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 Hawaiʻi welcomed nearly 10.3 million visitors in 2019.

 With $18 billion in-destination spending and 216,000 jobs supported, 
the travel industry is a vital component of Hawaiʻi's economy, 
accounting for over $2 billion in tax revenues for the state

 The Hawaiʻi Tourism Authority seeks to measure:

The impact of its Global Marketing Contractor’s Integrated Marketing 
Campaigns and their effect on awareness of Hawaiʻi as a 
destination, including brand perceptions and intent to visit among 
major market areas

How Hawaiʻi ranks among its competitive set

Target audience behaviors, attitudes, and motivators towards travel

Marketing Effectiveness Study Objectives
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US West & US East
• Reasons for Vacationing: Both US West (USW) and US East (USE) residents are

more likely to take a vacation to explore and do new things, spend quality time with their
spouse/family, and rest and relax,

• Previous Hawai‘i Visits: Four in ten USW residents (42%) have visited Hawaiʻi in the
past three years, more than any other competitor destination. Hawaiʻi ranks fifth as most
visited destination for USE residents (20%), falling far behind major competitors like
Florida (66%) and the Caribbean (37%).

• Future Hawai‘i Visits: Among destinations USW residents are interested in visiting in
the next two years, Hawaiʻi places well ahead of all other destinations at 54 percent. For
USE residents, 47 percent say they are considering Hawaiʻi in the next two years, also
ranking first among the competitive set.

• Future Island Visits: For those planning to visit Hawaiʻi in the next year, more than half
of US residents (57%) plan to go to Maui, while 41 percent are planning to visit Oʻahu,
39 percent plan to go to Island of Hawaiʻi, and 37 percent intend to go Kauaʻi.

• Never Been’s: USE residents are much more likely to have never visited Hawaiʻi before
(45%), while 26 percent have visited just once. More than half of USW residents have
visited more than twice. Only 20 percent of USW residents have never visited Hawaiʻi.

• Reasons for Returning: Stunning natural beauty, great weather, and beaches are
among the top reasons why both USW and USE residents continue to vacation in
Hawaiʻi. Nearly half say they continue to return because Hawaiʻi is safe.

• Future Accommodations: Of those planning to visit in the next year, both USW and
USE residents are most likely to use hotels, followed distantly by rental houses.

Canada
• Reasons for Vacationing: Canadians see vacations as a time to rest and relax, 

explore/do new things, and spend quality time with their spouse/family.

• Previous Hawai‘i Visits: Just 16 percent of Canadian residents have visited Hawaiʻi in 
the past three years, falling seventh in the competitive ranking. More than one third of 
Canadians have visited Europe, the Caribbean, or Florida in the past three years.

• Future Hawai‘i Visits: Among destinations Canadians are interested in visiting in the 
next two years, Hawaiʻi falls in second at 45 percent, below Europe (54%). At the same 
time, just 16 percent of Canadian residents plan to visit Hawaiʻi in the next year, again 
ranking fifth among the competitive set.

• Future Island Visits: For those who are planning to visit, 55 percent plan to go to Maui, 
while 33 percent plan to go to Oʻahu and 33 percent intend to visit the Island of Hawaiʻi.

• Never Been’s: More than half of Canadian residents (57%) have never visited Hawaiʻi
before, while 26 percent have visited once and 24 percent have visited two or more 
times.

• Reasons for Returning: Stunning natural beauty, great weather, and beaches are 
among the top reasons why Canadians  continue to vacation in Hawaiʻi. Four in ten say 
they continue to return because Hawaiʻi is safe and they love the culture.

• Future Accommodations: Of those planning to visit in the next year, 53 percent plan to 
stay in a hotel, followed distantly by bed and breakfast (24%), cruise ship (19%), and 
rental house (18%).  

• Barriers to Hawai‘i Travel: Among the reasons for considering but not planning to visit 
Hawaiʻi, the cost of vacation package and airfare rank among the top reasons not to 
visit, followed by price of hotel, better value at another destination, and an unfavorable 
exchange rate. 

Executive Highlights – North America Travel Characteristics

Executive Highlights
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Japan
• Reasons for Vacationing: Japan residents see vacations as a time to indulge their

passion for food and cuisine, to feel alive and energetic, rest and relax, and to
experience other cultures.

• Previous Hawai‘i Visits: One third of Japanese residents (33%) have visited Hawaiʻi
in the past three years, ranking at the top of the competitive set and on par with
Europe.

• Future Hawai‘i Visits: Among destinations Japanese are interested in visiting in the
next two years, Hawaiʻi falls in second place at 37 percent, below Europe (49%).
Nearly one fifth (16%) plan to visit Hawaiʻi in the next year.

• Future Island Visits: For those who are planning to visit, 74 percent plan to go to
Oʻahu, while 42 percent intend to visit the Island of Hawaiʻi and 25 percent plan to go
to Maui.

• Never Been’s: One quarter of Japanese residents (27%) have never visited Hawaiʻi
before, while 25 percent have visited once and 48 percent have visited two or more
times.

• Reasons for Returning: Stunning natural beauty, beaches, safety, and great weather
are among the top reasons why the Japanese continue to vacation in Hawaiʻi.

• Future Accommodations: Of those planning to visit in the next year, 74 percent plan
to stay in a hotel, followed distantly by condos (17%).

