18.6
Ethnic dining 41.6 35.8 27.0 241 8.8 20.2 11.8 34
Prepared own meal 42.8 26.7 32.0 32.7 12.0 27.5 33.5 8.0
ALL SHOPPING 95.0 88.4 87.8 82.7 52.5 80.5 52.4 53.9
Department stores 44.0 41.6 271 19.8 9.3 22.5 0.0 3.5
Designer boutiques 36.3 27.0 32.1 20.8 3.1 19.8 6.8 4.6
Hotel stores 48.1 44.2 32.1 21.7 3.9 25.2 16.3 15.6
Swap meet 32.9 29.5 15.6 18.0 8.3 17.9 13.6 0.0
Discount/outlet stores 36.0 291 26.2 21.7 11.4 221 13.0 4.5
Supermarkets 58.6 35.0 51.0 447 13.1 36.6 19.3 6.8
Convenience stores 57.3 52.2 45.3 38.1 12.8 31.5 15.2 19.6
Duty free 5.9 5.4 1.9 24 0.4 2.8 0.0 1.4
Local shops/artisans 721 56.1 64.2 62.1 34.1 57.2 38.2 38.1
ALL CULTURE 87.7 82.9 75.8 77.5 62.7 68.4 60.7 45.3
Historic site 64.5 62.8 42.3 45.3 36.4 49.9 54.0 33.6
Museum/art gallery 30.6 24.2 242 14.8 9.0 144 9.7 8.9
Polynesian show/luau/hula 53.5 41.0 411 29.0 1.1 23.8 5.3 4.3
Play/concert 6.8 4.5 6.3 2.3 0.4 23 4.2 0.0
Art/craft fair 16.0 7.4 14.5 13.5 2.8 7.8 16.9 5.3
Parks/gardens 61.2 50.3 46.6 52.9 46.0 37.9 24.8 19.7
Festival 5.3 4.8 2.6 1.4 0.8 2.0 4.4 0.0
ALL TRANSPORTATION 87.1 79.3 80.2 75.6 43.8 64.7 40.0 37.7
Trolley 9.0 10.9 4.0 2.6 1.8 2.6 0.0 0.0
Public Bus 14.8 20.0 4.0 2.8 2.7 2.3 0.0 13.4
Taxi/limousine 20.3 25.0 6.5 2.7 3.7 7.0 5.2 12.0
Rental Car 75.1 53.1 73.0 70.0 35.7 57.7 34.8 13.9
MEETING 8.6 8.6 27 2.4 0.6 2.8 4.7 0.0
CONVENTION 6.9 6.3 1.9 1.8 0.2 3.5 0.0 0.0
INCENTIVE/REWARD 4.9 2.1 3.3 2.1 0.0 3.7 25 4.9
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Table 5.5 2008 Activity Participation — Japan
[Percentage of Visitors by Island]

STATE O‘AHU MAUI KAUA‘I HILO KONA MOLOKA‘I LANA‘I
ALL SIGHTSEEING 91.7 89.5 89.1 96.8 93.7 91.8 100.0 55.5
Helicopter/plane tour 3.8 2.1 6.4 8.5 8.2 4.4 34.7 0.0
Boat/submarine/whale watching 17.8 171 9.4 13.4 0.9 5.4 0.0 0.0
Tour bus excursion 43.1 38.3 46.2 56.5 62.6 46.4 42.2 20.8
Private limousine/van tour 15.5 13.6 6.8 5.5 8.1 18.8 23.1 0.0
Self-guided 57.7 56.4 36.9 33.8 21.0 36.5 23.1 34.7
ALL RECREATION 81.4 79.9 47.2 38.0 14.5 56.1 0.0 79.2
Swimming/sunbathing/beach 66.8 65.6 35.6 28.5 6.8 39.6 0.0 57.1
Surfing/bodyboarding 7.4 7.3 4.5 1.6 0.3 1.4 0.0 0.0
Snorkeling/scuba diving 19.3 18.3 11.0 13.5 0.0 10.5 0.0 253
Jet skiing/parasailing/windsurfing 41 4.1 2.4 0.0 0.0 0.2 0.0 0.0
Golf 8.8 7.0 11.4 9.4 3.8 15.0 0.0 34.7
Running/jogging/fitness walking 22.0 21.3 9.3 8.9 5.7 10.8 0.0 0.0
Spa 8.8 8.3 5.6 24 1.0 4.5 0.0 25.3
Backpaking/hiking/camping 7.2 6.8 2.2 4.2 2.6 3.2 0.0 12.6
Sports event/tournament 4.1 4.1 0.3 0.0 0.3 0.8 0.0 0.0
ALL ENTERTAINMENT 96.2 96.2 73.5 62.5 59.0 81.1 57.8 79.2
Lunch/sunset/dinner/evening cruise 54.8 54.1 271 19.8 16.2 34.2 23.1 44.5
Lounge act/stage show 241 23.4 12.7 8.0 2.4 10.6 11.6 0.0
Nightclub/dancing/bar/karaoke 5.8 5.7 1.8 1.7 0.9 21 0.0 0.0
Fine dining 80.2 79.6 54.5 45.5 41.4 64.9 23.1 44.5
Family restaurant/diner 53.6 52.9 25.2 241 19.2 28.9 0.0 41.3
Ethnic dining 14.8 14.2 9.6 24 25 7.5 0.0 0.0
Prepared own meal 14.8 12.7 171 14.4 7.7 15.4 0.0 12.6
ALL SHOPPING 99.0 99.2 68.1 59.2 52.7 81.8 34.7 47.4
Department stores 56.0 57.4 8.1 2.4 5.3 5.0 0.0 0.0
Designer boutiques 61.4 62.5 14.5 1.4 2.9 13.0 0.0 221
Hotel stores 46.0 44.7 16.8 12.8 6.1 30.8 0.0 47.4
Swap meet 14.4 13.7 6.1 0.8 5.3 4.0 0.0 0.0
Discount/outlet stores 41.3 41.3 9.7 5.6 7.6 121 0.0 0.0
Supermarkets 60.9 58.3 30.7 31.7 16.3 45.4 11.6 12.6
Convwenience stores 78.3 79.2 28.8 16.5 10.8 28.9 0.0 0.0
Duty free 72.2 73.7 9.4 5.2 3.1 14.7 0.0 0.0
Local shops/artisans 334 27.7 35.0 30.1 35.6 35.9 231 12.6
ALL CULTURE 74.5 73.0 421 44.0 46.4 459 34.7 31.8
Historic site 26.9 25.0 16.4 19.7 24.1 21.5 222 75.0
Museum/art gallery 15.1 14.2 8.1 3.9 10.7 5.1 0.0 0.0
Polynesian show/Itrau/hula 34.0 33.2 12.8 14.4 2.3 13.4 0.0 19.2
Play/concert 2.1 2.0 0.9 1.6 1.5 0.8 0.0 0.0
Art/craft fair 3.1 2.8 3.0 24 2.0 1.0 0.0 0.0
Parks/gardens 48.2 46.4 26.1 16.8 30.0 23.4 11.6 31.8
Festival 6.2 5.8 25 1.6 3.1 1.3 11.6 0.0
ALL TRANSPORTATION 94.3 94.7 49.8 40.4 22.6 59.3 23.1 41.3
Trolley 68.4 70.3 7.3 0.0 0.5 9.2 0.0 19.2
Public Bus 27.2 27.6 8.5 4.8 22 0.6 0.0 0.0
Taxi/limousine 41.2 40.4 18.9 6.9 8.6 23.6 11.6 221
Rental Car 18.0 14.6 26.5 29.4 13.3 33.1 11.6 0.0
MEETING 1.7 1.2 0.9 0.8 1.7 0.6 0.0 0.0
CONVENTION 1.1 0.9 0.3 0.0 0.0 0.3 0.0 0.0
INCENTIVE/REWARD 2.8 2.6 2.1 3.5 0.5 1.3 11.6 0.0
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Table 5.6 2007 Activity Participation — Japan
[Percentage of Visitors by Island]

STATE O‘AHU MAUI KAUA'I HILO KONA MOLOKA‘I| LANA‘
ALL SIGHTSEEING 92.3 88.7 93.4 96.6 97.0 92.9 100.0 100.0
Helicopter/plane tour 3.9 2.0 5.0 4.1 71 4.4 71.3 0.0
Boat/submarine/whale watching 18.2 16.9 12.5 71 0.6 5.2 0.0 0.0
Tour bus excursion 47.8 39.7 57.4 69.7 69.1 52.3 0.0 249
Private limousine/van tour 17.8 15.4 5.2 5.6 10.3 15.9 0.0 41.6
Self-guided 54.5 52.8 32.5 213 19.1 315 28.7 33.5
ALL RECREATION 80.5 77.8 43.8 28.1 14.6 54.0 42.7 75.1
Swimming/sunbathing/beach 65.9 63.6 30.0 18.8 9.0 38.8 42.7 33.5
Surfing/bodyboarding 71 6.9 2.1 5.0 0.7 1.3 0.0 0.0
Snorkeling/scuba diving 18.4 17.0 8.8 5.2 1.2 10.6 0.0 0.0
Jet skiing/parasailing/windsurfing 4.2 41 1.7 0.0 0.0 0.5 0.0 0.0
Golf 9.0 7.4 8.8 8.8 0.5 9.7 0.0 75.1
Running/jogging/fitness walking 19.1 18.1 12.8 4.4 23 10.0 0.0 0.0
Spa 8.5 7.3 4.0 0.0 0.3 8.4 0.0 0.0
Backpacking/hiking/camping 7.9 71 1.9 3.0 3.8 4.3 0.0 0.0
Sports event/tournament 3.1 2.9 1.8 0.0 0.2 1.0 0.0 0.0
ALL ENTERTAINMENT 96.0 96.0 74.8 55.9 57.3 79.7 42.7 75.1
Lunch/sunset/dinner/evening cruise 59.3 58.5 30.1 15.4 16.1 30.6 0.0 335
Lounge act/stage show 25.7 24.6 10.3 1.9 3.3 10.7 0.0 0.0
Nightclub/dancing/bar/karaoke 6.5 6.5 21 0.0 0.4 1.6 0.0 0.0
Fine dining 81.6 81.0 58.0 36.3 36.0 61.8 42.7 75.1
Family restaurant/diner 49.9 48.5 243 18.8 17.2 25.7 0.0 0.0
Ethnic dining 14.4 13.2 6.4 8.0 3.6 6.7 0.0 0.0
Prepared own meal 12.7 10.6 10.3 10.0 5.1 11.4 0.0 0.0
ALL SHOPPING 99.1 99.2 68.8 48.5 48.3 79.9 28.7 0.0
Department stores 52.5 54.3 5.5 1.0 23 2.6 0.0 0.0
Designer boutiques 59.4 60.6 14.3 0.0 2.0 11.3 0.0 0.0
Hotel stores 49.8 47.3 19.6 9.1 5.6 38.2 0.0 0.0
Swap meet 15.0 14.2 5.0 0.6 3.0 6.4 0.0 0.0
Discount/outlet stores 41.0 40.6 11.2 10.9 8.2 10.6 0.0 0.0
Supermarkets 57.4 53.7 29.9 17.2 15.6 35.9 28.7 0.0
Convenience stores 78.2 78.7 27.3 12.6 6.8 271 28.7 0.0
Duty free 75.7 76.8 7.6 1.1 35 15.1 0.0 0.0
Local shops/artisans 33.8 25.6 36.1 27.4 29.4 31.7 28.7 0.0
ALL CULTURE 74.4 72.7 455 451 48.3 46.9 28.7 100.0
Historic site 28.8 24.6 21.9 26.2 27.5 27.2 28.7 24.9
Museum/art gallery 17.9 16.7 9.4 2.2 8.7 4.1 0.0 0.0
Polynesian show/luau/hula 36.4 35.5 10.6 6.2 43 12.9 0.0 0.0
Play/concert 1.8 1.7 0.9 0.0 0.0 0.3 0.0 0.0
Art/craft fair 22 1.9 0.6 1.2 1.2 0.9 0.0 0.0
Parks/gardens 48.7 46.1 25.0 30.5 28.1 22.9 28.7 100.0
Festival 6.0 5.8 0.7 0.8 1.8 1.2 0.0 0.0
ALL TRANSPORTATION 94.2 94.0 42.9 26.7 23.0 52.3 28.7 75.1
Trolley 68.2 70.3 4.7 0.7 0.8 71 0.0 0.0
Public Bus 25.0 24.9 8.8 0.9 35 1.8 0.0 0.0
Taxi/limousine 43.3 41.9 13.4 8.3 8.2 18.7 0.0 75.1
Rental Car 17.4 12.7 20.5 16.8 11.5 29.8 28.7 0.0
MEETING 2.0 1.6 1.3 0.0 0.3 0.8 0.0 0.0
CONVENTION 1.3 0.9 0.0 0.0 0.0 0.8 0.0 0.0
INCENTIVE/REWARD 2.8 2.4 0.7 0.5 0.8 0.9 0.0 0.0

127




Table 5.7 2008 Activity Participation — Canada
[Percentage of Visitors by Island]

STATE O‘AHU MAUI KAUA'I HILO KONA MOLOKA‘I LANA‘I
ALL SIGHTSEEING 92.4 88.9 94.2 83.2 92.5 91.3 93.6 81.0
Helicopter or plane tour 14.2 2.4 11.1 17.7 11.6 6.9 3.0 3.0
Boat/submarine/whale watching 35.8 16.3 42.3 20.8 0.5 20.4 26.9 17.8
Tour bus excursion 213 32.7 11.2 12.5 29.9 18.9 12.9 15.5
Private limousine/van tour 8.6 8.7 4.2 1.9 7.6 3.3 1.2 7.1
Self-guided 80.7 69.3 77.9 64.6 54.0 74.2 78.2 45.6
ALL RECREATION 94.6 84.2 89.0 78.5 38.7 78.3 84.5 77.8
Swimming/sunbathing/beach 90.1 78.9 84.2 73.0 19.0 70.1 60.7 43.8
Surfing/bodyboarding 30.5 18.5 30.4 21.8 1.4 16.8 23.8 18.8
Snorkeling/scuba diving 54.7 325 54.7 40.7 8.8 43.3 38.7 49.0
Jet skiing/parasailing/windsurfing 3.3 0.9 2.8 0.9 0.1 1.8 1.2 0.0
Golf 16.0 5.8 15.2 16.3 1.3 13.5 12.4 16.4
Running/jogging/fitness walking 46.2 36.1 42.7 35.0 9.3 31.8 28.9 19.1
Spa 12.4 8.3 9.2 8.7 0.4 8.5 0.6 8.0
Backpacking/hiking/camping 21.9 14.5 15.0 23.4 18.9 134 13.9 9.3
Sports event or tournament 7.2 8.1 2.9 1.3 0.1 3.8 2.5 0.0
ALL ENTERTAINMENT 97.3 93.8 89.7 81.4 51.9 80.4 59.0 57.8
Lunch/sunset/dinner/evening cruise 29.4 231 26.8 20.6 8.9 21.0 7.8 24.2
Lounge act/stage show 32.5 27.3 27.9 22.6 2.7 15.8 10.1 2.7
Nightclub/dancing/bar/karaoke 13.6 14.5 8.2 5.6 0.7 6.9 1.8 1.6
Fine dining 52.7 48.7 40.7 40.0 11.8 40.0 13.4 241
Family restaurant/diner 79.5 75.8 66.7 59.6 41.6 60.9 34.4 16.5
Ethnic dining 38.0 29.2 37.6 19.8 6.8 23.4 12.2 4.0
Prepared own meal 63.4 37.6 57.1 55.4 15.2 50.1 53.6 14.5
ALL SHOPPING 97.9 95.7 92.9 90.9 55.0 86.3 7.7 54.5
Department stores 65.6 67.0 49.8 441 9.9 34.0 1.8 2.2
Designer boutiques 44.3 39.6 41.5 25.4 5.6 24.9 2.2 2.7
Hotel stores 41.5 44.0 31.0 213 2.9 23.5 1.7 19.8
Swap meet 40.4 35.5 32.0 21.5 1.1 25.4 14.3 0.0
Discount/outlet stores 39.9 39.9 31.9 21.2 10.8 24.3 2.4 1.1
Supermarkets 77.8 53.5 74.0 63.4 16.9 57.9 45.5 8.2
Convenience stores 70.3 69.8 57.3 45.0 20.0 47.0 30.6 4.9
Duty free 15.5 15.7 7.0 5.3 0.3 4.1 0.0 1.1
Local shops/artisans 76.5 61.0 71.3 74.7 33.8 65.6 63.3 41.3
ALL CULTURE 86.9 81.1 80.0 74.5 56.8 71.4 55.2 22.8
Historic site 53.2 54.5 37.0 35.8 36.4 48.7 48.2 38.5
Museum/art gallery 28.0 20.4 26.4 20.7 11.6 13.5 171 2.9
Polynesian show/I0rau/hula 49.4 42.7 40.4 34.5 3.0 25.6 13.3 3.3
Play/concert 8.9 7.7 6.7 3.1 0.6 4.3 2.5 0.7
Art/craft fair 19.5 11.0 17.6 16.1 9.4 10.7 11.9 3.3
Parks/gardens 60.4 54.1 52.4 53.2 40.5 44.4 24.4 11.8
Festival 5.4 3.9 3.4 2.7 0.4 2.2 1.2 0.0
ALL TRANSPORTATION 92.4 88.1 85.7 75.2 51.8 74.7 49.7 22.5
Trolley 13.0 21.7 2.9 0.3 2.7 71 0.0 3.2
Public Bus 23.6 44.8 5.3 4.1 4.0 1.5 0.6 8.1
Taxi/limousine 25.7 42.6 8.5 4.4 2.5 7.2 4.8 7.3
Rental Car 75.2 42.8 80.3 70.9 43.7 67.8 45.5 8.5
MEETING 3.9 25 1.7 0.9 0.3 1.4 0.6 2.9
CONVENTION 6.3 3.5 4.2 2.0 0.1 4.4 0.0 0.7
INCENTIVE/REWARD 3.7 1.5 2.1 1.9 0.5 1.9 0.0 1.8
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Table 5.8 2007 Activity Participation — Canada
[Percentage of Visitors by Island]

STATE O‘AHU MAUI KAUA‘l HILO KONA MOLOKA‘l| LANA‘l
ALL SIGHTSEEING 93.2 86.7 92.2 92.7 91.8 91.0 82.2 86.7
Helicopter or plane tour 14.5 2.6 5.9 19.3 9.3 6.3 6.4 4.6
Boat/submarine/whale watching 31.8 12.9 29.7 211 2.4 17.7 4.4 12.3
Tour bus excursion 26.7 29.6 21.2 28.1 421 23.4 38.3 41.2
Private limousine/van tour 9.3 6.0 4.9 5.0 8.8 5.2 3.2 8.0
Self-guided 81.0 66.2 69.8 59.6 41.0 61.7 34.2 329
ALL RECREATION 93.5 81.7 77.8 69.3 33.0 67.8 53.8 55.4
Swimming/sunbathing/beach 87.8 74.8 70.7 58.8 14.1 51.7 46.1 30.4
Surfing/bodyboarding 29.6 20.7 24.5 12.9 1.5 12.4 0.0 1.1
Snorkeling/scuba diving 50.7 30.8 43.4 26.9 6.6 33.9 31.8 14.4
Jet skiing/parasailing/windsurfing 3.3 2.0 23 0.8 0.3 1.0 0.0 0.0
Golf 14.0 4.5 12.2 9.7 0.6 10.0 12.2 17.6
Running/jogging/fitness walking 431 34.9 34.2 28.4 11.5 26.8 20.2 13.5
Spa 8.5 4.5 6.2 4.2 0.4 3.2 0.0 24
Backpacking/hiking/camping 22.6 13.6 14.4 20.0 14.8 13.0 175 1.1
Sports event or tournament 5.7 6.0 2.6 0.6 0.3 1.2 0.0 0.0
ALL ENTERTAINMENT 95.0 88.2 78.4 63.9 38.0 63.1 53.3 29.5
Lunch/sunset/dinner/evening cruise 28.3 22.8 21.4 20.5 9.3 14.8 5.6 6.0
Lounge act/stage show 30.5 259 20.6 134 3.2 11.8 23.7 4.2
Nightclub/dancing/bar/karaoke 12.4 11.8 7.2 4.4 1.0 3.2 6.1 0.0
Fine dining 58.2 46.5 43.5 324 9.2 29.9 21.7 9.1
Family restaurant/diner 76.7 70.6 55.3 41.5 25.3 43.7 41.4 13.7
Ethnic dining 35.8 30.5 21.6 15.9 5.1 14.6 17.2 5.3
Prepared own meal 59.3 36.3 475 38.2 9.1 36.4 44.2 5.1
ALL SHOPPING 97.3 92.9 87.7 79.0 57.4 79.9 64.3 447
Department stores 65.5 62.7 38.3 33.7 15.0 32.0 0.0 5.7
Designer boutiques 43.7 36.9 35.3 15.0 3.2 17.0 0.0 49
Hotel stores 43.0 42.0 24.0 13.9 25 17.3 4.4 7.0
Swap meet 39.9 34.6 20.8 16.1 6.2 22.0 11.7 1.4
Discount/outlet stores 38.4 34.5 253 16.7 7.7 171 6.3 1.2
Supermarkets 70.5 47.7 54.7 40.8 13.7 424 42.0 3.9
Convenience stores 68.7 68.0 49.5 34.3 17.8 39.5 20.0 6.5
Duty free 8.2 9.5 3.2 1.3 0.6 1.2 0.0 0.0
Local shops/artisans 76.9 61.3 65.4 61.2 34.6 57.8 46.8 29.5
ALL CULTURE 88.7 82.2 73.4 72.0 54.7 63.8 53.6 35.3
Historic site 60.8 53.3 42.2 40.7 30.8 46.1 50.4 25.8
Museum/art gallery 31.9 20.1 26.3 16.5 7.8 15.9 22.8 15.7
Polynesian show/luau/hula 53.1 45.8 32.5 24.6 24 17.4 9.7 1.9
Play/concert 6.7 5.5 5.5 23 0.3 1.6 7.6 1.9
Art/craft fair 17.4 10.5 12.6 121 2.7 9.5 12.8 1.1
Parks/gardens 65.3 53.0 48.0 50.7 40.5 40.7 349 12.7
Festival 5.1 4.6 1.2 2.6 0.3 2.6 0.0 1.6
ALL TRANSPORTATION 92,5 86.9 79.2 63.5 38.6 58.2 53.8 20.6
Trolley 15.3 214 4.7 1.7 1.9 2.6 0.0 34
Public Bus 29.1 43.1 71 24 2.8 1.4 5.9 11.3
Taxi/limousine 28.6 36.7 8.4 6.5 3.2 5.5 10.5 23
Rental Car 73.4 45.6 70.0 56.9 31.3 53.3 41.8 4.7
MEETING 2.7 1.4 1.4 1.0 0.0 0.9 0.0 0.0
CONVENTION 4.2 3.3 23 0.6 0.3 1.2 0.0 0.0
INCENTIVE/REWARD 2.9 1.2 2.1 1.6 0.3 1.4 0.0 1.3
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Table 5.9 2008 Activity Participation — Europe

[Percentage of Visitors by Island]

STATE O‘AHU MAUI KAUA‘I HILO KONA MOLOKA'I LANA‘I
ALL SIGHTSEEING 94.5 91.3 95.1 76.4 94.1 94.3 97.3 91.5
Helicopter or plane tour 14.8 1.9 6.3 17.8 14.3 10.0 71 1.5
Boat/submarine/whale watching 31.9 15.3 37.2 13.1 24 15.7 23.6 25.1
Tour bus excursion 27.9 26.7 13.0 11.3 221 14.2 18.8 24.8
Private limousine/van tour 14.0 9.6 121 10.4 10.8 11.8 241 31.6
Self-guided 79.5 73.7 73.6 55.5 62.5 73.8 38.0 27.9
ALL RECREATION 94.2 89.1 83.7 84.5 43.2 75.5 35.9 51.5
Swimming/sunbathing/beach 91.2 85.9 77.7 76.0 26.4 64.2 23.4 40.2
Surfing/bodyboarding 23.9 20.3 17.7 10.0 2.0 7.1 1.3 3.7
Snorkeling/scuba diving 46.0 324 43.8 30.2 8.8 35.1 12.4 29.9
Jet skiing/parasailing/windsurfing 3.4 2.4 3.6 0.3 0.0 0.3 0.0 0.0
Golf 8.5 54 5.7 10.2 0.7 1.8 0.3 8.2
Running/jogging/fitness walking 221 18.0 19.3 19.8 9.2 15.1 10.1 12.2
Spa 11.2 8.1 6.1 9.0 1.0 5.0 0.0 17.2
Backpacking/hiking/camping 17.8 8.6 18.0 29.1 22.8 20.4 13.6 1.4
Sports event or tournament 4.7 3.7 2.3 0.8 0.9 3.1 1.0 41
ALL ENTERTAINMENT 95.2 93.0 84.7 82.9 56.2 80.3 49.5 41.8
Lunch/sunset/dinner/evening cruise 40.0 34.4 28.0 27.2 13.1 241 2.3 15.1
Lounge act/stage show 20.2 13.2 16.4 9.0 1.4 9.3 2.5 4.8
Nightclub/dancing/bar/karaoke 18.9 20.9 6.1 5.8 3.0 4.9 2.7 5.9
Fine dining 50.6 43.9 33.2 35.1 10.6 29.6 5.7 26.2
Family restaurant/diner 65.7 61.0 48.4 50.1 33.6 52.9 17.4 12.6
Ethnic dining 28.5 19.4 25.5 14.3 7.4 16.7 3.4 3.9
Prepared own meal 37.2 24.4 31.0 354 26.8 33.9 39.0 3.0
ALL SHOPPING 98.0 96.4 91.6 86.9 65.5 86.6 57.2 57.1
Department stores 69.5 70.1 41.5 33.0 20.1 30.2 8.4 55
Designer boutiques 38.3 34.9 254 13.2 9.0 12.6 0.3 1.2
Hotel stores 36.8 32.5 21.6 20.2 2.2 18.5 4.6 14.5
Swap meet 25.7 247 9.6 7.5 5.7 11.4 22 0.0
Discount/outlet stores 31.7 31.0 15.4 10.2 2.4 12.5 2.0 0.0
Supermarkets 78.0 68.2 69.7 67.6 32.7 63.7 28.1 8.0
Convwenience stores 53.3 55.6 28.9 26.9 16.3 29.1 6.0 2.9
Duty free 21.0 20.6 7.1 5.0 24 3.4 0.3 0.8
Local shops/artisans 71.3 58.8 61.1 62.6 30.8 53.1 46.6 45.2
ALL CULTURE 92.4 90.4 71.3 76.4 59.4 70.3 30.7 21.6
Historic site 69.6 74.1 32.2 31.2 28.8 49.0 26.8 13.1
Museum/art gallery 26.6 22.7 18.0 14.4 13.7 11.1 5.3 3.5
Polynesian show/I0rau/hula 454 37.7 24.7 18.2 2.7 19.5 2.6 5.3
Play/concert 8.2 7.7 3.3 2.1 0.6 1.2 1.3 2.6
Art/cratft fair 12.7 8.8 8.3 9.6 4.3 4.9 1.0 6.0
Parks/gardens 66.6 56.3 48.5 58.8 46.2 44.4 19.7 8.1
Festival 55 5.1 22 1.3 0.2 1.6 0.3 0.0
ALL TRANSPORTATION 93.6 91.0 86.6 80.4 63.2 82.6 32.1 29.5
Trolley 171 18.2 6.4 2.3 0.2 3.8 0.0 4.2
Public Bus 35.9 42.7 10.6 2.2 2.6 1.6 0.3 5.6
Taxi/limousine 37.1 40.4 14.8 7.7 24 9.6 2.0 11.2
Rental Car 64.7 45.7 73.5 73.8 59.7 74.8 30.8 10.4
MEETING 4.5 3.4 2.0 1.6 1.1 3.2 0.3 1.9
CONVENTION 6.0 4.9 1.4 1.7 0.2 4.0 0.0 0.0
INCENTIVE/REWARD 2.8 1.3 2.7 4.6 2.1 3.0 0.0 13.3
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Table 5.10 2007 Activity Participation — Europe
[Percentage of Visitors by Island]

STATE O‘AHU MAUI KAUA'I HILO KONA MOLOKA‘I| LANA‘
ALL SIGHTSEEING 95.2 91.2 93.6 96.3 94.0 92.1 83.5 89.2
Helicopter or plane tour 19.5 5.9 10.0 258 13.0 12.0 0.0 3.2
Boat/submarine/whale watching 31.6 14.0 32.9 24.2 27 16.6 3.1 24.0
Tour bus excursion 34.7 37.5 17.8 17.8 247 19.0 13.0 18.6
Private limousine/van tour 16.0 1.7 15.3 10.6 121 10.3 25 71
Self-guided 721 63.4 68.3 68.2 59.6 69.4 69.9 51.5
ALL RECREATION 91.3 84.5 84.7 77.5 43.5 70.5 63.3 59.9
Swimming/sunbathing/beach 88.4 81.3 78.3 70.0 25.5 62.9 51.6 47.3
Surfing/bodyboarding 21.2 18.2 15.9 9.5 21 5.9 3.7 0.0
Snorkeling/scuba diving 42.2 26.6 40.8 31.7 8.5 37.3 14.6 23.4
Jet skiing/parasailing/windsurfing 41 1.9 5.6 0.1 0.3 1.5 0.0 0.0
Golf 5.8 22 6.6 5.5 0.6 4.3 0.0 8.0
Running/jogging/fitness walking 25.9 19.7 224 16.9 8.8 16.8 10.8 13.5
Spa 9.6 6.5 6.2 4.9 0.9 5.7 0.0 3.2
Backpacking/hiking/camping 19.2 9.3 19.0 25.6 23.7 19.4 16.6 10.6
Sports event or tournament 5.9 4.9 2.0 0.8 0.9 4.1 0.0 4.4
ALL ENTERTAINMENT 94.2 90.5 84.6 82.0 56.4 76.4 54.2 55.3
Lunch/sunset/dinner/evening cruise 36.0 30.5 31.6 26.7 13.7 20.6 5.8 8.1
Lounge act/stage show 27.0 20.5 18.3 15.0 1.1 8.0 2.0 6.4
Nightclub/dancing/bar/karacke 19.5 20.0 12.0 4.7 4.0 5.8 0.0 4.4
Fine dining 54.3 43.7 46.0 371 12.5 327 1.6 241
Family restaurant/diner 68.6 63.7 52.9 49.5 33.9 47.8 17.2 19.6
Ethnic dining 29.3 22.7 20.6 19.2 6.5 13.2 10.1 2.0
Prepared own meal 37.4 241 36.3 35.6 16.4 25.7 37.2 9.5
ALL SHOPPING 97.6 94.8 88.6 83.4 60.1 80.9 56.8 46.3
Department stores 66.7 67.9 40.3 28.7 17.9 26.8 10.2 7.7
Designer boutiques 37.4 35.8 25.0 9.3 4.7 10.2 0.0 6.3
Hotel stores 41.7 39.4 21.7 16.2 2.6 14.9 2.7 14.9
Swap meet 23.4 21.0 11.1 6.8 5.9 9.0 0.0 0.0
Discount/outlet stores 327 31.8 18.3 15.9 6.3 10.4 0.0 0.0
Supermarkets 72.5 60.2 65.3 59.9 34.1 53.5 31.7 15.5
Convenience stores 491 47.8 32.2 27.0 14.4 23.7 17.8 6.9
Duty free 15.1 14.6 6.5 4.7 1.3 3.0 0.0 0.0
Local shops/artisans 71.3 60.4 59.7 52.9 29.1 47.8 33.8 26.5
ALL CULTURE 87.0 83.8 71.1 66.1 54.0 67.3 31.0 26.2
Historic site 61.4 57.1 39.1 37.3 26.9 52.0 25.3 9.1
Museum/art gallery 28.2 22.8 22.0 9.1 11.4 11.7 6.2 3.2
Polynesian show/luau/hula 49.3 41.1 299 26.4 21 15.5 0.0 2.4
Play/concert 9.8 8.5 5.2 2.8 22 1.6 5.2 0.0
Art/craft fair 10.8 6.2 9.8 6.9 2.6 3.5 5.4 0.0
Parks/gardens 61.5 54.9 457 44.3 39.0 36.0 8.8 17.0
Festival 6.4 6.2 2.2 0.9 0.8 1.3 2.0 0.0
ALL TRANSPORTATION 91.6 88.8 82.3 79.3 59.5 73.7 63.4 27.7
Trolley 20.7 23.5 6.2 24 0.7 5.2 0.0 8.9
Public Bus 36.5 44.8 10.4 5.0 3.5 2.8 0.0 6.0
Taxi/limousine 38.5 40.5 18.6 12.3 4.7 9.9 7.3 7.3
Rental Car 57.4 37.3 65.6 68.9 52.1 64.4 58.7 14.4
MEETING 4.4 3.4 1.2 1.8 0.3 1.3 0.0 1.7
CONVENTION 4.8 4.7 0.8 0.4 0.3 1.4 0.0 0.0
INCENTIVE/REWARD 1.8 0.6 1.1 0.7 0.0 0.6 0.0 0.0
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Table 5.11 2008 Activity Participation — Oceania

[Percentage of Visitors by Island]

STATE | O‘AHU MAUI KAUA‘I HILO KONA |MOLOKA‘l[ LANA‘
ALL SIGHTSEEING 94.4 90.9 771 87.3 96.2 72.6 92.6 72.4
Helicopter or plane tour 6.2 2.4 5.8 6.8 12.1 8.7 0.0 0.0
Boat/submarine/whale watching 18.6 14.8 234 8.5 3.0 12.2 3.7 17.2
Tour bus excursion 48.5 45.8 19.7 44.6 53.6 23.3 31.0 34.5
Private limousine/van tour 10.3 9.7 5.3 4.2 5.6 3.1 3.7 13.8
Self-guided 64.4 60.8 55.7 42.3 37.6 51.2 57.9 20.7
ALL RECREATION 85.0 83.0 84.9 72.2 53.9 70.6 33.2 41.4
Swimming/sunbathing/beach 76.6 75.3 77.6 36.1 14.2 36.0 29.5 27.6
Surfing/bodyboarding 22.0 18.8 31.5 9.3 0.6 3.2 0.0 0.0
Snorkeling/scuba diving 20.8 15.1 19.3 15.7 6.5 41.6 111 6.9
Jet skiing/parasailing/windsurfing 1.8 1.0 2.7 0.0 0.0 0.9 0.0 0.0
Golf 4.6 3.3 5.3 24 2.8 6.0 0.0 13.8
Running/jogging/fitness walking 30.5 29.0 19.0 18.1 12.7 16.6 18.5 6.9
Spa 10.4 9.5 54 3.9 1.2 4.2 0.0 0.0
Backpacking/hiking/camping 6.9 3.4 1.2 36.2 40.2 5.6 7.4 0.0
Sports event or tournament 3.3 2.9 1.6 0.3 0.0 0.5 0.0 0.0
ALL ENTERTAINMENT 96.4 95.7 86.1 45.3 36.7 57.9 36.9 48.3
Lunch/sunset/dinner/evening cruise 23.9 20.6 32.2 6.7 5.0 11.9 7.4 13.8
Lounge act/stage show 19.3 17.5 15.3 3.9 1.4 7.4 3.7 13.8
Nightclub/dancing/bar/karaoke 14.5 14.5 3.3 2.3 1.4 4.4 0.0 0.0
Fine dining 39.7 37.3 31.1 16.1 11.3 21.3 14.8 27.6
Family restaurant/diner 741 72.7 50.6 31.6 251 38.5 221 20.7
Ethnic dining 22.0 20.3 16.8 10.8 5.8 8.8 0.0 0.0
Prepared own meal 26.5 22.8 25.1 18.1 12.7 14.9 25.8 0.0
ALL SHOPPING 97.6 97.6 72.3 47.7 37.4 59.1 53.2 41.4
Department stores 74.0 75.0 29.9 16.8 10.4 19.8 23.7 6.9
Designer boutiques 39.8 39.0 25.8 11.3 4.0 6.3 23.7 6.9
Hotel stores 46.2 44.2 21.5 6.7 2.0 14.5 3.7 0.0
Swap meet 32.4 31.3 11.1 71 12.5 11.9 3.7 6.9
Discount/outlet stores 51.2 51.8 19.8 8.1 4.4 14.9 3.7 6.9
Supermarkets 57.9 55.2 35.2 27.3 16.8 29.2 221 13.8
Convenience stores 74.4 74.6 41.2 19.6 17.6 35.3 14.8 20.7
Duty free 19.5 19.4 5.7 1.7 0.0 2.2 0.0 0.0
Local shops/artisans 68.6 65.7 49.3 30.1 25.8 34.6 45.8 27.6
ALL CULTURE 83.1 82.9 65.0 69.0 37.1 41.8 31.4 31.0
Historic site 59.9 61.5 14.6 20.1 21.2 19.7 14.8 66.7
Museum/art gallery 16.8 13.0 24.9 6.7 11.5 7.7 7.4 0.0
Polynesian show/IT0rau/hula 47.6 42.6 29.2 39.9 0.6 12.0 0.0 6.9
Play/concert 4.9 4.7 1.1 1.3 1.0 1.6 3.7 0.0
Art/craft fair 5.1 3.8 4.7 6.8 4.7 2.9 0.0 0.0
Parks/gardens 49.4 48.2 21.9 22.5 26.9 27.7 16.6 241
Festival 3.1 2.7 1.1 0.6 1.1 0.5 3.7 0.0
ALL TRANSPORTATION 94.0 93.8 63.1 45.6 39.0 55.4 55.0 345
Trolley 35.5 35.0 15.6 8.2 4.8 15.2 25.5 0.0
Public Bus 58.7 60.2 12.4 1.9 8.1 3.5 0.0 27.6
Taxi/limousine 49.1 49.1 22.5 4.2 6.3 17.7 3.7 6.9
Rental Car 30.3 23.8 34.6 33.8 22.4 33.6 29.5 6.9
MEETING 2.0 1.1 0.7 1.1 0.0 0.7 3.7 6.9
CONVENTION 1.3 0.4 1.2 0.3 0.3 1.6 0.0 0.0
INCENTIVE/REWARD 1.2 0.6 0.0 1.6 0.3 0.9 3.7 0.0
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Table 5.12 2008 Activity Participation by Lifestyle — U.S. West
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
moon Family Young age Seniors timers visitors
ALL SIGHTSEEING 93.0 88.0 85.4 79.7 85.5 94.6 83.0
Helicopter or plane tour 27.4 71 8.0 7.3 10.5 12.7 8.3
Boat/submarine/whale watching 32.7 29.5 25.3 21.6 22.9 35.6 22.8
Tour bus excursion 17.6 6.5 6.3 4.8 10.6 16.1 6.2
Private limousine/van tour 11.0 4.4 2.6 2.9 5.5 7.0 3.8
Self-guided 78.2 82.0 80.8 74.5 76.5 86.1 76.5
ALL RECREATION 98.0 97.8 94.6 90.9 85.7 95.1 90.8
Swimming/sunbathing/beach 95.3 95.8 90.6 80.5 75.7 89.9 83.2
Surfing/bodyboarding 34.1 49.0 29.7 18.8 12.4 22.5 26.2
Snorkeling/scuba diving 69.8 66.2 64.4 50.9 40.5 67.1 50.9
Jet skiing/parasailing/windsurfing 9.7 6.7 6.6 2.2 3.8 5.0 4.5
Golf 6.5 16.4 5.6 12.0 16.6 5.9 15.0
Running/jogging/fitness walking 32.0 46.6 39.9 42.9 44.2 35.2 45.0
Spa 20.7 20.4 17.1 14.4 11.0 10.3 16.0
Backpacking/hiking/camping 28.6 24.8 401 26.2 16.1 32.2 22.9
Sports event or tournament 7.9 6.0 7.4 4.0 4.2 5.0 5.1
ALL ENTERTAINMENT 98.1 97.4 98.1 94.7 94.0 97.9 95.3
Lunch/sunset/dinner/evening cruise 49.4 254 34.9 22.6 24.0 35.6 24.3
Lounge act/stage show 42.9 21.2 26.9 16.4 19.9 36.5 18.0
Nightclub/dancing/bar/karaoke 7.3 6.7 29.3 10.1 8.3 12.1 10.9
Fine dining 54.6 50.0 54.3 56.1 60.4 49.6 56.9
Family restaurant/diner 79.9 84.6 76.5 67.7 69.8 75.0 73.7
Ethnic dining 42.2 44.8 53.0 39.3 36.6 46.7 40.6
Prepared own meal 61.7 65.4 56.4 55.7 60.9 57.8 60.4
ALL SHOPPING 97.8 97.2 95.4 94.0 93.0 97.3 94.3
Department stores 40.9 36.7 47.8 38.1 39.7 40.4 39.5
Designer boutiques 33.3 38.2 45.3 34.9 29.8 34.5 35.4
Hotel stores 42.6 43.6 33.7 40.0 38.1 36.6 40.0
Swap meet 33.8 37.3 38.5 27.7 31.3 35.8 32.2
Discount/outlet stores 28.6 41.5 31.3 35.1 37.2 39.5 36.2
Supermarkets 77.8 81.0 71.3 70.4 73.0 74.4 74.0
Conwvenience stores 74.5 62.6 71.5 64.2 55.4 64.1 61.7
Duty free 14.8 6.6 18.9 10.6 5.0 12.4 8.3
Local shops/artisans 76.6 74.5 63.2 72.7 69.9 76.1 70.2
ALL CULTURE 92.3 82.9 78.9 741 771 93.9 75.6
Historic site 43.0 44.6 40.1 41.0 43.0 59.2 39.6
Museum/art gallery 14.3 25.4 24.6 22.0 29.7 28.7 25.0
Polynesian show/ld'au/hula 61.0 46.3 39.9 26.4 26.6 61.8 29.1
Play/concert 9.0 2.7 8.5 5.0 7.2 5.9 5.7
Art/craft fair 13.2 17.3 13.9 20.4 21.0 19.6 18.7
Parks/gardens 55.1 52.4 50.1 49.8 51.8 56.4 50.4
Festival 4.4 4.6 4.0 4.4 4.8 5.8 43
ALL TRANSPORTATION 91.4 90.8 83.5 89.3 89.0 91.3 88.5
Trolley 1.7 5.8 6.6 8.2 5.2 7.4 6.1
Public Bus 14.3 9.7 20.0 9.6 11.5 21.6 10.0
Taxi/limousine 7.7 11.2 17.8 14.9 12.3 13.0 13.3
Rental Car 85.1 85.3 68.4 77.6 80.1 79.8 79.3
MEETING 0.0 4.5 8.9 121 7.6 4.1 8.7
CONVENTION 0.0 1.4 6.7 6.0 3.9 4.8 4.0
INCENTIVE/REWARD 7.4 4.4 4.4 4.1 3.1 4.6 3.8
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Table 5.13 2007 Activity Participation by Lifestyle — U.S. West
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
moon Family Young age Seniors timers visitors
ALL SIGHTSEEING 88.3 88.6 85.0 82.9 85.0 91.7 83.7
Helicopter or plane tour 9.9 8.1 7.2 10.5 9.1 8.5 9.2
Boat/submarine/whale watching 325 27.6 23.6 26.2 214 32.2 22.7
Tour bus excursion 12.3 9.3 12.0 11.3 13.9 23.3 8.8
Private limousine/van tour 5.7 41 2.7 4.3 6.3 71 4.1
Self-guided 77.9 80.2 79.7 76.8 76.3 81.0 77.0
ALL RECREATION 941 96.5 93.5 90.2 80.9 91.7 88.4
Swimming/sunbathing/beach 89.5 94.8 89.2 79.3 69.9 84.8 80.5
Surfing/bodyboarding 24.7 45.0 33.7 19.7 11.3 251 24.7
Snorkeling/scuba diving 67.6 66.8 57.5 51.6 34.4 57.8 48.7
Jet skiing/parasailing/windsurfing 4.6 8.4 6.3 4.7 2.7 7.8 4.4
Golf 6.8 13.5 7.1 15.0 16.7 7.3 15.7
Running/jogging/fitness walking 31.5 41.9 34.5 38.9 36.8 26.9 41.0
Spa 21.2 14.0 12.7 13.0 10.0 10.5 13.0
Backpacking/hiking/camping 36.1 22.5 36.8 241 12.4 32.1 19.1
Sports event or tournament 3.0 41 5.2 5.4 5.4 6.3 4.7
ALL ENTERTAINMENT 97.6 96.5 94.7 94.1 91.9 93.9 94.2
Lunch/sunset/dinner/evening cruise 42.5 271 32.2 23.7 22.4 33.7 23.7
Lounge act/stage show 34.5 275 21.3 21.7 23.2 27.3 23.0
Nightclub/dancing/bar/karaoke 15.5 9.6 29.8 17.4 10.3 17.8 14.0
Fine dining 65.7 59.0 58.1 63.9 59.2 55.8 61.6
Family restaurant/diner 83.3 85.1 74.6 69.4 70.5 72.7 751
Ethnic dining 53.1 41.2 51.8 41.9 36.9 43.5 41.2
Prepared own meal 55.3 58.1 52.7 48.8 51.4 45.0 54.5
ALL SHOPPING 97.7 95.9 95.2 92.7 92.5 94.7 93.6
Department stores 42.3 45.2 44.4 411 42.3 40.6 43.6
Designer boutiques 354 40.1 34.9 35.9 30.9 36.8 34.6
Hotel stores 47.6 46.0 37.3 40.5 371 43.8 39.5
Swap meet 33.8 31.0 33.7 29.6 29.0 32.2 29.9
Discount/outlet stores 31.1 35.2 30.4 33.6 36.4 37.0 33.7
Supermarkets 72.0 69.8 65.5 63.8 64.1 57.6 68.0
Convenience stores 65.3 58.7 67.1 54.5 48.0 56.1 55.1
Duty free 8.1 6.2 8.1 5.4 4.4 8.5 5.0
Local shops/artisans 69.5 73.9 70.9 72.3 72.2 74.1 71.9
ALL CULTURE 91.2 85.4 79.2 78.0 78.4 89.6 78.0
Historic site 56.8 62.3 51.3 53.7 57.0 66.4 54.0
Museum/art gallery 245 294 25.6 29.7 34.3 31.7 30.2
Polynesian show/luau/hula 59.0 54.3 42.6 33.4 35.6 58.8 36.3
Play/concert 5.8 4.7 6.1 5.0 7.3 5.3 6.0
Art/craft fair 18.7 17.1 12.0 16.6 24.7 15.3 19.8
Parks/gardens 56.1 55.7 51.3 53.6 52.9 58.9 52.2
Festival 1.5 5.9 5.2 5.1 7.2 5.6 6.0
ALL TRANSPORTATION 92.6 90.1 80.0 88.0 86.2 87.2 86.9
Trolley 6.7 9.0 8.7 6.9 7.3 10.7 7.0
Public Bus 1.7 11.7 14.5 11.9 12.2 18.2 10.8
Taxi/limousine 16.0 13.0 16.9 16.4 12.7 18.6 13.3
Rental Car 84.8 83.4 64.2 77.7 75.7 71.6 78.1
MEETING 0.0 5.1 6.6 12.4 6.4 5.3 8.1
CONVENTION 0.9 3.0 5.0 5.2 3.1 3.9 3.8
INCENTIVE/REWARD 2.6 2.6 3.5 4.7 2.9 3.2 3.4
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Table 5.14 2008 Activity Participation by Lifestyle — U.S. East
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
moon Family Young age Seniors timers visitors
ALL SIGHTSEEING 97.7 91.7 89.7 91.6 91.3 95.2 89.2
Helicopter or plane tour 14.2 19.3 8.5 14.1 17.1 18.5 13.0
Boat/submarine/whale watching 47.5 37.8 25.4 34.6 33.9 39.9 30.6
Tour bus excursion 27.4 15.4 11.1 22.2 28.4 33.2 14.3
Private limousine/van tour 10.4 6.4 1.5 6.9 6.8 6.7 5.9
Self-guided 81.5 78.9 83.4 78.0 74.8 74.7 80.2
ALL RECREATION 100.0 96.5 96.4 91.6 81.1 92.9 88.2
Swimming/sunbathing/beach 92.0 94.5 93.0 84.6 68.1 85.9 80.2
Surfing/bodyboarding 24.8 41.6 20.5 17.7 8.2 21.2 18.3
Snorkeling/scuba diving 66.1 64.2 62.3 47.8 29.0 51.9 44.6
Jet skiing/parasailing/windsurfing 13.9 11.2 3.3 4.5 2.3 5.2 5.2
Golf 7.6 111 6.5 12.4 13.6 8.1 13.7
Running/jogging/fitness walking 39.8 31.6 41.2 37.5 32.4 32.6 37.3
Spa 41.1 11.2 16.4 13.4 9.1 12.4 14.2
Backpacking/hiking/camping 42.8 241 46.2 21.0 12.3 29.1 19.6
Sports event or tournament 2.5 2.1 4.5 6.2 2.8 3.7 4.1
ALL ENTERTAINMENT 99.2 98.7 96.7 93.7 92.4 94.2 95.2
Lunch/sunset/dinner/evening cruise 56.2 26.7 32.3 30.3 32.3 37.6 28.2
Lounge act/stage show 38.5 19.9 25.9 32.5 29.8 36.8 23.6
Nightclub/dancing/bar/karaoke 17.8 5.2 33.4 18.0 7.7 16.5 13.4
Fine dining 75.0 49.8 60.4 65.7 60.3 60.8 61.0
Family restaurant/diner 78.1 82.1 75.7 71.3 67.8 70.3 74.7
Ethnic dining 51.7 40.7 47.7 38.5 39.9 44.0 39.6
Prepared own meal 40.8 51.7 56.7 471 45.9 41.4 53.2
ALL SHOPPING 98.0 97.3 96.3 94.8 91.4 95.9 93.6
Department stores 54.3 39.0 41.2 41.6 40.1 39.3 42.6
Designer boutiques 40.5 41.8 35.6 38.0 31.2 37.5 354
Hotel stores 63.6 51.7 37.6 50.2 46.1 46.8 48.8
Swap meet 41.0 31.8 39.9 28.3 26.3 30.8 30.4
Discount/outlet stores 34.6 34.7 32.9 36.0 34.4 31.5 36.8
Supermarkets 70.1 65.0 67.7 61.6 54.1 56.1 64.2
Conwvenience stores 76.4 62.1 76.1 62.6 50.3 60.9 61.2
Duty free 19.2 7.3 19.4 10.6 6.4 12.3 9.1
Local shops/artisans 82.7 72.0 74.0 74.2 68.5 76.5 69.6
ALL CULTURE 93.6 87.6 84.0 89.2 83.7 92.9 82.5
Historic site 55.5 62.3 56.5 62.9 60.0 72.2 52.9
Museum/art gallery 27.2 24.2 243 24.6 26.7 24.9 25.7
Polynesian show/IG'au/hula 77.0 54.0 52.4 45.6 47.8 65.4 40.5
Play/concert 2.5 5.7 4.4 5.2 8.3 5.8 6.2
Art/craft fair 18.2 14.2 10.5 17.1 17.7 13.9 17.2
Parks/gardens 64.7 62.5 67.3 65.2 55.4 65.4 59.4
Festival 6.8 2.2 4.4 6.2 4.4 4.8 4.6
ALL TRANSPORTATION 93.9 91.1 82.1 87.7 83.0 84.5 87.4
Trolley 5.7 5.9 3.3 7.8 9.2 8.3 6.5
Public Bus 13.6 12.6 15.0 17.2 16.6 15.5 15.9
Taxi/limousine 12.2 16.0 23.4 22.3 171 22.8 16.7
Rental Car 87.3 84.9 72.8 73.2 65.2 71.5 74.4
MEETING 0.5 3.1 11.6 16.5 8.4 8.5 11.0
CONVENTION 0.5 4.6 5.7 10.3 6.7 7.8 6.4
INCENTIVE/REWARD 7.8 1.5 4.2 6.3 2.6 4.9 3.5
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Table 5.15 2007 Activity Participation by Lifestyle — U.S. East
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
moon Family Young age Seniors timers visitors
ALL SIGHTSEEING 95.3 92.9 95.5 90.3 91.6 94.9 89.9
Helicopter or plane tour 294 11.8 10.1 17.0 17.9 20.0 12.9
Boat/submarine/whale watching 51.9 35.4 313 34.0 31.6 37.9 31.0
Tour bus excursion 31.7 14.7 14.8 20.0 31.4 32.4 14.6
Private limousine/van tour 8.3 6.8 6.2 8.7 10.0 10.4 6.7
Self-guided 79.7 83.1 85.4 80.6 76.9 80.2 80.6
ALL RECREATION 96.7 96.2 96.3 91.5 80.1 91.0 88.3
Swimming/sunbathing/beach 92.3 94.9 92.7 83.7 69.1 85.3 80.5
Surfing/bodyboarding 15.6 36.5 27.5 13.1 7.2 17.8 17.5
Snorkeling/scuba diving 63.0 59.8 59.5 46.2 28.9 49.2 42.8
Jet skiing/parasailing/windsurfing 6.5 4.2 3.5 4.7 2.2 3.9 3.6
Golf 5.5 13.9 7.9 14.2 12.5 9.5 14.7
Running/jogging/fitness walking 20.8 38.1 40.4 36.9 33.7 32.3 39.3
Spa 231 14.5 16.9 14.1 8.4 12.8 13.5
Backpacking/hiking/camping 34.0 26.9 43.5 28.6 12.7 29.8 211
Sports event or tournament 2.8 3.8 5.2 4.6 3.6 4.3 3.9
ALL ENTERTAINMENT 96.6 96.5 97.6 95.1 91.0 94.5 94.3
Lunch/sunset/dinner/evening cruise 39.8 241 32.4 33.4 30.7 36.7 26.1
Lounge act/stage show 41.9 31.0 28.5 27.4 28.6 33.6 26.0
Nightclub/dancing/bar/karaoke 27.2 8.4 311 18.1 9.5 18.6 12.8
Fine dining 68.3 56.9 70.3 67.5 62.4 64.7 63.7
Family restaurant/diner 711 86.3 76.5 70.9 66.5 71.2 74.9
Ethnic dining 50.7 45.6 50.5 43.0 33.2 423 411
Prepared own meal 36.8 50.5 48.5 40.8 39.0 36.3 48.3
ALL SHOPPING 97.1 98.0 97.5 94.2 92.7 95.6 94.5
Department stores 43.4 42.8 471 451 42.7 43.9 44.0
Designer boutiques 40.1 37.3 45.4 37.4 30.7 36.4 36.2
Hotel stores 50.5 48.8 51.9 48.3 45.8 48.6 47.7
Swap meet 36.1 35.2 34.5 33.7 29.6 30.2 35.1
Discount/outlet stores 30.8 34.8 29.8 40.1 36.3 36.0 36.0
Supermarkets 56.6 66.8 62.0 59.5 52.0 51.6 64.5
Convenience stores 60.0 59.2 68.9 59.8 49.2 57.3 57.3
Duty free 4.7 8.2 10.8 5.9 2.8 6.2 5.6
Local shops/artisans 751 74.3 721 74.3 68.3 73.8 70.6
ALL CULTURE 92.8 91.3 85.4 86.8 86.4 91.3 84.8
Historic site 68.4 67.0 62.3 63.7 63.7 70.9 59.0
Museum/art gallery 32.7 33.5 27.6 32.4 27.9 30.3 30.9
Polynesian show/luau/hula 71.5 59.5 53.2 49.2 50.9 63.7 45.0
Play/concert 10.8 4.6 5.9 7.5 7.0 5.8 7.6
Art/craft fair 17.2 14.5 10.0 18.3 16.9 11.9 19.5
Parks/gardens 60.6 64.9 59.4 61.4 59.6 61.8 60.6
Festival 23 4.5 4.4 5.4 6.5 3.9 6.4
ALL TRANSPORTATION 95.1 89.1 85.2 87.2 85.1 87.3 87.0
Trolley 10.7 5.6 9.8 10.6 8.9 10.9 7.3
Public Bus 17.0 10.4 14.2 13.7 18.1 17.5 12.5
Taxi/limousine 24.9 17.0 21.4 20.5 21.0 241 17.2
Rental Car 81.1 81.7 72.6 75.3 70.9 72.8 771
MEETING 3.2 5.8 8.6 14.8 5.7 8.0 9.1
CONVENTION 24 7.9 9.4 7.6 5.6 7.3 6.6
INCENTIVE/REWARD 3.1 5.3 6.0 6.3 3.3 6.0 3.9
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Table 5.16 2008 Activity Participation by Lifestyle — Japan
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
moon Family Young age Seniors timers visitors
ALL SIGHTSEEING 92.7 92.5 91.7 90.6 91.9 94.5 90.3
Helicopter or plane tour 2.7 3.4 1.9 3.4 5.8 3.8 3.7
Boat/submarine/whale watching 23.4 21.5 15.8 15.1 171 241 14.6
Tour bus excursion 56.4 37.8 40.9 38.6 46.7 56.1 36.6
Private limousine/van tour 17.4 14.4 15.0 14.2 16.9 18.6 13.9
Self-guided 51.2 59.7 59.7 60.3 55.3 49.7 61.7
ALL RECREATION 87.4 93.6 87.3 78.5 71.4 78.6 82.8
Swimming/sunbathing/beach 79.3 89.4 75.9 61.3 49.0 65.9 67.2
Surfing/bodyboarding 9.6 12.9 10.3 7.2 1.9 5.9 8.1
Snorkeling/scuba diving 33.5 25.4 28.6 16.6 7.4 23.1 17.3
Jet skiing/parasailing/windsurfing 13.8 3.1 6.1 2.8 1.1 5.9 3.2
Golf 3.7 5.6 4.0 9.3 14.9 4.7 10.9
Running/jogging/fitness walking 14.7 17.7 18.9 23.4 27.7 18.7 23.7
Spa 1.7 6.7 14.4 9.4 5.3 7.8 9.3
Backpacking/hiking/camping 8.5 7.7 71 6.2 7.6 7.3 7.2
Sports event or tournament 1.8 21 3.7 4.9 5.8 3.1 4.7
ALL ENTERTAINMENT 99.1 98.5 97.2 96.2 93.3 97.4 95.7
Lunch/sunset/dinner/evening cruise 77.8 50.1 60.6 46.1 53.7 69.2 47.6
Lounge act/stage show 311 22.3 20.1 20.0 28.7 29.4 21.5
Nightclub/dancing/bar/karaoke 6.0 3.0 10.4 5.9 4.8 5.7 5.9
Fine dining 86.0 84.8 86.2 79.7 72.3 81.2 79.6
Family restaurant/diner 51.2 67.7 52.6 53.2 47.3 50.1 55.4
Ethnic dining 9.5 16.3 12.0 15.5 17.0 1.3 16.6
Prepared own meal 2.5 22.0 10.7 14.8 17.9 5.7 19.4
ALL SHOPPING 100.0 99.6 98.8 99.6 97.7 98.8 99.1
Department stores 69.5 57.5 69.7 56.4 41.8 54.4 56.8
Designer boutiques 67.7 63.6 66.5 62.6 53.7 58.8 62.7
Hotel stores 55.2 50.7 38.2 43.5 46.3 49.0 44.4
Swap meet 10.9 14.9 14.9 13.8 15.7 11.3 15.9
Discount/outlet stores 37.7 41.2 43.0 44.2 39.1 36.5 43.8
Supermarkets 49.5 65.1 66.8 64.4 56.2 51.3 65.7
Conwenience stores 84.3 83.3 83.4 79.8 68.6 79.1 77.9
Duty free 84.6 71.2 77.3 72.9 64.5 72.6 721
Local shops/artisans 32.0 32.8 35.0 34.6 32.2 30.8 34.7
ALL CULTURE 73.9 73.1 69.5 71.7 81.2 79.2 72.2
Historic site 23.9 241 211 25.0 34.7 32.3 241
Museum/art gallery 10.7 13.7 10.7 16.3 19.0 13.2 16.1
Polynesian show/IG'au/hula 371 33.3 30.6 28.4 40.6 43.5 29.3
Play/concert 1.6 21 1.7 2.0 2.8 1.6 2.4
Art/craft fair 2.1 2.8 1.6 3.8 3.8 2.4 3.4
Parks/gardens 47.0 49.2 45.3 45.8 52.1 48.4 48.1
Festival 3.7 4.5 5.1 7.7 7.2 3.8 7.3
ALL TRANSPORTATION 97.9 96.9 96.9 93.9 90.3 93.6 94.7
Trolley 83.5 68.3 77.2 68.7 57.3 74.5 65.3
Public Bus 13.9 24.9 29.0 27.8 32.2 19.5 31.1
Taxi/limousine 42.0 45.0 36.6 39.2 43.1 39.9 41.8
Rental Car 11.3 29.3 16.0 18.8 14.4 10.4 21.8
MEETING 0.7 0.9 1.3 2.4 2.0 1.7 1.7
CONVENTION 0.3 0.9 0.9 1.3 1.5 1.2 1.1
INCENTIVE/REWARD 0.6 1.6 1.2 4.2 3.9 3.6 2.4
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Table 5.17 2007 Activity Participation by Lifestyle — Japan
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
moon Family Young age Seniors timers visitors
ALL SIGHTSEEING 93.9 89.6 93.8 91.8 92.9 95.5 89.9
Helicopter or plane tour 4.6 2.2 2.3 4.1 5.2 4.2 3.7
Boat/submarine/whale watching 18.3 20.7 19.4 15.3 18.7 22.1 15.1
Tour bus excursion 61.9 37.5 42.4 411 56.8 59.2 38.9
Private limousine/van tour 19.0 18.4 15.9 15.4 20.2 21.0 15.3
Self-guided 49.5 56.4 59.4 59.1 48.4 47.3 60.1
ALL RECREATION 88.8 92.9 88.7 81.6 65.3 77.9 82.6
Swimming/sunbathing/beach 78.0 87.6 77.2 64.1 45.0 64.0 67.5
Surfing/bodyboarding 10.7 12.5 9.9 6.5 1.7 5.0 8.7
Snorkeling/scuba diving 20.6 255 27.6 16.5 6.8 20.7 16.6
Jet skiing/parasailing/windsurfing 11.3 3.8 7.0 2.9 11 5.1 34
Golf 4.0 10.4 2.6 10.9 12.0 5.0 121
Running/jogging/fitness walking 15.7 15.5 16.0 20.5 22.7 16.2 21.3
Spa 9.1 6.3 10.7 12.9 4.4 6.3 10.2
Backpacking/hiking/camping 6.9 5.6 9.0 8.3 8.4 8.1 7.6
Sports event or tournament 1.0 2.0 3.8 4.8 2.5 2.5 3.5
ALL ENTERTAINMENT 97.9 96.7 97.3 96.8 93.5 96.7 95.5
Lunch/sunset/dinner/evening cruise 74.9 51.5 62.2 54.9 59.5 69.6 51.2
Lounge act/stage show 294 20.6 22.8 221 31.6 29.9 22.4
Nightclub/dancing/bar/karaoke 7.6 4.2 10.2 6.5 5.1 5.7 71
Fine dining 88.9 85.8 87.1 83.1 72.2 81.5 81.7
Family restaurant/diner 45.8 62.5 51.2 50.1 43.9 47.6 51.8
Ethnic dining 12.2 12.1 14.5 15.4 15.5 12.0 16.3
Prepared own meal 1.2 21.3 13.3 141 11.2 5.4 18.5
ALL SHOPPING 99.3 99.9 99.8 99.3 98.1 98.9 99.3
Department stores 69.1 51.6 68.4 54.8 35.5 52.3 52.6
Designer boutiques 67.5 58.5 65.8 61.5 51.1 55.9 62.0
Hotel stores 58.9 56.6 39.3 49.3 49.0 51.7 48.4
Swap meet 10.0 12.9 15.6 15.3 17.4 12.3 17.0
Discount/outlet stores 40.9 41.5 45.2 42.8 36.9 37.9 43.5
Supermarkets 48.1 64.5 62.2 60.9 51.4 48.6 64.2
Convenience stores 87.3 81.4 83.0 82.0 66.9 77.3 78.9
Duty free 85.6 74.8 79.3 771 69.0 76.3 75.2
Local shops/artisans 34.9 28.9 39.1 34.2 32.6 30.8 36.1
ALL CULTURE 69.9 71.8 68.0 75.0 80.6 77.7 71.9
Historic site 26.7 22.7 222 26.8 38.2 34.6 24.2
Museum/art gallery 16.0 16.3 13.5 17.3 226 16.9 18.7
Polynesian show/luau/hula 35.9 30.2 28.8 34.2 46.0 42.4 317
Play/concert 1.2 1.2 1.4 21 2.2 0.5 2.7
Art/craft fair 0.9 1.8 21 2.6 2.6 1.0 3.2
Parks/gardens 44.7 50.0 44.9 50.6 50.2 50.0 47.8
Festival 5.1 3.9 6.2 5.2 8.1 5.0 6.8
ALL TRANSPORTATION 98.8 97.7 96.1 95.2 88.6 92.9 95.2
Trolley 85.5 73.3 74.7 67.6 55.5 71.6 65.5
Public Bus 13.9 22.8 294 245 28.4 20.2 28.6
Taxi/limousine 46.9 46.8 40.0 39.7 45.0 43.6 431
Rental Car 11.9 25.5 16.4 21.1 12.4 10.4 22.8
MEETING 0.3 0.6 2.3 3.3 2.2 2.0 2.0
CONVENTION 0.3 1.2 1.3 1.7 1.3 1.1 14
INCENTIVE/REWARD 1.0 2.2 1.7 4.0 3.4 3.3 2.4
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Table 5.18 2008 Activity Participation by Lifestyle — Canada
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
moon Family Young age Seniors timers visitors
ALL SIGHTSEEING 83.7 92.5 93.5 93.3 92.0 95.2 90.9
Helicopter or plane tour 15.9 10.3 7.3 20.7 13.5 19.1 11.7
Boat/submarine/whale watching 27.6 38.3 42.2 40.1 29.0 46.0 30.7
Tour bus excursion 16.9 12.8 12.1 24.8 27.9 30.6 16.6
Private limousine/van tour 71 5.8 12.4 7.9 10.0 9.4 8.2
Self-guided 69.9 83.1 84.5 79.5 79.8 79.1 81.5
ALL RECREATION 89.1 99.3 95.9 95.7 90.2 93.3 95.2
Swimming/sunbathing/beach 87.6 97.4 93.4 91.3 82.8 88.4 90.9
Surfing/bodyboarding 20.9 53.8 44.3 26.3 13.4 28.6 31.5
Snorkeling/scuba diving 47.2 76.7 64.2 55.2 35.9 55.2 54.5
Jet skiing/parasailing/windsurfing 0.0 2.6 2.5 2.0 5.5 2.6 3.6
Golf 10.3 17.4 8.7 15.0 18.7 10.3 18.8
Running/jogging/fitness walking 27.5 51.9 34.0 40.6 52.9 32.0 53.4
Spa 17.3 14.8 8.3 14.0 10.2 9.7 13.8
Backpacking/hiking/camping 31.3 24.3 37.6 22.9 13.2 23.1 21.4
Sports event or tournament 1.0 7.5 10.0 4.7 8.9 6.0 7.8
ALL ENTERTAINMENT 86.5 98.4 98.2 98.4 96.3 96.1 97.9
Lunch/sunset/dinner/evening cruise 36.2 23.1 39.2 31.3 28.5 33.3 27.5
Lounge act/stage show 32.2 324 33.7 32.7 31.9 43.5 26.9
Nightclub/dancing/bar/karaoke 8.5 8.4 25.4 14.7 13.2 15.7 12.6
Fine dining 68.0 423 53.4 58.2 53.9 50.9 53.7
Family restaurant/diner 64.7 84.5 81.2 82.9 73.7 76.1 81.2
Ethnic dining 31.5 39.0 38.4 40.2 36.0 38.7 37.7
Prepared own meal 41.6 70.4 63.2 57.1 65.9 53.7 68.3
ALL SHOPPING 88.6 98.6 98.6 98.8 97.2 96.5 98.6
Department stores 67.2 69.3 57.9 62.5 68.2 62.3 67.3
Designer boutiques 49.3 49.6 49.1 47.3 35.6 41.7 45.6
Hotel stores 54.3 40.7 35.2 41.0 43.3 42.7 40.8
Swap meet 38.5 43.9 37.0 44.7 35.5 44.9 38.2
Discount/outlet stores 39.2 40.2 28.6 45.5 38.5 39.2 40.2
Supermarkets 69.2 84.0 77.9 73.8 77.5 69.1 82.2
Conwenience stores 62.5 68.4 79.2 72.0 68.0 66.3 72.3
Duty free 33.9 141 22.8 14.0 13.8 19.1 13.7
Local shops/artisans 7.7 81.4 73.4 78.6 72.4 77.0 76.2
ALL CULTURE 79.5 88.5 86.0 86.4 87.0 91.6 84.4
Historic site 51.5 54.4 50.5 52.4 54.2 58.8 50.4
Museum/art gallery 21.4 25.0 20.0 29.8 32.1 24.0 30.0
Polynesian show/IGrau/hula 50.4 49.0 53.2 52.1 46.0 67.0 40.6
Play/concert 12.6 4.9 8.5 9.4 111 8.5 9.1
Art/craft fair 18.2 18.1 8.1 18.8 249 16.5 21.0
Parks/gardens 53.1 58.8 53.2 61.2 63.8 62.8 59.1
Festival 2.6 2.8 5.2 6.0 7.1 5.8 5.2
ALL TRANSPORTATION 78.3 95.1 90.7 92.3 92.5 91.3 93.0
Trolley 10.3 11.6 11.2 11.8 15.9 13.1 12.9
Public Bus 13.4 10.6 24.2 26.8 31.0 24.2 23.2
Taxi/limousine 15.6 21.4 31.4 30.0 243 29.1 24.0
Rental Car 73.5 85.5 71.8 74.1 70.1 71.2 77.3
MEETING 0.0 2.1 2.2 5.2 4.9 3.9 3.8
CONVENTION 10.1 4.6 4.4 7.1 7.2 8.4 5.3
INCENTIVE/REWARD 7.4 2.5 0.8 3.8 5.2 3.5 3.8
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Table 5.19 2007 Activity Participation by Lifestyle — Canada
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
moon Family Young age Seniors timers visitors
ALL SIGHTSEEING 92.8 93.8 94.9 91.7 93.7 96.3 91.2
Helicopter or plane tour 285 12.0 12.0 16.4 13.6 18.0 12.3
Boat/submarine/whale watching 55.7 35.5 35.9 31.6 253 40.2 26.5
Tour bus excursion 33.5 19.8 16.3 23.4 37.4 39.8 18.4
Private limousine/van tour 11.6 8.1 7.3 8.2 11.6 11.3 8.0
Self-guided 84.3 86.0 86.6 80.7 75.7 79.7 81.9
ALL RECREATION 95.8 99.1 98.7 95.0 86.4 93.5 93.5
Swimming/sunbathing/beach 95.8 96.9 96.8 88.9 76.6 88.1 87.5
Surfing/bodyboarding 27.7 55.7 49.5 22.6 129 29.2 29.8
Snorkeling/scuba diving 61.7 66.6 66.9 51.6 32.6 55.1 47.9
Jet skiing/parasailing/windsurfing 2.7 3.9 7.3 2.5 2.0 3.7 3.0
Golf 9.3 17.9 7.6 15.8 13.3 9.5 16.9
Running/jogging/fitness walking 277 49.8 41.3 45.5 39.6 33.0 495
Spa 12.5 8.2 7.2 11.1 6.2 6.9 9.4
Backpacking/hiking/camping 29.8 20.4 47.7 23.0 11.9 27.2 19.6
Sports event or tournament 0.0 5.5 5.1 8.2 4.6 4.4 6.6
ALL ENTERTAINMENT 96.7 99.0 96.9 96.1 90.9 93.8 95.9
Lunch/sunset/dinner/evening cruise 48.5 254 39.0 28.3 22.9 36.4 23.1
Lounge act/stage show 34.0 30.4 30.9 32.0 28.4 35.0 27.6
Nightclub/dancing/bar/karaoke 1.7 6.9 23.0 17.4 6.6 12.5 124
Fine dining 83.5 55.5 57.7 67.2 48.5 54.6 60.5
Family restaurant/diner 81.3 85.7 80.7 77.7 68.3 75.7 77.3
Ethnic dining 43.6 32.3 45.0 39.9 29.1 38.8 33.8
Prepared own meal 48.0 7.7 66.3 556.5 54.1 49.6 65.5
ALL SHOPPING 98.9 98.0 97.7 98.3 95.6 96.6 97.8
Department stores 64.0 65.5 60.0 69.2 64.6 62.8 67.3
Designer boutiques 52.8 48.0 46.4 47.4 355 41.6 45.1
Hotel stores 56.7 45.3 33.5 494 38.1 41.9 43.8
Swap meet 33.1 37.7 50.4 43.9 33.9 42.2 38.5
Discount/outlet stores 32.1 37.9 33.6 44.7 35.8 37.3 39.2
Supermarkets 64.6 81.4 71.3 70.0 65.0 62.1 75.8
Convenience stores 74.5 74.9 75.5 70.5 59.9 67.9 69.3
Duty free 16.8 6.2 17.5 7.4 5.1 9.6 7.2
Local shops/artisans 80.1 75.9 76.5 80.2 74.2 79.4 75.3
ALL CULTURE 94.3 88.2 90.0 89.2 87.2 93.2 85.8
Historic site 701 60.5 67.4 59.4 58.5 69.9 55.0
Museum/art gallery 33.7 31.8 34.0 32.8 29.9 32.9 31.2
Polynesian show/luau/hula 73.2 55.3 51.9 54.1 49.0 67.5 44.0
Play/concert 9.4 5.7 6.9 6.7 6.8 5.5 7.4
Art/craft fair 11.3 20.9 10.1 18.8 17.9 13.8 19.7
Parks/gardens 69.8 61.0 76.2 66.1 62.1 68.6 63.3
Festival 5.5 3.4 4.3 4.7 6.6 3.9 5.9
ALL TRANSPORTATION 98.4 96.6 92.8 94.0 87.9 91.2 93.3
Trolley 19.1 15.3 14.0 15.6 15.0 18.3 13.3
Public Bus 241 24.6 34.6 25.6 334 304 28.3
Taxi/limousine 33.9 294 27.7 33.8 231 31.4 26.9
Rental Car 80.5 85.2 78.1 74.6 62.5 68.9 76.2
MEETING 25 1.3 2.6 43 2.1 23 3.0
CONVENTION 25 3.5 21 7.2 2.9 47 3.9
INCENTIVE/REWARD 4.3 1.9 2.3 4.7 1.9 3.4 2.6
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Table 5.20 2008 Activity Participation by Lifestyle — Europe
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
moon Family Young age Seniors timers visitors
ALL SIGHTSEEING 98.0 96.4 96.0 93.3 92.6 94.9 93.5
Helicopter or plane tour 15.4 21.7 8.4 17.9 13.9 14.2 16.1
Boat/submarine/whale watching 35.6 33.8 27.4 37.4 27.5 32.5 30.6
Tour bus excursion 27.9 23.4 30.2 21.6 34.8 31.7 19.6
Private limousine/van tour 9.0 18.8 8.9 14.6 17.3 13.8 14.4
Self-guided 85.1 76.6 86.8 81.2 70.9 78.7 81.4
ALL RECREATION 95.0 99.4 98.6 93.4 89.1 94.8 92.9
Swimming/sunbathing/beach 94.1 98.8 96.6 89.6 84.7 92.6 88.1
Surfing/bodyboarding 26.3 41.9 38.3 20.6 7.9 24.8 21.9
Snorkeling/scuba diving 47.0 60.3 60.3 49.7 24.3 46.9 43.9
Jet skiing/parasailing/windsurfing 1.1 8.9 4.6 3.5 1.0 2.8 4.5
Golf 7.4 14.5 8.9 8.7 6.1 6.9 12.1
Running/jogging/fitness walking 16.3 30.9 23.5 27.1 14.2 18.7 29.7
Spa 14.1 17.0 11.6 11.2 7.7 10.2 13.5
Backpacking/hiking/camping 14.5 15.5 29.0 19.1 9.0 17.5 18.2
Sports event or tournament 2.8 2.8 54 6.9 3.1 2.7 9.2
ALL ENTERTAINMENT 97.9 98.7 98.5 94.4 91.2 95.5 94.5
Lunch/sunset/dinner/evening cruise 45.9 44.9 39.0 44.8 31.8 43.9 31.6
Lounge act/stage show 16.7 27.5 24.0 16.4 19.7 21.0 18.6
Nightclub/dancing/bar/karaoke 23.8 9.1 39.7 171 5.6 21.2 14.0
Fine dining 61.0 454 58.4 50.3 42.6 50.1 51.7
Family restaurant/diner 68.2 80.6 68.4 57.8 65.6 64.4 68.4
Ethnic dining 21.4 32.8 29.8 30.4 26.0 27.5 30.5
Prepared own meal 22.5 28.3 47.1 36.8 37.9 34.8 42.5
ALL SHOPPING 99.6 99.1 99.1 96.6 97.8 97.8 98.6
Department stores 64.7 75.2 771 67.5 65.1 70.6 67.3
Designer boutiques 31.4 57.4 41.9 39.4 29.1 37.3 40.3
Hotel stores 59.5 51.7 29.4 35.9 30.4 36.9 36.5
Swap meet 8.7 34.5 24.5 259 29.0 221 33.5
Discount/outlet stores 37.4 33.1 30.4 32.1 29.8 30.1 35.1
Supermarkets 83.2 80.1 79.0 78.2 74.3 75.5 83.4
Conwenience stores 63.5 60.9 71.0 49.2 36.9 55.2 49.3
Duty free 18.2 21.2 24.6 26.2 13.0 22.0 18.7
Local shops/artisans 79.6 89.6 67.5 70.3 66.0 70.5 73.2
ALL CULTURE 95.6 92.9 93.4 91.3 91.6 92.7 91.9
Historic site 74.4 66.9 69.5 69.1 69.6 72.5 63.1
Museum/art gallery 20.7 38.7 23.3 22.1 32.0 24.4 31.4
Polynesian show/IGrau/hula 43.3 60.7 55.8 36.0 42.0 47.5 40.7
Play/concert 1.2 15.6 6.5 7.3 10.2 5.8 13.4
Art/craft fair 6.0 17.9 1.3 1.1 16.1 11.3 15.7
Parks/gardens 72.8 75.1 64.2 69.9 59.6 64.4 71.4
Festival 8.4 1.8 4.3 4.8 7.6 5.7 5.0
ALL TRANSPORTATION 93.8 96.2 97.5 94.2 88.7 94.0 92.7
Trolley 12.6 11.5 20.9 19.7 14.7 17.8 15.6
Public Bus 48.4 20.0 40.7 30.3 39.6 37.6 32.2
Taxi/limousine 37.4 47.3 43.8 36.7 28.0 40.3 30.1
Rental Car 53.2 76.1 71.6 74.4 47.9 62.4 69.6
MEETING 0.6 4.1 4.9 8.0 1.8 3.9 5.8
CONVENTION 0.8 3.4 5.0 10.5 4.6 5.1 7.9
INCENTIVE/REWARD 0.0 3.0 4.3 4.4 0.8 3.5 1.4
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Table 5.21 2007 Activity Participation by Lifestyle — Europe
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
moon Family Young age Seniors timers visitors
ALL SIGHTSEEING 94.0 96.5 94.2 94.3 96.9 95.7 94.1
Helicopter or plane tour 252 19.5 14.2 20.8 19.7 19.7 18.8
Boat/submarine/whale watching 40.0 34.8 29.2 29.8 31.2 32.2 30.3
Tour bus excursion 36.3 30.2 23.8 30.2 48.1 39.8 22.6
Private limousine/van tour 11.6 17.9 14.4 18.3 15.9 17.2 13.3
Self-guided 69.9 70.8 81.2 75.1 63.4 68.9 79.6
ALL RECREATION 98.5 98.6 96.7 92.8 80.8 92.0 89.7
Swimming/sunbathing/beach 96.0 97.5 94.4 89.7 77.0 89.0 87.0
Surfing/bodyboarding 25.7 34.4 39.3 18.7 4.5 20.2 234
Snorkeling/scuba diving 48.3 59.8 57.2 41.7 23.7 41.6 43.6
Jet skiing/parasailing/windsurfing 5.8 8.1 6.5 3.0 1.7 3.4 5.8
Golf 5.0 7.0 35 7.1 6.0 4.2 9.5
Running/jogging/fitness walking 18.4 27.6 31.2 28.6 21.3 22.1 34.6
Spa 121 1.7 9.0 11.0 6.9 8.8 11.4
Backpacking/hiking/camping 22.6 10.6 371 19.3 7.5 19.4 18.8
Sports event or tournament 3.6 6.1 9.9 6.5 3.3 5.3 7.4
ALL ENTERTAINMENT 96.8 97.7 96.4 94.6 89.9 93.7 95.2
Lunch/sunset/dinner/evening cruise 43.4 34.3 39.2 34.2 33.2 37.0 33.5
Lounge act/stage show 28.6 31.7 22.6 26.5 28.6 28.3 23.7
Nightclub/dancing/bar/karaoke 26.3 6.4 34.2 19.0 10.8 21.3 15.4
Fine dining 69.7 53.1 53.8 57.2 46.3 53.8 55.6
Family restaurant/diner 73.7 85.5 66.4 69.0 62.5 68.4 69.1
Ethnic dining 31.8 27.2 29.5 334 245 28.8 30.5
Prepared own meal 24.3 47.5 52.4 37.2 284 324 49.2
ALL SHOPPING 98.4 98.8 98.5 97.3 96.4 97.3 98.1
Department stores 65.5 68.8 70.5 66.5 63.7 64.6 715
Designer boutiques 41.6 42.5 321 43.3 31.8 37.2 37.9
Hotel stores 54.7 49.4 28.4 425 43.4 42.7 39.6
Swap meet 22.0 18.2 25.8 22.6 245 22.3 25.9
Discount/outlet stores 26.3 30.9 33.6 32.0 35.6 30.7 37.2
Supermarkets 69.9 74.3 78.9 72.2 68.7 70.1 78.3
Convenience stores 58.7 51.6 47.3 49.8 45.3 48.3 51.0
Duty free 17.4 13.6 15.9 16.7 12.6 16.5 121
Local shops/artisans 71.3 67.7 68.1 71.9 741 70.9 721
ALL CULTURE 90.5 82.5 83.2 88.6 88.2 87.5 85.9
Historic site 62.4 59.0 56.6 61.5 65.3 62.0 60.1
Museum/art gallery 28.4 23.6 25.7 31.5 27.8 271 30.5
Polynesian show/luau/hula 59.6 48.7 40.7 48.9 52.4 51.6 43.9
Play/concert 5.6 7.9 1.7 11.4 8.9 7.8 14.4
Art/craft fair 10.5 4.5 8.9 11.6 13.6 8.9 15.4
Parks/gardens 58.8 55.9 65.6 63.1 59.5 59.3 66.7
Festival 6.9 3.3 7.5 5.8 6.9 5.6 8.1
ALL TRANSPORTATION 92.1 97.4 92.6 93.4 87.0 91.7 91.4
Trolley 22.9 21.7 12.6 20.4 25.9 23.2 14.9
Public Bus 32.4 241 39.6 35.9 40.3 38.4 32.0
Taxi/limousine 50.6 38.2 36.0 37.6 36.8 41.6 31.2
Rental Car 53.5 71.9 66.0 60.7 443 54.1 65.0
MEETING 0.9 2.8 5.1 6.2 3.6 3.9 5.5
CONVENTION 0.9 3.7 7.2 6.2 3.3 5.7 2.9
INCENTIVE/REWARD 0.9 0.5 3.3 2.0 1.1 2.0 1.3
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Table 5.22 2008 Activity Participation by Lifestyle — Oceania
[Percentage of Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /
Honey- Middle First Repeat
moon Family Young age Seniors timers visitors
ALL SIGHTSEEING 96.2 92.5 94.9 94.2 95.1 96.0 92.9
Helicopter or plane tour 6.7 6.7 3.3 8.1 5.9 6.5 59
Boat/submarine/whale watching 16.4 16.8 19.2 15.9 21.0 20.2 17.2
Tour bus excursion 49.4 41.8 40.3 45.8 56.4 58.8 39.2
Private limousine/van tour 8.6 22.5 7.4 9.9 5.1 7.7 12.5
Self-guided 64.5 70.5 70.0 60.6 61.2 56.2 71.8
ALL RECREATION 95.7 94.1 971 73.4 80.7 82.4 87.3
Swimming/sunbathing/beach 89.4 91.5 96.0 67.4 65.2 77.0 76.3
Surfing/bodyboarding 7.6 40.7 32.9 19.2 11.1 21.2 22.6
Snorkeling/scuba diving 24.3 35.6 37.5 15.7 9.2 21.7 20.1
Jet skiing/parasailing/windsurfing 2.7 2.5 2.8 1.0 1.3 1.5 21
Golf 5.2 4.0 2.8 4.3 5.5 3.4 5.7
Running/jogging/fitness walking 22.0 28.5 27.8 34.6 31.4 26.3 34.3
Spa 16.7 7.5 8.4 10.1 12.2 7.2 13.3
Backpacking/hiking/camping 3.4 5.8 25.7 5.2 1.9 10.2 3.9
Sports event or tournament 0.0 1.7 8.4 1.4 3.6 3.5 3.1
ALL ENTERTAINMENT 99.5 98.0 99.1 96.9 94.0 97.7 95.2
Lunch/sunset/dinner/evening cruise 27.4 22.9 33.4 16.3 24.6 26.3 21.7
Lounge act/stage show 25.4 22.0 13.4 19.5 19.1 22.8 16.1
Nightclub/dancing/bar/karaoke 9.1 6.0 37.9 15.2 10.8 16.8 12.4
Fine dining 46.6 31.4 43.8 53.5 34.3 41.0 38.4
Family restaurant/diner 94.9 92.2 75.7 67.2 65.2 79.4 69.4
Ethnic dining 30.0 16.4 40.7 23.4 16.6 29.8 15.1
Prepared own meal 17.4 21.4 32.8 20.3 31.2 21.6 30.8
ALL SHOPPING 99.5 98.5 99.7 98.0 95.8 98.8 96.4
Department stores 82.8 79.3 72.5 68.0 74.0 71.6 76.2
Designer boutiques 51.3 47.4 54.3 43.1 27.4 43.2 36.8
Hotel stores 66.7 66.6 32.7 51.3 35.0 46.4 46.0
Swap meet 41.6 33.9 42.8 24.2 31.2 36.2 29.0
Discount/outlet stores 61.4 60.4 38.7 48.4 51.1 46.1 55.7
Supermarkets 79.0 63.6 64.2 55.0 51.6 52.4 62.8
Convenience stores 86.7 85.1 82.1 63.2 70.5 70.1 78.3
Duty free 39.3 21.7 31.8 18.2 12.3 21.3 17.9
Local shops/artisans 79.4 74.9 60.8 71.0 65.6 73.5 64.2
ALL CULTURE 86.2 87.8 88.3 82.8 78.4 93.6 73.7
Historic site 68.6 61.6 69.5 58.5 55.2 73.0 48.2
Museum/art gallery 7.8 19.9 241 16.8 13.5 17.4 16.3
Polynesian show/IG'au/hula 53.5 59.7 59.1 33.1 44.0 56.6 39.5
Play/concert 0.5 5.0 3.6 4.5 6.1 4.6 5.2
Art/craft fair 8.8 4.5 6.9 4.9 4.3 4.8 5.3
Parks/gardens 23.4 45.6 66.8 58.4 43.1 57.2 42.4
Festival 1.4 2.9 1.7 52 2.9 3.7 2.7
ALL TRANSPORTATION 95.3 95.5 93.9 95.0 92.5 94.6 93.5
Trolley 54.9 411 32.7 30.5 33.8 40.0 31.4
Public Bus 53.8 56.8 60.6 53.3 62.6 56.4 60.9
Taxi/limousine 41.4 54.6 50.6 56.6 42.5 53.0 45.6
Rental Car 27.8 39.9 32.7 32.8 23.3 26.6 33.7
MEETING 2.9 2.6 0.5 3.0 1.7 1.7 2.3
CONVENTION 2.4 2.2 0.6 0.7 1.2 1.6 1.0
INCENTIVE/REWARD 2.4 1.1 1.4 2.1 0.6 2.2 0.4
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6. TRIP PLANNING
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TRIP PLANNING

Trip Planning and Booking Timetable

Information on how visitors plan their trips and when they make reservations can greatly
enhance preparation of effective marketing and promotion plans. Trip planning behavior differs
across the major market areas. Visitors from Japan tend to keep a short planning window while
those from U.S. East, Europe, Oceania, and sometimes Canada, tend to plan much farther in
advance (Figure 25).

Figure 25: 2008 Decide to Take a Vacation by MMA
[Percentage of Visitors]
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U.S. West (Table 6.2)

The majority of U.S. West visitors decided to take a vacation (69.2%), to visit Hawai‘
(67.9%), and on the islands they want to visit (66.1%) four months or more before their
actual arrival dates.

A third of visitors booked aitlines (35.1%), purchased tickets (35.4%), and reserved
accommodations (29.7%) around one to three months out. By that time more than four out
of five visitors had completed most of their transactions.

Rental car reservations (34.6%) were also done around one to three months out but 27.8
percent waited until less than one month before arrival.

Purchasing of tour and attraction packages (69.8%) was typically done less than one month
out or even while on the vacation.

U.S. East (Table 6.3)

A higher percentage of U.S. East visitors started earlier than their U.S. West counterparts in
deciding on a vacation and deciding to visit Hawai‘l. Half of all U.S. East visitors decided on
a vacation (50.1%) and decided to visit Hawai‘l (48.8%) at least seven months before arrivals.
More than half of U.S. East visitors decided on which islands to visit (68.3%) and set the
date for the trip (64.4%) four months or more before arrival.
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Several made airlines reservations (33.7%), purchased tickets (34.8%), and made
accommodation reservations (30.4%) one to three months before their arrival. By that time
more than four out of five visitors had completed most of their transactions.

Similar to U.S. West visitors, the majority (66.5%) of U.S. East visitors made rental car
reservations no earlier than three months before arrival and purchased tour and attractions
(63.6%) less than one month before arrival.

Japan (Table 6.4)

Japan visitors were much later to act than other MMAs. They also maintained a very narrow
booking window. Most of the decision making occurred within just one to three months
before the actual vacation date.

During that one to three month window, more than half of the visitors set the date for the
trip (53.2%), made airline reservations (59.1%), purchased the tickets (58.7%), and made
accommodation reservations (58.1%).

Half (51.2%) of all rental car reservations and three-fifths (62.8%) of all purchases of tour
and attraction packages were done within one month before arrival.

Canada (Table 6.5)

Canada visitors started planning similar to U.S. West visitors. The majority of Canada
visitors decided to take a vacation (71%), decided to visit Hawai‘i (70.9%), and decide on the
islands (65.7%) they wanted to visit four months or more before their actual arrival dates.

A fair number of visitors booked aitlines (33.6%), purchased tickets (34.1%), and reserved
accommodations (32.7%) around one to three months out. By that time more than four out
of five visitors had completed most of their transactions.

Some of the rental car reservations (37.1%) were done around one to three months out
while some (31.9%) waited until less than one month of arrival.

The bulk of tour and attraction package purchases (72.5%) were done less than one month
out or even while on the vacation.

Europe (Table 6.6)

e In 2008, Europe visitors took four months or more to decide to take a vacation (74.6%), to
visit Hawaii (73.8%), and on the islands they wanted to visit (63.5%).

e More than half of visitors set dates (65.9%), booked airlines (59.3%), and purchased tickets
(56.4%) four months or more out.

e Two out of five (41.8%) Europe visitors made car reservations and 71.2 percent purchased
tour and attraction packages near vacation time or during the vacation.

Oceania (Table 6.7)

e Oceania visitors started planning early. Half decided to take a vacation (52.6%) and decided
to visit Hawai‘i (49.4%) about seven or more months before arrival.

e However, seven out of ten (71.8%) Oceania visitors tend to decide on the island they want
to visit four or more months before their trip.

e More than half of the visitors set the date (69.6%), made airlines reservations (66.1%),

purchased tickets (62%), and made accommodation reservations (54.6%) four months or
more before arrival.
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More than three out of five (63.8%) Oceania visitors made rental car reservations and
purchased tour and attraction packages (66.4%) near to vacation time or during the vacation.

Island Visitation Decision Timetable (Table 6.8)

Before arriving in Hawail, most visitors to Hawail in 2008 had already made a decision of
exactly which islands they intended to visit. The larger destinations of O‘hu, Maui, Kaua‘i, and
Kona were definitely predetermined.

More than nine out of every ten visitors had decided before their arrival to visit O‘ahu, Maui,
and Kona; excluding Japan visitors to Maui (89.2%) which had a slightly smaller percentage
of visitors who decided before they arrived.

Most visitors from U.S. West (96.8%), U.S. East (96.4%), and Canada (90.2%) had decided
to visit Kaua‘; while Japan (87.9%), Europe (89.1%), and Oceania (89.4%) visitors had
smaller percentages.

About four out of five U.S. West, U.S. East, Europe, and Oceania visitors decided before
hand to visit Moloka% and Hilo. Fewer Japan (77.3%) and Canada (67.5%) visitors
prearranged their trip to Moloka, while fewer U.S. West (72.6%) and Europe (74.2%)
visitors prearranged their trip to Hilo.

Over half of visitors from each MMAs added their trip to Lana‘i before their arrival.

Sources of Information Used to Plan Trip (Tables 6.9 to 6.16)

Usage of the Internet as a trip planning tool was high among U.S., Canada, and Europe visitors
(more than three out of four visitors) while moderate among Oceania visitors (67.7%).
However, over half (57.2%) of Japan visitors used the Internet to plan and seek out information
in 2008. Assistance from travel agents for trip planning continued to be low in among the U.S.
market (21.9%), but higher for Japan (65.8%), Europe (51.9%), and Oceania (74.6%).

Travel agent use decreased in Japan (65.8%, -10.9 percentage points) and Europe (51.9%,
-4.9 percentage points) markets from 2007.

The percentage of U.S. visitors that used the Internet (75.9%) was more than three times the
number who relied on travel agents (21.9%) for trip planning information.

Half (49.5%) of U.S. West visitors tended to rely on personal experiences to help them plan
their trips.

U.S. West (16.3%) and Oceania (15.4%) visitors were the least likely to rely on travel books
compared to other MMAs.

Japan visitors continued to put heavy reliance on personal experience (40.1%), travel
magazines (35.9%), and travel books (33.4%) for information.

U.S. (24.2%) and Canada (21.2%) visitors were more likely to use airlines as a source of
information compared to other visitor markets.

Four out of five U.S. Wedding/Honeymoon (79.9%), Young (80.3%), and Middle Age
(79.2%) visitors were reliant on the Internet as a source of information.

U.S. Wedding/Honeymoon visitors were more likely to use their friend/relatives (51.9%),
travel agents (31.3%), guide books (34.2%), and magazines (13.5%) as sources of
information compared to other U.S. lifestyle segments.
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Half of U.S. Family (50.6%) and Senior (48.8%) visitors used personal experience as a source
of information.

U.S. First-timers tended to rely on advice of friends/relatives (57.4%), travel agents (29.8%),
and guide books (29.3%) more than U.S. Repeat visitors. On the other hand, U.S. Repeat
visitors were more likely to use personal experience (58.1%) and airlines (26.2%) for
information.

Compatred to other Japan lifestyle segments, Wedding/Honeymoon visitors were more likely
to use travel agents (91%) and friends/relatives (39.4%); while Family visitors were more
prone to use the Internet (69.4%), personal experience (49.2%), and hotels/resorts (17.8%).
Two-fifths of Japan Wedding/Honeymoon (41.9%) and Young (39.8%) visitors used guide
books.

Internet Use (Table 6.17)

Among the proportion of visitors who used the Internet (75.9% of U.S. visitors and 57.2% of
Japan visitors), the method in which the Internet was used for planning and booking trips
differed between U.S. and Japan markets. Note that the statistic reported for each Internet use is
the percentage of those who used the Internet.

The number one use of the Internet by U.S. visitors was for online reservations (Figure 20).
This use had increased steadily from 64.4 percent (42.1% of all U.S. visitors) in 2004 to 80.8
percent (61.3% of all U.S. visitors) in 2008.

Use of the Internet for rental car reservations had increased for the fourth consecutive year
for U.S. visitors to 57.5 percent (43.6% of all U.S. visitors) in 2008. In particular, 59.6
percent of U.S. West (46% of all U.S. West visitors) and 54.4 percent of U.S. East visitors
(40.3% of all U.S. East visitors) made their rental car reservations through the Internet.

Figure 26: Internet Use - U.S. [Percentage of visitors who used the Internet]
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Seven out of ten (69.1%) Canada visitors (57% of all Canada visitors) used the Internet to
make airline reservations in 2008. Canada visitors also used the Internet to find things to do
(59.1% or 48.8% of all Canada visitors), estimate costs (58.5% or 48.3% of all Canada
visitors), make hotel reservations (56.8% or 46.7% of all Canada visitors), find an
accommodation (54.9% or 45.3% of all Canada visitors), and for rental car reservations
(54% or 44.6% of all Canada visitors).

The majority of Europe visitors used the Internet primarily to find things to do (60.2% or
45.9% of all Europe visitors). Other high usages of the Internet were to find an
accommodation (57.3% or 43.7% of all Europe visitors) and make aitlines reservations
(54.6% or 41.7% of all Europe visitors).

Three out of four (74.5%) Oceania visitors used the Internet to find an accommodation
(50.4% of all Oceania visitors). Over half also used the Internet to make hotel reservations
(56.4% or 38.2% of all Oceania visitors), estimate costs (55.1% or 37.3% of all Oceania
visitors), and find things to do (54.2% or 36.7% of all Oceania visitors).

The majority of Japan visitors used the Internet to find an accommodation (67.3%, 38.5% of
all Japan visitors), similar to 2007. Usage of the Internet to find a good restaurant showed a
steady increase from 33.1 percent in 2006 (20.6% of all Japan visitors) to 36.9 percent
(21.1% of all Japan visitors). Japan visitors also located shopping places (42.6% or 24.4% of
all Japan visitors), found things to do (41.5% or 23.7% of all Japan visitors), located
sightseeing places (37.6% or 21.5% of all Japan visitors), found a good restaurant (36.9%),
and found recreational activities (36.4% or 20.8% of all Japan visitors) (Figure 27).

Figure 27: Internet Use - Japan [Percentage of visitors who used the Internet]
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Use of Travel Agent (Table 6.18)

Visitors used travel agents mostly for assistance in making airline reservations and hotel
arrangements. Travel agents were also used to assist in choosing an airline. Oceania visitors had
the heaviest reliance on travel agents (74.6%); followed by Japan (65.8%), Europe (51.9%),
Canada (35.1%), and U.S. (21.9%) visitors. Note that the statistic reported for each travel agent
use is the percentage of those who used a travel agent.

At least four out of five visitors from U.S. (79.6% or 17.4% of all U.S. visitors), Canada
(84.3% or 29.6% of all Canada visitors), Europe (84.6% or 43.9% of all Europe visitors), and
Oceania (92.4% or 68.9% of all Oceania visitors) used travel agents primarily to make airline
reservations.

Many Canada (53.1% or 18.6% of all Canada visitors), Europe (52.7% or 27.4% of all
Europe visitors), and Oceania (47.9% or 35.7% of all Oceania visitors) visitors consulted
travels agents for help in choosing an airline.

Travel agent use among U.S. visitors for making rental car reservations (51.3% or 11.2% of
all U.S. visitors) was more common compared to other visitor markets.

The share of U.S. visitors who used a travel agent for help in choosing an airline declined
from 2006 (Figure 28).

Figure 28: Travel Agent Use — U.S. [Percentage of visitors who used a Travel Agent]

90
80
70
60 -
50
40 -
30
20 +
10 +
0

65.5 |

Percentage
53.5 |

Make airline  Make hotel Make rental Helpin Helpin Helpin
reservations arrangements car choosing purchasing planning
reservations airline packages activities

| 02004 ©2005 m2006 2007 m2008 |

Japan visitors used travel agents primarily to make hotel arrangements (82.4% or 54.2% of
all Japan visitors) and airline reservations (78.3% or 51.5% of all Japan visitors). Many Japan
visitors used travel agents for assistance in choosing an airline (42.1% or 27.7% of all Japan
visitors), purchasing packages (36.2% or 23.8% of all Japan visitors), and planning activities
(32.4% or 21.3% of all Japan visitors) (see Figure 29).

Travel agent use among Japan visitors for assistance in airline reservations, choosing an
airline, purchasing packages, and planning activities remained consistent since 2004.
However travel agent use to make hotel arrangements increased from 77.4 percent in 2005
to 82.4 percent in 2008.
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Figure 29: Travel Agent Use — Japan [Percentage of visitors who used a Travel Agent]
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Table 6.1 2008 Trip Planning & Booking Timetable — U.S. Total
[Percentage of 2008 Visitors]

Time Before Departure
Less than 1t0 3 4to 6 7t09 10 to 12 | More than
1 month months months months months 1 year
Decide to take vacation/pleasure trip 8.1 20.8 22.6 13.5 17.9 17.2
Decide to visit Hawai'i 8.6 21.1 23.1 13.3 16.5 17.4
Decide on which islands to visit 10.7 22.3 241 12.9 15.5 14.5
Set date for the trip 11.1 27.7 24.9 13.5 15.4 7.4
Make airline reservations 13.2 34.5 28.4 13.0 8.9 1.9
Purchase tickets 14.0 35.1 27.6 13.1 8.3 1.8
Make accommodation reservations 14.6 30.0 26.2 12.1 11.6 5.5
Make rental car reservations 28.4 35.6 21.8 7.4 5.4 1.4
Purchase tour or attraction packages 66.9 18.5 8.6 2.8 1.7 1.5
Table 6.2 2008 Trip Planning & Booking Timetable — U.S. West
[Percentage of 2008 Visitors]
Time Before Departure
Less than 1t0 3 4to 6 7t09 10 to 12 | More than
1 month months months months months 1 year
Decide to take vacation/pleasure trip 9.1 21.7 21.8 13.4 18.8 15.2
Decide to visit Hawai'i 9.9 22.2 22.0 12.3 17.6 16.0
Decide on which islands to visit 11.6 22.4 22.8 12.0 16.2 15.1
Set date for the trip 12.7 28.4 24.0 12.6 15.5 6.8
Make airline reservations 15.0 35.1 27.9 11.8 8.6 1.6
Purchase tickets 15.6 35.4 27.6 12.0 8.1 1.3
Make accommodation reservations 15.4 29.7 25.3 11.5 12.4 5.7
Make rental car reservations 27.8 34.6 23.0 7.2 5.9 1.5
Purchase tour or attraction packages 69.8 17.2 7.4 2.4 1.6 1.7
Table 6.3 2008 Trip Planning & Booking Timetable — U.S. East
[Percentage of 2008 Visitors]
Time Before Departure
Less than 1t0 3 4to 6 7t09 10 to 12 | More than
1 month months months months months 1 year
Decide to take vacation/pleasure trip 6.6 19.5 23.7 13.6 16.6 19.9
Decide to visit Hawai'i 6.7 19.7 24.7 14.7 14.9 19.2
Decide on which islands to visit 9.6 22.1 26.0 14.1 14.5 13.7
Set date for the trip 9.0 26.5 26.2 14.8 15.2 8.2
Make airline reservations 10.8 33.7 29.1 14.7 9.3 2.4
Purchase tickets 11.8 34.8 27.7 14.7 8.6 24
Make accommodation reservations 13.5 30.4 27.4 12.8 10.5 5.3
Make rental car reservations 29.3 37.2 19.9 7.7 4.7 1.2
Purchase tour or attraction packages 63.6 20.0 10.1 3.3 1.7 1.2
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Table 6.4 2008 Trip Planning & Booking Timetable — Japan
[Percentage of 2008 Visitors]

Time Before Departure
Less than 1t0 3 4to 6 7t09 10 to 12 | More than
1 month months months months months 1 year
Decide to take vacation/pleasure trip 8.8 40.3 28.5 6.4 6.9 9.1
Decide to visit Hawai'i 10.4 43.4 25.8 5.6 6.5 8.3
Decide on which islands to visit 12.8 46.1 24.0 5.0 5.6 6.5
Set date for the trip 15.4 53.2 21.2 4.3 3.6 2.3
Make airline reservations 18.3 59.1 17.3 2.9 1.9 0.6
Purchase tickets 23.8 58.7 14.1 1.9 1.0 0.4
Make accommodation reservations 18.7 58.1 17.0 2.9 2.0 1.3
Make rental car reservations 51.2 37.5 8.2 1.4 0.6 1.1
Purchase tour or attraction packages 62.8 31.8 4.6 0.4 0.2 0.2
Table 6.5 2008 Trip Planning & Booking Timetable — Canada
[Percentage of 2008 Visitors]
Time Before Departure
Less than 1t0 3 4to 6 7t09 10 to 12 | More than
1 month months months months months 1 year
Decide to take vacation/pleasure trip 6.2 22.9 23.8 156.7 16.7 14.8
Decide to visit Hawai'i 7.6 21.6 22.7 16.0 17.4 14.8
Decide on which islands to visit 104 23.9 23.4 14.9 16.5 10.9
Set date for the trip 10.2 27.3 26.1 16.2 13.3 6.8
Make airline reservations 11.7 33.6 31.0 14.1 7.5 2.0
Purchase tickets 12.3 34.1 30.2 13.9 7.4 2.1
Make accommodation reservations 12.1 32.7 27.1 13.8 10.0 4.4
Make rental car reservations 31.9 371 20.4 6.6 2.8 1.3
Purchase tour or attraction packages 72.5 17.9 5.1 1.6 1.5 1.3
Table 6.6 2008 Trip Planning & Booking Timetable —Europe
[Percentage of 2008 Visitors]
Time Before Departure
Less than 1t0 3 4to 6 7t09 10 to 12 | More than
1 month months months months months 1 year
Decide to take vacation/pleasure trip 8.0 17.3 26.6 16.2 18.2 13.6
Decide to visit Hawai'i 6.9 19.3 28.0 15.2 16.9 13.7
Decide on which islands to visit 14.4 22.0 27.0 13.8 13.5 9.2
Set date for the trip 9.7 24.4 30.5 14.4 15.1 5.9
Make airline reservations 11.8 28.9 30.8 14.8 10.9 2.8
Purchase tickets 13.7 29.9 29.2 14.5 9.9 2.8
Make accommodation reservations 16.9 33.8 26.4 11.4 8.6 2.8
Make rental car reservations 41.8 29.1 17.8 7.1 2.7 1.6
Purchase tour or attraction packages 71.2 14.5 5.8 4.6 1.3 2.7
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Table 6.7 2008 Trip Planning & Booking Timetable — Oceania
[Percentage of 2008 Visitors]

Time Before Departure
Less More
than 1t0 3 4to 6 7t09 10 to 12 than
1 month | months | months | months | months | 1 year
Decide to take vacation/pleasure trip 5.0 13.7 28.8 17.1 16.4 19.1
Decide to visit Hawai'i 6.1 17.2 27.4 17.5 14.0 17.9
Decide on which islands to visit 8.4 19.7 27.9 18.0 12.9 13.0
Set date for the trip 7.5 22.9 29.8 20.5 12.8 6.5
Make airline reservations 7.0 26.8 34.4 21.0 8.2 2.5
Purchase tickets 8.4 29.5 32.2 20.0 7.4 2.4
Make accommodation reservations 13.3 32.1 28.3 18.5 5.8 2.0
Make rental car reservations 63.8 18.5 11.2 3.4 1.3 1.7
Purchase tour or attraction packages 66.4 16.1 10.9 3.7 2.0 0.9

Table 6.8 2008 Island Visitation Decision Timetable

[Percentage of 2008 Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe |Oceania

Decide on O'ahu  |Decide before arrival in Hawai'i 96.0 94.9 96.9 99.1 95.8 94.4 98.3
Decide after arrival in Hawai'i 4.0 5.1 3.1 0.9 4.2 5.6 1.7

Decide on Maui Decide before arrival in Hawai'i 95.0 971 92.4 89.2 93.6 93.1 90.6
Decide after arrival in Hawai'i 5.0 2.9 7.6 10.8 6.4 6.9 9.4

Decide on Moloka'i |Decide before arrival in Hawai'i 81.8 80.8 82.4 77.3 67.5 82.0 86.5
Decide after arrival in Hawai'i 18.2 19.2 17.6 22.7 32.5 18.0 13.5

Decide on Lana'i Decide before arrival in Hawai'i 56.9 53.0 60.6 69.5 62.9 70.1 83.3
Decide after arrival in Hawai'i 43.1 47.0 39.4 30.5 371 29.9 16.7

Decide on Hilo Decide before arrival in Hawai'i 82.6 72.6 89.1 89.3 83.0 74.2 90.5
Decide after arrival in Hawai'i 17.4 27.4 10.9 10.7 17.0 25.8 9.5

Decide on Kona Decide before arrival in Hawai'i 94.5 93.8 95.1 95.8 96.0 93.9 90.3
Decide after arrival in Hawai'i 5.5 6.2 4.9 4.2 4.0 6.1 9.7

Decide on Kaua'i |Decide before arrival in Hawai'i 96.6 96.8 96.4 87.9 90.2 89.1 89.4
Decide after arrival in Hawai'i 3.4 3.2 3.6 121 9.8 10.9 10.6

Table 6.9 2008 Sources of Information Used for Trip Planning
[Percentage of 2008 Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
Internet 75.9 77.2 741 57.2 82.5 76.3 67.7
Personal experience 44.8 49.5 38.4 40.1 44.8 21.5 30.9
Friends/relatives 34.2 31.7 37.6 24.0 37.7 27.9 25.4
Travel agents 21.9 16.8 29.0 65.8 35.1 51.9 74.6
Airlines 24.2 24.0 24.5 11.4 21.2 17.1 14.5
Hotels/resorts 22.6 20.7 25.2 10.7 17.0 17.2 194
Books 19.4 16.3 23.7 33.4 19.6 36.3 15.4
Hawai'i Visitors & Conwvention Bureau 10.3 8.1 13.3 11.7 14.1 9.8 7.8
Magazines 7.6 5.8 10.1 35.9 9.1 9.9 6.9
Wholesalers 7.4 7.1 7.9 17.0 7.7 10.5 2.6
Information - None 3.2 3.0 3.5 2.2 2.2 1.5 0.6
Newspapers 1.4 1.2 1.8 1.9 2.2 3.1 2.9
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Table 6.10 2008 Sources of Information Used for Trip Planning — U.S. Total
[Percentage of 2008 Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /

Honey- Middle First Repeat

Total moon Family Young age Seniors timers visitors
Internet 75.9 79.9 77.8 80.3 79.2 69.6 77.4 75.4
Personal experience 44.8 24.8 50.6 34.2 43.2 48.8 5.1 58.1
Friends/relatives 34.2 51.9 31.6 47.8 33.6 29.0 57.4 26.4
Travel agents 21.9 31.3 23.7 16.1 20.7 23.2 29.8 19.3
Airlines 24.2 12.1 24.4 18.1 242 27.8 18.2 26.2
Hotels/resorts 22.6 20.6 23.6 16.7 24.4 231 221 22.8
Books 19.4 34.2 19.2 25.6 20.5 14.5 29.3 16.1
Hawai'i Visitors & Convention Bureau 10.3 14.8 10.4 10.1 12.4 8.1 14.1 9.0
Magazines 7.6 13.5 8.3 5.0 7.8 7.5 10.1 6.8
Wholesalers 7.4 10.2 7.3 4.8 8.1 7.7 10.6 6.4
Information - None 3.2 2.3 29 3.8 3.0 3.5 4.3 2.9
Newspapers 1.4 1.1 2.4 1.0 1.3 1.1 1.9 1.3

Table 6.11 2008 Sources of Information Used for Trip Planning — U.S. West
[Percentage of 2008 Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /

Honey- Middle First Repeat

Total moon Family Young age Seniors timers visitors
Internet 77.2 74.4 78.7 82.7 80.0 722 78.3 771
Personal experience 49.5 321 54.3 371 47.4 53.7 8.1 56.5
Friends/relatives 31.7 54.1 29.7 45.2 31.8 26.3 65.5 26.0
Travel agents 16.8 16.3 21.6 11.0 15.2 16.8 17.0 16.7
Airlines 24.0 15.1 24.9 18.5 23.4 26.6 15.7 254
Hotels/resorts 20.7 28.3 23.2 13.3 20.6 21.3 19.1 21.0
Books 16.3 33.8 16.1 23.2 16.7 12.1 29.4 14.0
Hawai'i Visitors & Convention Bureau 8.1 21.8 8.8 7.0 9.6 5.7 13.8 7.1
Magazines 5.8 7.7 7.0 54 55 52 6.9 5.6
Wholesalers 71 8.8 8.0 4.6 8.4 6.1 7.7 7.0
Information - None 3.0 5.4 2.9 1.9 27 3.5 3.8 2.8
Newspapers 1.2 1.7 1.9 1.0 1.1 0.8 2.3 1.0

Table 6.12 2008 Sources of Information Used for Trip Planning — U.S. East
[Percentage of 2008 Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /

Honey- Middle First Repeat

Total moon Family Young age Seniors timers visitors
Internet 74.1 83.6 76.1 77.4 78.3 66.1 76.9 722
Personal experience 38.4 19.7 43.6 30.7 38.1 42.0 3.6 61.1
Friends/relatives 37.6 50.4 35.1 50.9 35.8 32.8 53.3 274
Travel agents 29.0 41.5 27.8 221 27.4 32.2 36.3 242
Airlines 245 10.0 235 17.7 252 295 19.4 27.8
Hotels/resorts 25.2 15.4 24.3 20.7 29.0 25.7 23.6 26.3
Books 23.7 34.6 252 28.6 25.1 17.9 29.3 20.1
Hawai'i Visitors & Convention Bureau 13.3 9.9 13.5 13.8 15.8 1.3 14.3 12.7
Magazines 10.1 17.5 10.9 4.5 10.5 10.7 1.7 9.1
Wholesalers 7.9 1.1 5.9 5.0 7.8 9.8 12.1 52
Information - None 3.5 0.2 2.9 6.1 3.3 3.4 4.5 2.9
Newspapers 1.8 0.7 3.4 1.0 1.7 1.5 1.7 1.8
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Table 6.13 2008 Sources of Information Used for Trip Planning — Japan
[Percentage of 2008 Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /

Honey- Middle First Repeat

Total moon Family Young age Seniors timers visitors
Travel agents 65.8 91.0 62.2 71.4 60.2 60.4 78.3 59.6
Internet 57.2 54.0 69.4 64.8 61.6 42.6 51.9 59.8
Personal experience 40.1 16.5 49.2 32.6 45.1 43.3 3.6 58.3
Magazines 35.9 41.8 43.7 40.1 38.5 24.0 37.4 35.1
Books 33.4 41.9 37.2 39.8 35.2 22.6 38.7 30.8
Friends/relatives 24.0 39.4 21.4 34.6 19.3 18.1 38.4 16.8
Wholesalers 17.0 14.7 16.3 18.6 16.3 17.9 17.4 16.7
Hawai'i Visitors & Convention Bureau 1.7 7.2 14.6 14.1 12.6 9.7 8.7 13.2
Airlines 11.4 7.2 13.9 10.1 13.1 10.9 8.6 12.8
Hotels/resorts 10.7 5.8 17.8 8.0 12.3 8.5 7.6 12.3
Information - None 2.2 0.1 1.5 2.4 2.2 3.2 1.8 23
Newspapers 1.9 0.3 1.7 1.3 1.3 3.6 1.6 2.1

Table 6.14 2008 Sources of Information Used for Trip Planning — Canada
[Percentage of 2008 Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /

Honey- Middle First Repeat

Total moon Family Young age Seniors timers visitors
Internet 82.5 77.4 92.4 83.5 86.1 721 81.2 83.1
Personal experience 44.8 34.2 46.4 36.1 40.0 51.6 5.8 64.6
Friends/relatives 37.7 51.1 42.4 55.6 39.2 25.6 57.2 27.8
Travel agents 35.1 39.3 321 25.8 35.4 39.9 43.8 30.7
Airlines 21.2 14.7 18.4 20.4 22.3 23.2 16.0 23.8
Books 19.6 19.3 21.9 28.3 225 12.5 29.4 14.6
Hotels/resorts 17.0 19.8 15.1 17.3 20.1 15.3 13.4 18.8
Hawai'i Visitors & Convention Bureau 14.1 19.5 17.5 7.6 18.6 9.2 18.8 11.6
Magazines 9.1 9.6 8.4 12.2 11.3 6.6 12.9 7.2
Wholesalers 7.7 14.3 6.6 10.6 8.0 6.7 12.5 5.3
Information - None 2.2 0.0 0.1 1.9 3.5 3.0 2.2 2.2
Newspapers 2.2 1.9 1.9 3.0 1.1 3.0 2.8 1.8

Table 6.15 2008 Sources of Information Used for Trip Planning — Europe
[Percentage of 2008 Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments

Visitation Status

Wedding /

Honey- Middle First Repeat

Total moon Family Young age Seniors timers visitors
Internet 76.3 74.3 76.4 88.4 80.1 62.7 76.2 76.6
Travel agents 51.9 75.0 56.2 46.4 52.0 46.7 55.6 43.8
Books 36.3 31.0 51.0 53.2 36.9 17.7 41.9 24.0
Friends/relatives 27.9 21.2 29.0 33.5 27.0 26.1 31.2 20.7
Personal experience 21.5 3.3 25.3 14.6 26.7 26.4 1.9 64.2
Hotels/resorts 17.2 14.4 30.7 16.6 18.9 11.8 14.7 22.8
Airlines 17.1 9.7 14.5 14.5 222 17.0 11.9 28.4
Wholesalers 10.5 7.3 4.6 14.0 8.9 12.8 10.3 11.0
Magazines 9.9 18.2 18.7 10.8 8.9 4.0 10.7 8.0
Hawai'i Visitors & Convention Bureau 9.8 4.8 22.7 8.4 10.4 71 10.3 8.5
Newspapers 3.1 1.8 6.9 5.2 1.6 2.2 4.2 0.9
Information - None 1.5 0.2 2.4 0.4 2.4 1.4 1.8 0.7
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Table 6.16 2008 Sources of Information Used for Trip Planning — Oceania
[Percentage of 2008 Visitors by Lifestyle/Lifestage Segments and Visitation Status]

Lifestyle/Lifestage Segments Visitation Status
Wedding /

Honey- Middle First Repeat

Total moon Family Young age Seniors timers visitors
Travel agents 74.6 86.9 721 73.4 69.7 77.5 78.4 711
Internet 67.7 67.2 62.5 87.5 67.7 63.5 68.0 67.6
Personal experience 30.9 14.3 38.9 12.3 30.7 35.4 1.9 56.9
Friends/relatives 25.4 24.0 21.6 45.9 26.4 19.7 36.0 16.0
Hotels/resorts 19.4 2.4 27.7 15.2 18.1 19.1 11.4 26.6
Books 15.4 7.9 9.4 25.7 16.1 15.3 17.6 13.4
Airlines 14.5 5.4 23.5 17.4 12.4 10.8 10.0 18.5
Hawai'i Visitors & Convention Bureau 7.8 1.0 4.7 7.6 5.8 11.3 5.9 9.4
Magazines 6.9 10.1 9.0 5.9 3.9 7.3 9.8 4.3
Newspapers 2.9 2.9 29 3.0 3.5 2.6 3.2 2.6
Wholesalers 2.6 1.4 1.4 3.0 3.7 2.8 3.5 1.8
Information - None 0.6 0.0 0.1 1.8 1.1 0.2 1.2 0.1

Table 6.17 2008 Internet Usage for Trip Planning
[Percentage of 2008 Visitors Who Used Internet by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
Make airline reservations 80.8 84.4 75.6 27.9 69.1 54.6 38.1
Rental car reservations 57.5 59.6 54.4 12.2 54.0 33.5 17.2
Find things to do 52.0 46.2 60.4 41.5 59.1 60.2 54.2
Estimate costs 52.5 52.7 52.2 17.8 58.5 47.8 55.1
Make hotel reservations 49.8 48.5 51.8 24.3 56.8 47.0 56.4
Find hotel or place to stay 42.6 39.5 47.2 67.3 54.9 57.3 74.5
Maps and directions 40.3 38.9 42.4 28.8 48.4 35.3 32.3
Find recreational activities 37.9 33.4 44.5 36.4 421 25.1 26.9
Locate sightseeing places 28.8 22.8 37.5 37.6 36.1 41.2 28.3
Find good restaurant 24.3 21.8 28.0 36.9 21.8 16.2 10.8
Find evening activities 121 10.5 14.3 3.9 13.7 9.3 13.0
Book tours and activities 10.9 8.7 14.1 1.2 7.9 7.6 3.6
Locate shopping places 8.3 7.4 9.6 42.6 14.4 11.8 18.8

Table 6.18 2008 Usage of Travel Agent by MMA
[Percentage of 2008 Visitors Who Used Travel Agents by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
Make airline reservations 79.6 80.6 78.7 78.3 84.3 84.6 92.4
Make hotel arrangements 65.0 59.4 69.5 82.4 60.2 64.0 70.2
Make rental car reservations 51.3 57.4 46.3 6.3 35.2 31.9 5.4
Help in choosing the airline 40.6 36.7 43.8 421 53.1 52.7 47.9
Help in purchasing your packages 17.0 12.6 20.6 36.2 8.7 7.2 18.3
Help in planning activities 16.2 13.5 18.4 32.4 8.2 10.0 12.2
Help in deciding travel to Hawai'i 7.4 4.4 9.8 9.9 71 10.2 9.3
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7. SAFETY ISSUES AND OTHER
NUISANCES
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SAFETY ISSUES AND OTHER NUISANCES

The safety of HawaiT’s visitors is very important to the State of Hawai and industry
partners. Therefore, the 2008 Visitor Satisfaction Survey questionnaire also asked visitors if
they had experienced any adversity or safety issues while in Hawai‘l. Overall, more than four
out of five visitors experienced no problems while in Hawai‘l. Also, there was no significant
difference between lifestyle/lifestages or visitation status due to low issue and nuisance

incidence.

e In general, the most common issues were visitors expetiencing severe weather/natural
calamities and drug dealers (approximately one out of twenty).

e Japan visitors were the least prone to encounters with drug dealers (1%).

e Visitors from Oceania were the least likely to experience a problem on their trip (6.3% of

visitors).

e A small number of Europe (2.8%) and Oceania (2.1%) respondents were solicited by

prostitutes.

Table 7.1 2008 Issues and Other Nuisance [Percentage of Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
no problems 89.3 89.2 89.3 89.6 86.9 90.2 93.7
severe weather/natural calamities 4.0 4.4 3.5 7.0 5.5 3.5 0.8
drug dealers 29 2.4 3.6 1.0 3.8 3.5 2.5
solicited by prostitutes 1.4 1.4 1.3 0.6 1.1 2.8 2.1
wallet stolen 1.0 1.1 0.9 1.2 0.7 1.3 0.2
parking ticket 1.5 1.6 1.5 0.9 1.7 0.7 0.4
violence 1.0 0.7 1.3 0.6 0.8 0.8 0.9
car vandalized 0.7 0.7 0.8 0.3 0.8 0.3 0.1
room vandalized 0.2 0.4 0.0 0.2 0.3 0.3 0.2

Table 7.2 2007 Issues and Other Nuisance [Percentage of Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe
no problems 88.3 87.6 89.4 90.7 86.4 89.7
severe weather/natural calamities 5.2 5.7 4.4 5.6 7.1 4.3
drug dealers 1.9 1.7 21 1.4 29 2.2
solicited by prostitutes 1.5 1.5 1.4 0.6 1.5 23
wallet stolen 1.3 14 1.2 1.3 1.2 1.6
parking ticket 1.5 1.5 1.7 0.5 0.8 1.0
car vandalized 1.4 1.5 1.1 0.3 1.2 1.2
violence 1.0 1.3 0.6 0.7 0.8 0.8
room vandalized 0.1 0.1 0.0 0.1 0.3 0.1
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2008 VISITOR PROFILE

Lifestyle/Lifestage* Segments and Visitation Status (Table 8.1)

Figure 30: Lifestyle/Lifestage by MMA [Percentage by Visitors]
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Slightly fewer compared to 2007, 2.6 percent of U.S. West respondents and 5.1 percent of
U.S. East respondents were categorized as the Wedding/Honeymoon segment.

Middle Age (28.5%) and Seniors (33.4%) made up the majority of U.S. visitor respondents.
The Family segment comprised 21.1 percent of U.S. visitor respondents while the Young
segment accounted for 13.3 percent.

The majority of U.S. East (60.4%) and U.S. West (85.4%) respondents were mainly Repeat
visitors.

Japan

In 2008, 16.6 percent of Japan respondents were categorized as Family and 11.3 percent
were classified as the Wedding/Honeymoon segment.

More than a quarter of Japan visitors comprised Middle Age (28%) and Senior (28.5%)
respondents.

Two-thirds (66.6%) were Repeat Visitors.

Canada

One-third of Canada respondents were Seniors (32.9%) while 28.8 percent were Middle Age
and 24.2 percent were Family respondents.
In 2008, there were more Repeat respondents (66.5%) compared to First-timers (33.5%).

* Por definition see page 165

161



Europe
e There were more Middle Age (30.2%) than Senior (27.3%) respondents from Europe while
one out of ten were patt of the Wedding/Honeymoon (9.5%) and Family segment (10.2%).
e Hurope visitor respondents were mostly First-timers (68.6%).

Oceania
e The Senior segment represented two-fifths (39.1%) of Oceania respondents while Middle
Age (21.2%) and Family (21%) comprised one-fifth.
e Oceania comprised more Repeat (52.7%) than First-time (47.3%) respondents in 2008.

Employment, Income and Education (Tables 8.2 to 8.10)

U.S. West
e Seven out of ten (70%) U.S. West respondents worked, a decrease from 74.3 percent in
2007. At the same time 19.5 percent had retired, an increase from 15.2 percent from the
previous year.
e Survey results for 2008 showed that approximately 12.9 percent of U.S. West respondents
reported annual household income of less than $50,000.
e U.S. West respondents with household income from $70,000 to $124,999 comprised the
largest group of respondents (32.7 %).
e In addition, 31 percent of U.S. West respondents reported annual household income of
$150,000 or more, an increase from 25.4 percent in 2007.
e More than half (58.6%) of the respondents have some college or college degrees, 31.9
percent have post graduate degrees, and 6.9 percent were high school graduates.

U.S. East

e The percentages of working, retirees, homemakers, and students respondents were not much
different than the respondents from the U.S. West. The majority (70.7%) of the respondents
work, 19.5 percent had retired while 7.7 percent were homemakers and/or students.

e Survey results for 2008 showed that 16.2 percent of U.S. East respondents reported annual
household income of less than $50,000.

e U.S. East visitors with household income from $70,000 to $124,999 comprised the largest
group of respondents (37%).

e In addition, 28 percent of U.S. East respondents reported annual household income of
$150,000 or more, compared to 24.6 percent in 2007.

e Similar to the U.S. West, 59.1 percent of the respondents have some college or college
degrees, 30.3 percent have post graduate degrees, and 8.3 percent were high school
graduates.

Japan
e Three out of five (62%) respondents worked for a living, however there were more
homemakers (21%) and fewer retirees (8.2%) compared to other visitor markets.

e More than one-third (37%) of the respondents from Japan reported annual household
income of less than 5 million yen (approximately $48,500 U.S.).
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Respondents with income between 5 million yen (approximately $48,500 U.S.) and 9.99
million yen (approximately $97,000 U.S.) accounted for 36.2 percent of Japan visitors
surveyed.

One out of ten (9.8%) respondents who visited Hawail reported annual household income
of 15 million yen (approximately $145,500 U.S.) or more.

More than half (55.5%) have some college or college degrees, 3.7 percent have post graduate
degrees, and a larger percentage (28.9%) were high school graduates in contrast to their
counterparts from other visitor markets.

Canada

The majority (67.6%) of Canada respondents worked, a 6.5 percentage point decrease
compated to 2007. Homemaker and/or students comprised 7.1 petrcent of the respondents.
More retirees (22.6%) from Canada responded to the survey in 2008 compared to 2007
(16.6%).

The share of the Canada respondents surveyed that have an annual household income of less
than $50,000 was 16.3 percent in 2008.

Canada respondents with income levels between $70,000 and $124,999 comprised the largest
(37.2%) while 22.8 percent of the respondents reported annual household income of
$150,000 or more.

More than half (53.6%) of the respondents have some college or college degrees, 4.4
percentage points lower compared to 2007. One-fifth (20.3%) have post graduate degrees
and 13.6 percent were high school graduates.

Europe

Seven out of ten (71.8%) Europe visitors surveyed worked, compared to eight out of ten
(79.7%) in 2007. A slightly larger proportion of respondents were students (5.3%) compared
to the other markets.

More than a quarter (29.2%) of the Europe visitors surveyed reported annual household
income of $50,000 or less.

Those with incomes between $70,000 and $124,999 accounted for the largest share (32.8 %)
while 18.6 percent of the Europe respondents reported annual household income of
$150,000 or morte.

Several (42.6%) respondents have some college or college degrees, 24.9 percent have post
graduate degrees while 14.1 percent were high school graduates.

Oceania

More than three-fifths (67.5%) of Oceania respondents worked, 22.4 percent were retirees
while 6.9 percent were homemakers and/or students.

More than a quarter (26.7%) of the Oceania visitors surveyed reported annual household
income of $50,000 or less.

Oceania respondents with incomes between $50,000 and $99,999 comprised the largest
share (37.6%) while 14.5 percent of the respondents reported annual household income of
$150,000 or more.

Several (41.4%) respondents have some college or college degrees, 13.8 percent have post
graduate degrees while 24.2 percent were high school graduates.
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Other Visitor Characteristics (Tables 8.11 to 8.14 and 8.19)

U.S. West

Over half (55.9%) of the U.S. West visitors who responded to the 2008 survey were female
and 44.1 percent were male. The median age was 51 years old. Most of the U.S. West
respondents (86.8%) had traveled on vacation more than 500 miles from home in the past
three years, 9.2 percentage points lower compared to 2007. More than half (54.7%) had
visited California, 46 percent visited Las Vegas, and 29.7 percent had visited Mexico in the
last three years.

Half (49.6%) of the respondents had friends or relatives in Hawai‘i while 10.5 percent had
lived in Hawai‘i before. The share of respondents who owned timeshare property in Hawai‘i
was 12.1 percent while 5.1 percent owned other types of property in the islands.

Even though 61.5 percent of the U.S. West respondents stayed in a hotel on Ohu, one-
fiftth (20%) of O‘ahu visitors stayed at a friend’s or family’s home. The proportion of U.S.
West respondents who stayed in a hotel on O‘ahu decreased, compared to 66 percent in
2007; while the share of U.S. West visitors who stayed in a condo on O‘ahu increased to 11.5
percent from 6.9 percent in 2007.

More U.S. West respondents stayed in timeshare properties on Maui (23%, +5.6 percentage
points), Hawaii Island (20.2%, +6.2 percentage points), and Kaua‘i (35.1%, +8.5 percentage
points) compared to 2007.

On Maui more U.S. West respondents stayed in condos (37.7%) than in hotels (31.4%).

U.S. East

Similar to U.S. West visitors, over half (55.3%) of the U.S. East visitors who responded to
the 2008 survey were females and 44.7 percent were male. The median age was 50 years.

The majority (83.2%) of the respondents had taken a long distance trip of more than 500
miles from their homes in the past three years, a decrease compared to 94.1 percent in 2007.
Less than half (46.3%) had been to Florida and over one quarter (27.2%) had been to the
Caribbean in the past three years. The proportion of U.S. East respondents who had been to
California (43.9%, +5.4 percentage points), Las Vegas (37.4%, +4.9 percentage points), and
Europe (29.9%, +5 percentage points) in the past three years increased compared 2007.

A few (6.5%) of the respondents had previously lived in Hawai‘i, 35.3 percent had friends or
relatives here while 6.7 percent own timeshare property in the islands.

On O‘ahu, most U.S. East visitors who responded stayed in hotels (69.3%).

The share of U.S. East respondents who stayed in hotels on Maui (46.4%, +8 percentage
points), Hawai‘l Island (47.7%, +4.9 percentage points), and Kaua‘i (36.2%, +5 percentage
points) increased compared to 2007.

Japan

There were more females than males among Japan visitors who responded to the sutvey,
55.4 percent to 44.6 percent, respectively. In contrast to U.S. visitors surveyed, the median
age was slightly younger at 45 years old.

Seven out of ten (70.3%) of the respondents had taken a long distance trip of more than 500
miles from their homes in the past three years. Many (23%) had visited Korea, 20.3 percent
had visited Guam/Saipan, 20 percent had visited Other Asian countries, and 17.2 percent
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had visited China in the past three years. Many Japan respondents (21.4%) also had been to
Europe.

Few (1.9%) Japan respondents had lived in Hawai‘i before, owned timeshare property in
Hawnai‘i (5.3%), or had friends or relatives in the islands (17%) compared to U.S. visitors.
Japan respondents mainly stayed in hotels while on O‘hu (87%), Maui (63.7%), Hawai‘
Island (83.1%), and Kaua‘i (64.3%).

The share of Japan respondents who stayed in hotels on Maui (-7.2 percentage points)
decreased compared to 2007 while the share of visitors who stayed in condos on Maui
increased (+9.5 percentage points).

More Japan respondents (18%, +5 percentage points) who visited Kaua‘ also chose to stay
in condos compared to the previous year.

Canada

There were slightly more female respondents (51.2%) than male respondents (48.8%) among
Canada respondents surveyed in 2008. The media age was 50 years old.

Over four-fifths (88.8%) of the respondents had taken a long distance trip of more than 500
miles from their homes in the past three years, 6.8 percentage points lower compared to
2007. Many Canada respondents had traveled to California (35.5%), Europe (26.7%), or
around Canada (50.3%) in the past three years. More Canada respondents had been to Las
Vegas (35.2%, +06.5 percentage points), around Canada (+5 percentage points), and Mexico
(30.7%, +3.9 percentage points) in the past three years compared to 2007; while fewer had
been to Europe (26.7%, -5.3 percentage points).

Only 1.6 percent had lived in Hawail before; 5.1 percent own timeshare property in the
islands and 19.4 percent had friends or relatives in Hawnai‘i.

Canada respondents preferred hotels on O‘ahu (68.5%) and Hawai‘i Island (36.5%) but used
condos while on Maui (47.6%) and Kaua‘l (25.8%). More Canada respondents stayed in
condos on Maui (+12.9 percentage points) and Kaua‘l (+9.6 percentage points) compared to
2007.

The proportion of Canada respondents who stayed in hotels on Hawai‘i Island (+10.2
percentage points) and Kaua‘l (24.1%, +06.8 percentage points) also increased compared to
the previous year.

Europe

In contrast to U.S., Japan, or Canada respondents, there were more male (57.1%)
respondents from Europe compared to female (42.9%). The median age was 44 years old.
Most of the respondents (86.5%) had taken a long distance trip of more than 500 miles from
their homes in the past three years, 11.1 percentage points lower compared to 2007. In the
past three years, 44.3 percent visited California and 30.3 percent visited Las Vegas while 76.7
percent preferred to tour around Europe. More Europe visitors had been to Thailand
(14.4%, +5 percentage points) in the past three years compared to 2007.

One-fifth (21.5%) of respondents in 2008 have friends or relatives in Hawaii and 2.2
percent had lived in Hawail before. Less than 1 percent (0.8%) own timeshare property in
the islands while only 0.1 percent own other types of property in Hawai‘i.

Europe respondents mainly used hotels they visited the islands; 79.9 percent on O‘ahu, 48.5
percent on Maui, 59.9 percent on Hawaii Island, and 50.4 percent on Kaua‘l. Some stayed in
condos while visiting Maui (18.8%).

165



Oceania

e Three out of five (60.2%) respondents from Oceania were females while two out of five
(39.8) were males in 2008. Compared to other visitor markets, the median age was higher at
53 years old.

e Most Oceania respondents (83.8%) had taken a long distance trip of more than 500 miles
from their homes in the past three years. Many Oceania respondents visited California
(46.1%), Other Asian countries (31.2%), Australia (38.7%), Europe (40%), and Canada
(20.9%) in the past three years.

e A few respondents (9.9%) had friends or relatives in Hawai‘l and 0.4 percent had lived in
Hawai‘l before. Only 0.5 percent own timeshare property in the islands while only 0.1
percent own other types of property in Hawai‘i.

e Oceania respondents were more likely to stay in hotels on O‘ahu (91.4%) and Hawai‘i Island
(48.6%0) while visitors to Kaua‘i (66.3%) were more likely to stay on a cruise ship.

e In addition, many Oceania respondents who visited Maui (38.4%) and Hawai‘ Island
(33.6%) stayed overnight on a cruise ship in 2008.

Primary Purpose of Trips (Table 8.15)

uU.s.

e The majority of U.S. West (65.8%) and U.S. East (57.4%) visitors surveyed in 2008 listed
vacation as the primary reason for coming to the islands.

e Other reasons for U.S. respondents to visit Hawai‘i were to visit friends/relatives (10% U.S.
West and 11% U.S. East), attend business meetings/conduct business (5.3% U.S. West and
7.2% U.S. East), attend a convention/conference/seminar (2.9% U.S. West and 5.6% U.S.
East), celebrate an anniversary/birthday (3.9% U.S. West and 4.7% U.S. East), or
attend/ patticipate in wedding (4.4% U.S. West and 3% U.S. East).

Japan
e Vacation was the primary reason for 63.2 percent of Japan respondents to visit Hawai‘i.

e In addition, 83 percent of Japan respondents listed honeymoon, 6.9 percent to
attend/patticipate in wedding, 3.8 percent for shopping/fashion, and 3.3 petcent for sports
as other primary reasons for visiting.

Canada

e Tour out of five (80.5%) of Canada respondents, indicated that vacation was their primary
reason for coming to the islands.

e  Other significant reasons wete to attend a convention/conference/seminar (3.7%), to visit
friends/relatives (3%), and to celebrate an anniversary/birthday (2.9%).

Europe

e Vacation was also the primary reason for 70.2 percent of the Europe respondents to visit
Hawai‘t.

e In addition, 8.1 percent came to honeymoon. 6.8 percent visited friends/relatives. and 5.1
petcent attended a convention/conference/seminar.
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Oceania
e Oceania respondents’ primary purpose to visit Hawai‘i was to vacation (83.8%).

e Honeymoon (3.9%) and visit friends/relatives (3.5%) were other significant reasons Oceania
respondents came to Hawai‘i.

Secondary Purpose of Trips (Table 8.16)

U.S.

e Another 42.8 percent of U.S. West and 48.6 percent of U.S. East surveyed in 2008 listed
vacation as their secondary purpose of trip.

e Other secondary reasons to come to Hawai‘i were to visit friends/relatives (22.7% U.S. West
and 16.9% U.S. East), to celebrate an anniversary/birthday (11.7% U.S. West and 12.9%
U.S. East), and to attend a business meetings/conduct business (5% U.S. West and 2.4%
U.S. East).

Japan
e Shopping/fashion was the prevailing secondary purpose of trip among 45.3 percent of the
Japan respondents.

e Vacation (24%) was the next secondary purpose of the trip among the respondents. In
addition, 4.6 percent visited friends/relatives, 3.5 percent celebrated an anniversary/birthday,
3.4 percent honeymooned, and 3 percent attended/participated in wedding.

Canada

e Two-fifths (40.7 %) of the Canada respondents indicated that vacation was their secondary
purpose for coming to Hawai‘.

e Other secondary putrposes of trips were to visit friends/relatives (17.2%), celebrate an
anniversaty/birthday (15.5%), and shopping/fashion (5.8%).

Europe

e Similarly, vacation was the secondary purpose of trip for 46 percent of the Europe visitors
surveyed.

e In addition, 13.9 petrcent celebrated an anniversary/birthday, 12.8 percent visited
friends/relatives, 6.4 percent came for shopping and fashion, and 3.2 honeymooned.

Oceania

e Vacation was also the secondary purpose of trip for 36.4 percent of the Oceania visitors
surveyed while 30.2 percent was for the shopping and fashion.

e Other secondary purposes were to visit friends/relatives (6.8%) and celebrate an
anniversary/birthday (3.5%).
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Travel Companions (Table 8.17)

U.S. Visitors

e U.S. West and U.S. East respondents in 2008 traveled to the islands with their spouses
(69.8% U.S. West and 70.8% U.S. East), with other adult family members (29.8% U.S. West
and 29.1% U.S. East), and with children (27.2% U.S. West and 19.8% U.S. East).

e Additionally, 20.9 percent of U.S. West and 21 percent of U.S. East visitors came with
friends/business associates, while 11 petcent of U.S. West and 11 percent of U.S. East
visitors came alone.

Japan Visitors
e More than three out of five (63.1%) Japan visitors surveyed came with their spouses; 31.6
percent were with other adult family members and 18.4 percent were with children.

e Similar to U.S. visitors, 20.8 percent of Japan visitors surveyed traveled with friends or
business associates but fewer came by themselves (5.8%).

Canada Visitors
e A larger percentage of the Canada visitors surveyed came with their spouses (75.7%)
compared to respondents from U.S. West, U.S. East, Japan, and Europe.

e Similar to U.S. West visitors, 29.3 percent were with other adult family members, 26 percent
with children, and 20.2 percent with friends or business associates.

Europe Visitors

e More than half (58.1%) of the Europe respondents traveled to Hawai‘i with their spouses
while 22.9 percent came with friends or business associates, 17.2 percent with other adult
family members, and 12 percent with children.

e A higher percentage of Europe visitors surveyed traveled with their girlfriends or boyfriends
(15.1%) compared to respondents from the other visitor markets.

Oceania Visitors

e The majority (72.7%) of Oceania respondents came to Hawai‘i with their spouse while 24.9
percent came with children, 23.3 percent with other adult family members, and 20.5 with
friends or business associates.
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Table 8.1 Lifestyle/Lifestage and Visitation Status
[Percentage of 2008 Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
LIFESTYLE/LIFESTAGE SEGMENTS
Wedding / Honeymoon 3.7 2.6 5.1 11.3 3.2 9.5 4.5
Family 21.1 24.0 17.2 16.6 24.2 10.2 21.0
Young 13.3 12.6 14.3 15.7 11.0 22.7 14.2
Middle age 28.5 27.1 30.5 28.0 28.8 30.2 21.2
Seniors 33.4 33.7 32,9 28.5 32.9 27.3 39.1
VISITATION STATUS
First timers 25.2 14.6 39.6 33.4 33.5 68.6 47.3
Repeat visitors 74.8 85.4 60.4 66.6 66.5 31.4 52.7
Table 8.2 Income Level — U.S. Total [Percentage of 2008 Visitors by Island]
State O‘ahu Kaua‘i Maui Hawai‘i
INCOME
$14,999 or less 1.2 1.6 1.0 1.1 1.9
$15,000 - $24,999 1.6 1.9 1.2 1.5 1.1
$25,000 - $29,999 1.7 2.5 1.1 1.0 2.2
$30,000 - $34,999 2.3 2.8 1.8 2.3 2.4
$35,000 - $39,999 2.1 2.2 2.2 1.9 1.7
$40,000 - $44,999 2.6 3.1 3.5 3.2 2.2
$45,000 - $49,999 2.8 3.4 2.7 2.0 3.0
$50,000 - $69,999 12.3 13.3 10.4 11.7 12.7
$70,000 - $99,999 19.0 21.6 20.5 16.8 17.1
$100,000 - $124,999 15.5 15.0 16.0 16.2 18.4
$125,000 - $149,999 9.2 8.1 9.7 10.4 8.7
$150,000 - $199,999 11.4 10.8 13.6 12.3 9.5
$200,000 or more 18.3 13.7 16.2 19.5 19.2
Table 8.3 Income Level — U.S. West [Percentage of 2008 Visitors by Island]
State O‘ahu Kaua‘i Maui Hawai‘i
INCOME
$14,999 or less 1.1 1.6 0.7 1.0 2.6
$15,000 - $24,999 1.9 2.7 14 1.8 1.4
$25,000 - $29,999 1.5 2.4 0.8 1.2 2.3
$30,000 - $34,999 1.9 2.0 1.8 2.1 1.7
$35,000 - $39,999 2.3 2.4 2.1 1.6 2.2
$40,000 - $44,999 1.7 1.9 2.3 1.6 0.7
$45,000 - $49,999 2.5 2.9 3.0 1.8 1.6
$50,000 - $69,999 13.1 13.7 11.1 13.0 12.3
$70,000 - $99,999 17.5 20.8 21.0 15.5 14.3
$100,000 - $124,999 15.2 15.5 13.9 15.6 19.7
$125,000 - $149,999 10.3 8.9 10.3 11.5 10.3
$150,000 - $199,999 12.0 11.9 14.2 13.3 10.0
$200,000 or more 19.0 13.3 17.5 20.2 21.0
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Table 8.4 Income Level — U.S. East [Percentage of 2008 Visitors by Island]

State O‘ahu Kaua‘i Maui Hawai‘i
INCOME
$14,999 or less 1.3 1.6 1.3 1.1 1.1
$15,000 - $24,999 1.1 1.1 1.0 1.2 0.8
$25,000 - $29,999 2.0 2.5 1.4 0.9 2.1
$30,000 - $34,999 2.8 3.7 1.8 2.5 3.0
$35,000 - $39,999 1.9 2.0 2.4 2.3 1.3
$40,000 - $44,999 3.9 4.4 5.0 5.6 3.8
$45,000 - $49,999 3.2 3.8 2.4 2.3 4.4
$50,000 - $69,999 11.3 12.9 9.6 10.0 13.0
$70,000 - $99,999 211 22.3 19.9 18.5 19.8
$100,000 - $124,999 15.9 14.5 18.6 17.1 17.1
$125,000 - $149,999 7.7 7.2 9.0 8.9 71
$150,000 - $199,999 10.6 9.7 12.9 10.9 9.1
$200,000 or more 17.4 14.2 14.6 18.7 17.3
Table 8.5 Income Level — Japan [Percentage of 2008 Visitors by Island]
State O‘ahu Kaua‘i Maui Hawai‘i
INCOME in 10,000 Japanese Yen
150 or less 3.6 3.6 5.8 4.2 3.0
150 - 249.999 4.5 4.4 2.4 4.6 4.4
250 - 299.999 5.6 5.7 1.6 3.8 4.9
300 - 349.999 5.5 5.6 3.2 3.0 4.9
350 - 399.999 5.3 5.2 5.4 5.5 7.2
400 - 449.999 5.4 5.4 6.1 3.6 5.4
450 - 499.999 7.1 7.2 4.0 4.5 6.2
500 - 699.999 16.4 16.4 23.5 18.9 15.8
700 - 999.999 19.8 19.8 16.8 20.7 18.1
1,000 - 1,249.999 11.1 11.0 8.0 10.0 12.4
1,250 - 1,499.999 5.9 5.8 7.9 8.5 5.6
1,500 - 1,999.999 5.2 5.1 11.5 8.3 6.2
2,000 or more 4.6 4.6 3.8 4.5 5.8
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Table 8.6 Income Level — Canada [Percentage of 2008 Visitors by Island]

State O‘ahu Kaua‘i Maui Hawai‘i
INCOME
$14,999 or less 1.2 1.4 1.0 0.8 0.7
$15,000 - $24,999 1.4 1.7 1.2 0.8 2.0
$25,000 - $29,999 2.0 2.3 1.8 2.4 1.6
$30,000 - $34,999 2.1 2.4 2.5 1.6 2.7
$35,000 - $39,999 3.2 3.2 1.8 3.0 2.2
$40,000 - $44,999 2.3 2.7 2.4 1.8 2.5
$45,000 - $49,999 4.1 5.1 4.6 5.2 4.3
$50,000 - $69,999 13.6 14.8 13.0 13.0 13.6
$70,000 - $99,999 19.2 19.5 18.8 17.1 18.5
$100,000 - $124,999 18.0 18.8 23.5 20.9 19.6
$125,000 - $149,999 10.1 9.5 8.0 10.4 10.0
$150,000 - $199,999 9.6 8.7 8.5 8.5 10.1
$200,000 or more 13.2 10.0 12.9 14.7 12.2
Table 8.7 Income Level — Europe [Percentage of 2008 Visitors by Island]
State O‘ahu Kaua‘i Maui Hawai‘i
INCOME
$14,999 or less 3.7 3.3 3.4 2.8 2.1
$15,000 - $24,999 2.8 2.5 1.2 3.0 3.7
$25,000 - $29,999 4.2 4.5 3.2 25 6.7
$30,000 - $34,999 5.7 6.7 3.3 2.5 1.5
$35,000 - $39,999 2.7 2.4 3.0 3.7 2.8
$40,000 - $44,999 5.7 6.7 6.9 4.1 6.7
$45,000 - $49,999 4.4 4.7 3.6 6.6 6.5
$50,000 - $69,999 12.6 12.4 12.2 14.2 12.2
$70,000 - $99,999 17.2 18.1 23.5 13.5 18.0
$100,000 - $124,999 15.6 17.1 13.3 12.8 9.7
$125,000 - $149,999 6.9 6.5 8.7 9.1 8.1
$150,000 - $199,999 8.0 6.8 6.6 10.5 9.7
$200,000 or more 10.6 8.2 11.0 14.7 12.0
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Table 8.8 Income Level — Oceania [Percentage of 2008 Visitors by Island]

State O‘ahu Kaua‘i Maui Hawai‘i
INCOME
$14,999 or less 0.9 0.7 1.4 0.9 0.8
$15,000 - $24,999 2.5 2.2 4.5 2.7 3.7
$25,000 - $29,999 2.8 3.0 1.1 2.3 1.7
$30,000 - $34,999 1.9 1.9 2.9 1.3 1.5
$35,000 - $39,999 7.3 7.7 34.1 17.4 20.4
$40,000 - $44,999 5.1 53 3.4 1.2 3.7
$45,000 - $49,999 6.2 6.5 1.8 2.8 3.3
$50,000 - $69,999 17.4 17.7 15.8 12.5 15.7
$70,000 - $99,999 20.2 20.5 7.7 15.7 17.0
$100,000 - $124,999 14.7 15.0 13.7 12.8 12.9
$125,000 - $149,999 6.5 6.5 4.5 8.8 5.8
$150,000 - $199,999 5.9 5.9 3.8 4.8 55
$200,000 or more 8.6 71 5.3 16.9 7.9
Table 8.9 Employment [Percentage of 2008 Visitors by MMA]
U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
EMPLOYMENT STATUS
Working 70.3 70.0 70.7 62.0 67.6 71.8 67.5
Retired 19.5 19.5 19.5 8.2 22.6 17.0 22.4
Student 2.4 2.4 2.4 1.3 2.4 5.3 1.5
Homemaker 5.7 6.0 5.3 21.0 4.7 2.2 5.4
Other 2.1 2.1 2.0 7.6 2.7 3.7 3.2
Table 8.10 Education [Percentage of 2008 Visitors by MMA]
U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
HIGHEST LEVEL OF SCHOOL
No high school 0.1 0.2 0.0 1.2 0.8 2.8 0.1
Some high school 0.2 0.3 0.2 1.1 3.0 8.2 9.3
High school grad 7.5 6.9 8.3 28.9 13.6 14.1 24.2
Some college 15.1 15.3 14.8 1.5 15.3 13.4 10.7
2-year degree 9.0 8.3 10.0 15.9 9.7 4.9 4.7
4-year degree 34.7 35.0 34.3 38.1 28.6 24.3 26.0
Post grad degree 31.2 31.9 30.3 3.7 20.3 24.9 13.8
Vocational/technical 2.1 2.1 2.2 9.6 8.8 7.4 11.2
Table 8.11 Gender and Age [Percentage of 2008 Visitors by MMA]
U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
GENDER
Male 44.3 441 44.7 44.6 48.8 57.1 39.8
Female 55.7 55.9 55.3 55.4 51.2 42.9 60.2
AGE
Median (Years) 50.0 51.0 50.0 45.0 50.0 44.0 53.0
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Table 8.12 Relationship with Hawai‘i [Percentage of 2008 Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania

LIVED IN HAWAI‘I BEFORE

Yes 8.8 10.5 6.5 1.9 1.6 2.2 0.4

No 91.2 89.5 93.5 98.1 98.4 97.8 99.6
HAVE FRIENDS AND/OR RELATIVES

IN HAWAI‘l

Yes 43.5 49.6 35.3 17.0 19.4 21.5 9.9

No 56.5 50.4 64.7 83.0 80.6 78.5 90.1
DO YOU OWN PROPERTY IN HAWAI‘I?

Own time share property in Hawai'i 9.8 12.1 6.7 5.3 51 0.8 0.5

Own other types of property in Hawai'i 3.9 5.1 2.3 0.7 1.7 0.1 0.1

None 86.3 82.8 91.0 94.1 93.2 99.1 99.4

Table 8.13 Travel History [Percentage of 2008 Visitors by MMA]
U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania

HOW MANY TRIPS HAVE YOU TAKEN

IN THE PAST 3 YEARS?

1 trip 10.4 8.8 12.6 25.6 11.0 9.3 155

2 to 4 trips 39.9 38.9 41.3 50.4 49.2 41.8 50.1

5to 9 trips 29.7 30.7 28.2 18.6 25.7 26.5 20.6

10 or more trips 20.1 21.6 17.9 5.5 14.1 22.4 13.8
LONG DISTANCE TRAVEL

(>500 miles from home)

yes 85.3 86.8 83.2 70.3 88.8 86.5 83.8

no 14.7 13.2 16.8 16.8 11.2 13.5 16.2

Table 8.14 Places Visited in the Past 3 Years [Percentage of 2008 Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
Alaska 10.1 10.1 10.0 0.6 6.7 2.9 6.4
California 50.2 54.7 43.9 7.0 35.5 443 46.1
Florida 32.7 23.0 46.3 2.3 23.7 22.1 11.6
Las Vegas 42.4 46.0 37.4 8.1 35.2 30.3 36.6
New York City 24.2 231 25.8 5.3 14.9 31.5 26.0
Other U.S. 51.7 52.5 50.6 8.1 38.7 30.9 36.4
Bali 1.3 1.7 0.8 6.5 1.9 7.3 11.0
China 4.2 5.1 2.8 17.2 3.6 8.7 7.1
Fiji 0.5 0.6 0.4 0.6 0.7 1.0 10.7
Guam/Saipan 0.8 1.0 0.5 20.3 0.4 2.3 9.2
Korea 1.5 1.8 1.0 23.0 2.2 3.9 4.9
Thailand 3.9 5.0 2.3 10.5 3.1 14.4 14.5
Other Asia 4.5 5.3 3.4 20.0 4.1 15.3 31.2
Australia 4.1 4.7 3.3 11.0 3.2 8.6 38.7
New Zealand 2.1 2.3 1.7 24 2.5 5.6 19.7
Europe 28.1 26.8 29.9 21.4 26.7 76.7 40.0
Canada 171 18.3 15.4 6.2 50.3 14.6 20.9
Caribbean 19.9 14.7 27.2 0.8 25.6 17.3 5.0
Mexico 26.2 29.7 21.4 1.6 30.7 11.2 11.0
Other 11.2 11.6 10.6 7.2 5.9 17.3 10.3
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Table 8.15 Primary Purpose of Trip [Percentage of 2008 Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
PRIMARY PURPOSE
Vacation 62.3 65.8 57.4 63.2 80.5 70.2 83.8
Business meeting/conduct business 6.1 5.3 7.2 1.1 1.5 1.8 0.6
Convention, conference, seminar 4.1 29 5.6 0.6 3.7 5.1 0.7
Incentive/reward 1.1 0.8 1.5 1.7 0.5 1.3 0.2
Visit friends/relatives 10.4 10.0 11.0 2.5 3.0 6.8 3.5
Get married 0.7 0.8 0.6 2.2 0.4 0.7 0.1
Attend/participate in wedding 3.8 4.4 3.0 6.9 1.8 1.0 1.0
Honeymoon 2.5 1.6 3.8 8.3 1.7 8.1 3.9
Anniversary/birthday 4.3 3.9 4.7 1.6 29 1.5 0.8
Sports event 1.1 1.5 0.5 3.3 1.2 0.8 0.1
Cultural/musical event 0.3 0.2 0.5 0.9 0.5 0.4 0.1
Medical treatment 0.1 0.0 0.2 0.1 0.0 0.0 0.0
Shopping/fashion 0.0 0.0 0.1 3.8 0.1 0.0 0.3
Other 3.2 2.7 3.9 3.9 2.2 2.4 4.6

Table 8.16 Secondary Purpose of Trip [Percentage of 2008 Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
SECONDARY PURPOSE
Vacation 45.4 42.8 48.6 24.0 40.7 46.0 36.4
Business meeting/conduct business 3.9 5.0 24 1.3 1.4 25 0.3
Convention, conference, seminar 1.8 1.3 2.4 0.7 2.5 1.4 0.9
Incentive/reward 2.7 25 3.0 1.1 1.3 25 0.9
Visit friends/relatives 20.2 22.7 16.9 4.6 17.2 12.8 6.8
Get married 0.3 0.1 0.5 1.2 0.6 0.3 0.4
Attend/participate in wedding 1.1 0.9 1.3 3.0 1.0 1.2 1.3
Honeymoon 1.6 1.5 1.8 3.4 2.4 3.2 0.8
Anniversary/birthday 12.2 11.7 12.9 3.5 15.5 13.9 3.5
Sports event 1.1 1.4 0.7 2.7 1.6 0.8 2.1
Cultural/musical event 1.2 0.9 1.5 1.6 0.6 1.6 0.3
Medical treatment 0.0 0.0 0.0 0.6 0.0 0.3 0.0
Shopping/fashion 1.8 22 1.4 45.3 5.8 6.4 30.2
Other 6.8 7.0 6.5 7.1 9.3 7.0 16.2
Table 8.17 Companion Type [Percentage of 2008 Visitors by MMA]
U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
TRAVEL PARTY
Spouse 70.2 69.8 70.8 63.1 75.7 58.1 72.7
With kids 241 27.2 19.8 18.4 26.0 12.0 24.9
Other adult family members 29.5 29.8 29.1 31.6 29.3 17.2 23.3
Friends/associates 20.9 20.9 21.0 20.8 20.2 229 20.5
Girl/boy friend 7.4 7.7 7.1 2.8 5.8 15.1 52
Same sex partner 1.6 1.5 1.7 0.6 1.5 1.8 1.0
Alone 11.0 11.0 11.0 5.8 4.9 11.8 10.9

Table 8.18 Year of Last Visit to Hawai‘i [Percentage of 2008 Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
YEAR OF LAST VISIT TO HAWAI‘I
1990 or prior 9.5 6.8 14.6 9.6 14.1 8.7 26.7
1991-2000 13.3 10.7 18.0 171 19.3 14.2 23.2
2001 2.0 1.8 2.2 24 2.5 2.0 0.9
2002 34 2.9 4.3 2.9 1.7 7.4 1.0
2003 4.5 3.8 5.9 4.4 3.3 3.9 2.3
2004 5.6 5.2 6.3 5.7 5.6 9.6 7.7
2005 10.3 11.1 8.9 8.7 7.6 14.7 8.7
2006 17.4 19.0 14.3 15.1 18.1 13.2 12.7
2007 34.0 38.7 25.4 34.0 27.7 26.4 16.9
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Table 8.19 Accommodation Usage by Island [Percentage of 2008 Visitors by MMA]

U.S. Total | U.S. West | U.S. East Japan Canada Europe Oceania
ACCOMMODATION ON O‘AHU
Hotel 65.6 61.5 69.3 87.0 68.5 79.9 91.4
Condo 8.7 11.5 6.1 9.7 16.4 6.4 3.0
Bed & Breakfast 1.0 1.2 0.9 0.1 1.4 1.3 0.4
Time Share 7.3 8.0 6.5 2.8 6.9 1.3 25
Friends or Family's Home 16.9 20.0 14.0 1.8 4.0 8.0 2.4
Home | Own 0.8 0.8 0.7 0.3 0.3 0.0 0.0
Home that | Rented 3.5 4.0 3.0 0.2 2.7 1.9 0.2
Cruise Ship 2.0 0.3 3.5 0.1 5.1 3.0 1.1
Other Accom 2.6 1.5 3.6 0.3 1.4 3.8 1.2
ACCOMMODATION ON MAUI
Hotel 37.8 31.4 46.4 63.7 25.4 48.5 39.7
Condo 32.0 37.7 243 22.5 47.6 18.8 13.7
Bed & Breakfast 1.3 0.7 21 1.3 2.9 7.6 1.4
Time Share 17.9 23.0 111 4.3 10.4 2.9 3.4
Friends or Family's Home 6.7 8.5 4.3 7.0 4.3 5.4 4.0
Home | Own 1.4 1.8 0.7 0.0 0.8 0.1 0.0
Home that | Rented 1.8 1.7 21 0.7 5.1 3.2 0.3
Cruise Ship 6.3 1.1 13.3 2.6 121 12.2 38.4
Other Accom 0.7 0.6 0.8 1.7 1.3 6.1 0.9
ACCOMMODATION ON HILO
Hotel 33.9 37.0 31.7 74.3 32.3 39.3 28.6
Condo 5.0 8.9 22 3.9 0.9 21 1.2
Bed & Breakfast 6.6 5.8 71 0.6 8.4 15.7 7.5
Time Share 6.0 8.0 4.6 1.1 1.3 0.4 0.0
Friends or Family's Home 14.0 231 7.6 6.7 2.6 8.3 3.1
Home | Own 1.1 25 0.0 7.2 0.1 0.2 0.0
Home that | Rented 7.2 10.1 5.1 2.2 5.6 2.0 3.2
Cruise Ship 24.0 4.8 37.6 3.5 48.1 24.2 53.7
Other Accom 6.1 5.1 6.9 3.3 4.4 11.8 6.1
ACCOMMODATION ON KONA
Hotel 36.3 29.7 43.2 79.1 31.4 54.7 42.6
Condo 21.7 29.3 13.9 10.2 23.0 9.3 5.8
Bed & Breakfast 1.4 0.8 2.0 1.4 2.9 9.4 4.3
Time Share 18.0 21.7 14.2 7.9 13.3 1.8 4.2
Friends or Family's Home 9.6 11.6 7.5 1.4 7.3 2.0 2.3
Home | Own 0.7 1.2 0.1 0.5 0.9 0.0 0.0
Home that | Rented 55 9.2 1.7 0.3 5.7 3.3 1.2
Cruise Ship 10.5 0.9 20.3 0.9 20.5 15.9 37.0
Other Accom 2.0 2.4 1.5 0.7 23 7.8 3.4
ACCOMMODATION ON HAWAI‘l ISLAND
Hotel 42.4 37.3 47.7 83.1 36.5 59.9 48.6
Condo 20.4 27.3 13.1 8.8 22.0 8.5 5.2
Bed & Breakfast 1.3 0.8 1.9 1.2 2.8 8.7 3.9
Time Share 16.9 20.2 13.4 6.8 12.8 1.7 3.8
Friends or Family's Home 9.0 10.8 71 1.2 7.0 1.8 21
Home | Own 0.6 1.1 0.1 0.4 0.9 0.0 0.0
Home that | Rented 5.2 8.6 1.6 0.3 55 3.0 1.1
Cruise Ship 9.8 0.8 19.2 0.7 19.7 14.7 33.6
Other Accom 1.8 22 1.4 0.6 2.2 7.2 3.1
ACCOMMODATION ON KAUA‘I
Hotel 32.2 28.9 36.2 64.3 241 50.4 17.3
Condo 22.0 26.8 16.3 18.0 25.8 13.8 5.9
Bed & Breakfast 1.1 1.0 1.2 1.9 2.2 53 41
Time Share 28.0 35.1 19.4 3.5 16.3 3.3 2.2
Friends or Family's Home 4.4 5.0 3.6 2.4 1.9 4.5 3.4
Home | Own 0.6 0.9 0.2 0.0 0.3 0.6 0.3
Home that | Rented 6.9 8.9 4.4 2.4 9.1 3.3 21
Cruise Ship 10.2 1.0 21.2 7.6 24.5 17.0 66.3
Other Accom 1.4 1.1 1.6 1.2 2.8 5.6 1.1
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9. DEFINITIONS AND SURVEY
METHODOLOGY
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DEFINITION AND SURVEY METHODOLOGY

Definitions

Visitor: Out-of-state traveler who stayed in Hawai‘i for a period of time between one night
but less than one year.

Major Market Areas (MMAs): Visitors are classified by their place of residence into the
following geographical areas that were defined by the Hawaii Tourism Authority for
marketing purposes to make the State more globally competitive:

1. US. West — Pacific (Alaska, California, Oregon, Washington) and Mountain
(Arizona, Colorado, Idaho, Montana, Nevada, New Mexico, Utah and Wyoming)
states.

U.S. East — Other states in the Continental U.S.

Japan

Canada

Europe — United Kingdom, Germany, France, Italy, and Switzerland

Oceania — Australia and New Zealand

Other Asia — China, Hong Kong, Korea, Singapore and Taiwan

Latin America — Argentina, Brazil and Mexico

Other — All countries and districts not listed in MMA 1 to 8 above, including Guam,
Puerto Rico, U.S. Virgin Islands, and other U.S. territories

S I A ol

Visitor Lifestyle and Lifestage:

Wedding/Honeymoon visitors: Visitors whose primary and secondary purpose of trip are to
get married or honeymoon.

Family: Visitors traveling with children under 18 years of age and are not in the above
lifestage.

Young: Visitors between 18 and 34 years of age and are not in the above lifestages.

Middle Age: Visitors between 35 and 54 years of age and are not in the above lifestages.
Seniors: Visitors 55 years of age or over and are not in the above lifestages.
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Survey Methodology

The Visitor Satisfaction Survey was a mail survey conducted among U.S., Japan, Canada,
Europe and Oceania visitors to Hawai‘l. The survey was designed to measure the satisfaction
levels with the state of Hawai‘i as a vacation destination, and to obtain information on their
trip planning, activity patterns, overall trip experiences, and profile.

Survey questionnaires were mailed to selected visitors from U.S., Japan, Canada, Europe and
Oceania after they had returned home from their trip to Hawai‘i. The U.S. samples were
drawn from the completed Domestic In-Flight Survey forms. Japan, Canada, Europe and
Oceania samples were drawn from the completed Departure Survey forms.

There are two versions of the Visitor Satisfaction Survey form, one in English and the other
in Japanese. The 2008 survey has 8 pages and 33 questions. Surveys forms were printed in a

booklet form. The English survey instrument is presented in Section 10 of this report.

Table 9.1 Response Rate

Area Mail out Received Return Rate
U.S. 18,987 5,508 29.0%
Japan 14,941 5,334 35.7%
Canada/Europe 15,041 4,533 30.1%
Oceania 4,596 1,349 29.4%

The general level of accuracy at the 95%-confidence level for responses by MMA is listed in
Table 9.2 (e.g., we are 95 percent confident that the true percentage of U.S. West visitors is
within 1.9 percent greater than or less than the figures listed in this report).

Table 9.2 Sample Size

MMA Sample Size Visitors to Hawai‘i Confidence Interval
U.S. West 2,652 2,769,229 +/-1.9%
U.S. East 2,643 1,683,114 +/-1.9%
Japan 5,184 1,175,199 +/-1.4%
Canada 2,739 359,580 +/-1.9%
Europe 1,598 115,172 +/-2.4%
Oceania 1,303 155,480 +/-2.7%

The collected data was weighted to adjust for differences with the actual visitor
characteristics measured in the Basic Data Series caused by sampling and non-responses.
The data was weighted during analysis to reflect the actual visitor ratio of first-timers to
repeat visitors and the proportion of O‘ahu only and Neighbor island visitors.

Due to the low number of samples achieved, data for Lana‘i and Moloka‘l were not
presented in most of the data tables in this report.
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Visitors’ satisfaction and rating of their experiences were reported on a destination by
destination basis instead of an aggregated statewide measure. The data collection
methodology was changed to better reflect the specificity and uniqueness of each island.
Respondents were assigned only one island to rate based on a random selection. However,
data limitations hamper us from reporting fully on Lana‘i, Moloka‘, and to a lesser extent,
Kona and Hilo.

Changes to 2008 Visitor Satisfaction Survey

In 2008, several changes had been made to the Visitor Satisfaction Survey form.

e In question 9, response category Historic site was split into Historic military site and Other
historic site.

e Question 6 was combined with two response categories from the 2007 Visitor
Satisfaction Survey (6a and 6b). So that two more response categories (from question 13
in the 2007 Visitor Satisfaction Survey) could be added to question 6b for 2008.

e Questions 13 was added for a visitor to describe if their most recent trip to Hawai‘i was «
once in a lifetime trip, a special occasion, more special than most trips we take, a regular annual or
semiannual trip, and othet.

e Question 17b was added for a visitor to report on how many people they told about
their most recent trip to Hawai‘l.

e In questions 10, response categories were added from most frequent 2007 responses and
additional comments from respondents.

179



10. 2008 VISITOR SATISFACTION
SURVEY FORM (ENGLISH VERSION)
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Vishior ey HI0S Q2

5T A

TE

BHE BT O puSELs, S00m ol DIVELDiEHT & ROURER
a F

HaWwaill

2008 VISITOR SATISFACTION SURVEY

It you have Irtemet access and a PO, wa ask that you 18 cut this survay an the wab af:

ntip:ile-survey. smshavall.comivisitersunvey. itm

Alahi! Pheass andwsr sach goesbon candidly, thinking of yous most fecent 1ip b Hawaii, Wi nead your feedback
fo evaiunbe how well we take care of these who: visit our islands. Your answers wil heip us improve the Havei'i
axperance for all visiors. Your responsas will be kepl complately confidenilal answars from el respondents wil be

talliad a5 fedala, nol individual responsas. Mahale.

Instructions: Flease answer aach question by marking the circle [] or writing in the space previded with a black
pen or dark lead pencil. Return the compleded survay inthe postage-pald anvelops &5 50an 85 possible,

MARKING INSTRUCTIONS
CORRECT MARKS: INCORRECT MARKS:
[ E RN 0088
1. Overall, haw would you rate your most da.  Haw likely are yau to visit Hawai'i in the
recent trip in Hawaii'? next five years?
) ExceBam ) wary likely SHIF TD G5a
Ch Abawe average () Samewhat likehy SHIF TO @53
) Bedow average (O Mot ton lkely——— coNTINUE
O Poar {01 Mo &t all Blaly CONTINUE
3 Wiould you say this trip to Hawar..? WGR
Cr Excasciad yoin qupaciations 4, \Why would you be unlikely to revisit Hawai'i?
O Mt paur expeciations Mk an that apph)

) Dl mall meel your expectalions

i How likely are you ta recommend Hawail
&6 & vacation place to your friends and
relathves?

O ey ety

) Sormawhat Bkaly
0} Hat 100 likedy
Mt at all liksly

11

Page 102

181

() Flight i= foa long
) Teo sommercialoverdevelopad

{0) Too crowdedicon gesbedirathc
() Hed enough value for the prics
) ARl i go BOMBRIACE New

) Cthar financial obligations

) Poor semice

) Unfriendly peopieifell uneslcome
() Poor nealthiage resincton

O Caher (Specify)

REFT WHITE

s | | | | || 4
n




' Sa. What was the primary purpose of your most recent trip to Hawali?
5b. And what, if any, was the secondary purpose of your most recent visit?

QEa. Q6h,

Primary Purpose Secandary

{one answar only) Puipose
- 12 111 I e B R O
Attend a business meeting or conduct business ----------c-aoaao [ e &
Altend a comeention, conference or SBmiNar - - - oo .___. e R, 0
MCENTVENEWETT o e L3 st b il il O
Vst frigics o relalives - - - soc s s msmm s sm s e s s S (U O
e T R SR —— i R —— O
Attendipadicipate inawedding - --------mmmmmmme e L I e O
HOMEYMIOON ~---cmcccmeecmc e mcc e ———————— TS
Anriversangbirthdany =======s=rms=seremr e mae I e
Attendfparticipate in & sporing EVent --------c--srocermmmanan i e G T & |
Atterdiparticipate in a culturalhistaricalimusical event - - --—--== O~ omeme O
Ml treatmant —--—---=-=== == - oo e e e s O
oy - o o L T () it s i i @]
Ciher (Speciy) e O e T L8]

8. If you stayed avernight or longer, how many nights did you stay at each place? (Wiite 0 if day only frip)
&b, Please tell us if you decided on visiting that island before or after you arrived in Hawai'i.

Visited 3 nﬁ?&m el LR i o
Island of C'ahu (WaikikitHonoluu) ¢ | | | ---memmeiimiiiaaaann [ e O
Island of Maui O i i WL, o i o (@]
Istand of Moloka'i 3 [T lessernecrenaecs @ O
Island of Lana't o || |- P & |
Big Island of Hawari [Hila) O o o o e A i Q
Big Island of Hawali (Kona) TR N ([ [T | TR O
Istand of Kaua'i [ N T B B e O O
7. For each island you stayed overnight or longer, what type of accommodation did you stay in?
Thrnae Fg;ﬁ:’ Home ';:a“:: Cruige
Halel  Condo B&B Share Home  10wn  Renfed Ship Other
Island of C'ahu (WaikikiHonaluiu) | O o o 0 O O O o O
Island of Maui @) O O O O O O O O
Island of Moloka' o o ¢ o o O o o ©
Island of Lana’i o ¢ o O o O o o
Big Island of Hawaii (Hila) '®) O (@) O O O (@) O O
Big Istand of Hawaii (Kona) O O O 0O O O 0O O ©
Istand of Kaua'i ') 9] O O ) O O O O
b s7eTzeezos Paga2of8 Visitor Survay 2008 0
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& Flesse tell us how satisfied you were with the following aspects of &
I you did not stay overnight there, please indicale where you stayed the longest, and answer for that

bocatioh. ) crahu £ Mau £ Mook £ Laral ) Kaual
{0 Big tsland of Hawall (Hie) ({0 Big tsland of Hawal'l (Kona)
Mot
haw satisfed were you Wit B i o ey ol < VR
.u.mmmnmunsqmn: D o o (9] Q
[— O O o 0O o
i o e e e O O (o] O o
ity . REFE R 3 o o 8] Q
chnlhmaMMu------...__..._--..-__g_".} O 9] O 0
Vahes for O MORY - - —ccacceeccccsacaanana ) L) ) ) (@)
ﬁ::hl.rmt:[-n\u’lll]..--..---..--...-...._-_..8 8 g 8 8
m"d-m“----“-g 8 8 8 O
R e e e b e i, ™ i D
ety e bt s tho fead - oo oo ) O O O 8
B L ittt & . S U 2 S
i L] i 0 O
o § % 8 8
wmtydn:n;n-n-m;r::;; e B O o O O O
Bandce - e ) O ] O Q
VBN 08 YOUE MR .. oo mmem e s (] o (] (8} o
GRS Of MBNCHAIISE ~ — - comoom o o o ] O o
availabity of local Specia®y lermahandmade goods O O (] (8] O
Golf Courses joverall] =« cooowunaua. -----'-§ § § § §
eEtONE . s s s ran s s s s E -
{1 o i o B i B
ﬁ:mrwuwmw remrerrerrrenrrears o o] QO (@]
LA & AN NN = <mceeammme 8 g 8 8 g
-1 - R — -
varsty of chces - L R o o 9] o
BBAAER - oo LR SR e 1 | Q 8] ] o
vllwrc-fuwm-:m .-...--....-...---...-.C} O (9] O Q
TraRspartAion by bus, tax), trolley foverall) - - .- () 8 8 s e
CORMBEIINGE ~ == — = e s e Q Q Q
chean|mees mnd enmbal oo oo 8 g 8 8 g
effic e I B O e T e W e e
ek 4 Y00t PR - v oeeereeer e ) O O 0 O
L O O ] O O
:“B‘IJ*’ ";"‘“;r;qI"""""""""""U o 8 o o
nleess and comfal - === -=-=-=remmmmaom—
cane of gessng araund -« . i . 8 8 ] 8 8
avai bl of e - m e s e O O ] O O
avallabddy of shopping- - - == === === ===m-om s o O (8] Q ]
FEONRBES oF 1elBs - - = - o -e £ () O (] O O
e D e Cl Y Cr Yo D - =
Bl o e B & & &
ﬂanlrmanuwﬂmt---------------------8 8 8 8 8
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.

For each island you visited on your most recent trip, which of the following did you see or do?

Q'abuz

Mayl  Kauad

Bl riarvd Hig mMla

of Hawall of Hawal'l

| Hita} [ Kone) Woloksi  Lanal

Slahtsesing
Hefeoples riges or alrplare bour-
Boat tounfsubmarine ridedwhale wm-:hn;
Tour bus excarsion ...
Privale Emadsinedan bour . .

s oo [Rolf-giifekedt)

560 bééo&:

Escrention

Swirmarang in the oceanfsunbsthi ngmeam
Surfingfpocy boarding =----
Snorkeling/scuba diving - e
Jm ﬁkmg-'nwawllmmﬂr.rﬁng --------

memnggmnmem mlhnﬂ
Spa .

Balzkpadung.ﬂ'alu‘lgh;amplnu ML Ao e
mﬁ\ﬂl"ﬂ. af lourmament

00

!OCJDDD

Entertainment
Lunchisurselidinneiieserang erume - ------
Lounge sct of siage show
Kighichubdancinganlaraoke ----------
Fine dinirg
Fan'-lyrmauarﬂw R e T
Ethnx dining
Prepmdmmml

D‘E‘Dﬂllmtﬂ!ﬂnm
Drsignar boutiquas
Hotel slores <o et el
wpmmtnrfmamlkeﬁs
Descounbioutied slores
Supermarkels
Comve risnoe sores
Daty 28 SI0ES - oo e e e
Local shope andarEans . ..o.oc.o.

[+

™ Fiatonic rlliary 8HE -~ - oo Coomoeoon
Museyrniad gafery - -
Palyrssian shavwiusawtngt show
Flayiconcest
Artoradl falr
ParksfGaniens
Festpal (Specify)

Trofey =a rew rew
PULIO B - caecainecdimedicncaiaas
TEHARNOUSIE - o vcvcracmcmnme e mwame .
Fental car .

e 5 ge260208
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0.  Regarding your most recent trip, how would you rate your experience on each island you visited. .

]

Evollant  Avirags

Balow

AVET I

Cid net
Ll

dsland of Crabu (WaikilHonoklu)

Hsland of Maui

faland of Moloke'

ftatend of Lare'i

Sl Islanc of Hawar (Hia)
Big tslard EFfH-!'n'HJt'I I:'I"-'.nnn]

S e

me-:ld Kaua'i

ooooooo
ooooooo

(0000000

11. .lnd hmltﬂymp}u mmammmdthmhlmﬁi as nu'uuim phwtuvaultlmdimd rdah'un.

12, Thinking back to your most recent trip bo Hawai'i, how far in sdvanes of departure did you do each

i e,

of the fallowing? {Ploase mark ane circia in each row)

i T i — e —

?w:

d—

e ———

-

Linety ’".T::'.‘,“‘ ey umey e |
Haland of Crabu (WaikikifHonaki) O ¥ O o O
sland of Maui 0 ] O 0 O
bekard of Mokckati o o O 0O O
isandof Langtl o O e E e o |
Bl bslane of Hawai {Hio) O (] O o 8]
Big tsland of Hawall {Kona) ] ] O (] O
Istand af Kaua' O O O 0 O

e 3, e, IhE, e e
Decic to take vasstonipeasure tip | o o ¢'"5"5”"¢'
Drasida be wisit Hawal O ') o O O O
Drecica on wheh mlmkmwﬂ O ) O O O O
S.H;r_,,,,;ma;ﬂn;,;mp SRRy B _G _é __.E:;. . _.6._ = E:l_ _.c.j.._ 2
Pk Surline rmlm O O A O ) O
Purchass tickets 9 0O © 9 ©O o
Make acoorrimadation reseralions O &) i3 O ] O
Mawwrtsicaresenatis = | O O O O O O
Purchese tour of BITECHSN packeges O O O ) O O
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ri!..

14,

IF

IF NOT, SKIP TO Q8.
15, When planning and booking this trip, Tor which

b 915266204

IF you came to Hawai'i en vacation, would yeu
degcribe your maet recent trip
to Hawal'ias:  [Select only one]

() A ance in 3 ilebme tnp

O A special posasion

) Waore special than mast 1ips we lake
O A reguiar annual or semi-annual tip
O b

Which of the following did you use when you
v planning and booking this tip? Mark a0
that apply)

O Travel agarns

O Cormpanies speciplizing in packagsd toues
) Inlareration from airineicommeseial carrigrs
{3 Inlaeration from hatals or resarts

O bt

) Hawais vistor bureaus

) Magazinos

O Newspapers

O Boaks

) Advica from friends or relatives

) Personal expenence from pastvisit(s)

) Mone of the above

af the fallowing did you use 3 teavel aqent?
{Mavk il that apply)

IF

MET IN Q14, PLEASE ANSWER Q18

IF HOT, SKIP TO Q7.

18

T

IN Gi14, PLEASE ANSWER Gi5.

O Help in desiding whether or net 10 lravi to Hawali |

{3 Helg in choasing the alrine
{3 Help n planning what 1o eee and what to do
{0 Make airfne resenatons for you

{23 Maka notel or Gther lodkging Arrangements far you |

() Maike rental car resereabarms for you

{3 Help you purchase amy our of ARracion peckapes |

Pageiold
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ATh.

When planning and booking your irip, how did
you use the Intemet? biark 1 that spply)
(2 Eftimade the oosts of things

) Find trengs te do

) Find a good holel ar place 1o stay

) Firel gooes reslauranta

) Find rezrealional acthadies

) Find evering actrites.

() Locale the best sighzeeing paces

O Find goed shapging pases

O Print out maps and directiony

() Make airline reservalions

) Make halelledging armngaments

O Make ranial car resarvalions

) Book tours of ativilies

{2 Cthar (Specify)

O thebs trip, wihe was in your travel panty ¥
(Mavk ait thal apply)

) Myl

O My spause

O My children)geandchid(ren) under 18

() Ol mdult members of my il

O My frisid/essnsiales

) My girtrienaisminiend

() Sarme samx panknir

Sinca you heve raturnead homs, how manmy
pesple have you yoursell told about your meost

racent trip to Hawall? Your best estimate is
ehay.  [if saro, enter 07
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18 Mot counting this most recant tip to Havwal'l, haose 2. Do you have friends andior relatives whe b
yau taken any evernight lelsure rips by pir of 500 Tive i Harwai'i?
milgs or longer In the past 3 years?

O ves
O Yes (how mamy?) _s, Ok
Oieia
1Ba. Mot counting this mest recent trig to Hawal'l, 2. Do you own property In Hawal'i?
which of the following destinatlons have you ) )
visited for leisure in the past 2 years? (Mork alf () ¥es, | own limeshare units
that apply} O e, | own othar typos of properdy
O Alaska O Bab O o
{) Calitarnia 2 China
23 Please Indicate your highest level of

L Fuwiea O Karea educational training:
O Lag Vegas O Thatana ) Mo high sehaal
Oniew vorkCity ) Cther Asa O Some high schoal

L
Octherus. O Austrais LI Eshechan sty

() Some coliege

Q Cannea OFif O Associales (2 year) degree
O ek () Guam/Saipan ) College graduate [4 year)
O Caribbean ) Mew Zealand ) Post graduate degies
O Eurepe Cyroane ) vocaticnallechinal

O Ctner non-Hawal| destinations (Specity)

24, Which of the fellowling categories includes
18 Mot counting this most recent trip te Howai'i, your heusahold®s total annual Income from
hawve you ever bean to Hawal'l bafore? all seurces before taxes for 2007 (in US dellars)?

O ¥es——  ANSWER Q183 AND b O upio#15,000

OMo— giip To Q20 315,000 to 524,599
325,000 to 529,698

| 1B, Mot counting this most recant trip to Hawal'l, Cr 330,000 o 534,299
what was the year of your last visit to Hawaii? O 335,000 ko 330,899
[T 1] Qoo usums

18b.  And on that visit, which island did you visit? (345,000 bo 548,599
iMark i that appily) O 350,600 to 565,909
O Istznd of Crake ) 370,000 b 509,899
O Islarsd of Maui ) 3100,000 to 5124 239
O lsland of Malcka' O $125.000 to 5149 539
o ) 5150.000 1o 5198,999
O teiand of Lansi () 3200000 o more

O By lskaryd of Hawaii [Miag)
O Big Istand of Hawaii [Kor)
O Istaned of Kaua'i

26, What Iz yeur age?

28, What is your gendar?
200 Did you ever live in Howai'i before?

D"'"UE ) Main
O o ) Female
Wisitar Sarvey TE0B G Page T od |
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ar.

28.

2%

3.

31.

What is your amploymant status? 32,

(O Warking

) Ratied

) student

() Hemamaker
() Ctiner

On your most recent trip, what airport did you
farst arrive in Hawai'i?

) Heaodulu Internalicnal Alrpar on Orabu
O Kahului Aiped on Maui

() Kana intemational Airpor on Hawait
() Hio Inbernaticnal Airpadt on Hawal'i

(O Lihw'e Airpor on Kaua'l

Regarding the first alrpert you armved af, how
would you rate the quality of the airport?

(T Excallent

() Abova average

() Below average

3 Paor

When you arrived at the airpart, did it make
you feal 1l you were in Hawal'iT

O Yes
O Mo

Aftar you arrived a1 the airpert, did you
Immediately take anather flight o ancther
island?

O Yes |
) Ne

The comfor and safety of Qur Visilors an
IFmportant to us. We wauld like to knaw I you
cxperienced oy of the follawing while In
Hawai'i? (Mark aif that apply)

() Walslipuraivaluables sialen

) Rocm was vandslzedrobibed

) Car was vandalizedirobbed

) Physical vickenoahamiharassment

) Selicited by prostiistes

() Seficited by drug dealers

) Receivad parking of alher aulo vialations
) Sevare weatharmabural calamities

) Hona of the above

And finally, haw much did you and the
Irmmediate members of your travel party
spend on your trip to Hewai'i? Flease

include all shepping, dining, ledging,
Alrfare and all other speanding (in WS dellars),

{0 Less than S1.000
O 51,000 to 51959
O 52000 1o 52599
O 52,000 to 53,959
{54,000 to 34,959
O 55,000 1o 55959
O 56,000 Lo 36909
) ET.000 to 57959
) SB.000 to 30,900
O 50,000 1o 30,999
) 510,000 to 314,904
) 515,000 to 519,929
) Mone than 520,000

MAHALO FOR YOUR KOKUA (thanks for your help).

Your feedback is important and your opinion counts. Please
return the completed survey in the postage-paid envelope as soon
as possible.

b 2575200205
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