• Barriers to Hawai‘i Travel: Among the reasons for considering but not planning to
visit Hawaiʻi, not having enough time, the price of airfare/hotel, been before and
wishing to try another destination, and being too congested are among the top travel
barriers.

Korea
• Reasons for Vacationing: Korean residents see vacations as a chance to experience

other cultures, rest/relax, to feel alive and energetic, and spend quality time with
spouse/family.

• Previous Hawai‘i Visits: Over one in ten Korean residents (13%) have visited Hawaiʻi
in the past three years, ranking close to the bottom of the competitive set.

• Future Hawai‘i Visits: Among destinations Koreans are interested in visiting in the
next two years, Hawaiʻi ranks second at 42 percent, following Europe. One fifth (21%)
plan to visit Hawaiʻi in the next year.

• Future Island Visits: For those who are planning to visit, 52 percent plan to go to the
Island of Hawaiʻi, while 35 percent intend to visit Maui, and 37 percent plan to go to
Oʻahu.

• Never Beens: One third of Korean residents (38%) have never visited Hawaiʻi before,
while 47 percent have visited once.

• Reasons for Returning: Great beaches, stunning natural beauty, great weather, and
food/dining options are among the top reasons why Koreans continue to vacation in
Hawaiʻi.

• Future Accommodations: Of those planning to visit in the next year, 88 percent plan
to stay in a hotel, followed distantly by condos (27%).

• Barriers to Hawai‘i Travel: Among the reasons for considering but not planning to
visit Hawaiʻi, the flight being too long, not having enough time to travel, and the price of
airfare are among the top travel barriers.

Executive Highlights – Japan and Korea Travel Characteristics

Executive Highlights
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U.S. West U.S. East U.S. Total

Base: 600 600 1,200
Gender
Male 49% 49% 49%
Female 51% 51% 51%
Marital Status
Single 21% 20% 20%
Married 64% 64% 64%
Employment
Full Time Employed 63% 65% 64%
Retired 17% 15% 16%
Education Level
Graduated College (Bachelor or higher) 75% 73% 74%
Race/Ethnicity
White 69% 82% 75%
Black/African America 3% 5% 4%
Asian/Pacific Islander 24% 9% 17%
Hispanic/Latino 9% 7% 8%
Children in Household (1+)
Children at Home 43% 45% 44%
Age
18-24 11% 13% 12%
25-34 18% 18% 18%
35-44 19% 18% 18%
45-54 19% 19% 19%
55-64 16% 15% 15%
65+ 17% 17% 17%
Average 46.1 45.65 45.9
Household Income
$75,000 - $99,999 33% 35% 34%
$100,000 - $149,999 42% 42% 42%
$150,000+ 25% 23% 24%
Average $126,541 $125,000 $125,770 

Demographics by Market
U.S. MMA
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30% 29% 29%29%
32% 31%

41% 40% 40%

U.S. West U.S. East U.S. Total

1 Trip 2 Trips 3+ Trips

Avg:     2.6         2.5       2.5

Number of Leisure Trips Taken in Past 12 Months 
U.S. MMA
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87%

81%

81%

78%

81%

73%

73%

74%

67%

68%

66%

60%

56%

53%

47%

49%

42%

28%

84%

85%

81%

83%

77%

78%

75%

73%

69%

64%

65%

63%

64%

59%

53%

51%

44%

30%

85%

83%

81%

80%

79%

75%

74%

73%

68%

66%

65%

62%

60%

56%

50%

50%

43%

29%

I can explore and do new things

To spend more quality time with my spouse/family

It is a great chance to rest and relax

I feel alive and energetic when I travel

To experience other cultures

To learn new things

To do activities I can only do on vacation

To see for myself, the authentic things I have read or heard about

To seek adventure

To be outdoors and experience nature

To gain knowledge of history

To indulge my passion for food and fine cuisine

I can splurge on myself when I travel

To celebrate or mark a special occasion

I can be more extravagant when I travel

To spend more time with my friends

To engage in my hobbies

To be the first among my friends to do something

U.S. West
U.S. East
U.S. Total

Reasons for Taking a Vacation – Top 2 Box Very/Extremely Important
U.S. MMA
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17% 18% 17% 22% 22% 22% 24% 23% 23% 19% 16% 18%
40% 38% 39% 29% 29% 29%3% 5% 4%

7% 6% 7% 7% 11% 9%
4% 5% 5%

13% 13% 13% 29% 29% 29%

39% 38% 39% 43% 39% 41% 33% 35% 34% 44% 42% 43% 33% 33% 33% 26% 24% 25%

41% 39% 40% 29% 33% 31% 36% 32% 34%
33% 36% 35%

14% 16% 15%
17% 18% 18%

80% 78% 79%
71% 72% 71% 69% 67% 68%

77% 79% 78%

47% 49% 48% 43% 42% 43%

U.S.
West

U.S.
East

U.S.
Total

U.S.
West

U.S.
East

U.S.
Total

U.S.
West

U.S.
East

U.S.
Total

U.S.
West

U.S.
East

U.S.
Total

U.S.
West

U.S.
East

U.S.
Total

U.S.
West

U.S.
East

U.S.
Total

Neutral Disagree Somewhat Agree Strongly Agree

When possible, I will 
take public transport 
instead of a car or 

plane while traveling, 
to reduce my carbon 

footprint

I prefer to stay in 
accommodations with 
Green standards or 

accreditations

I prefer to shop at 
local markets and/or 

make purchases from 
local artisans and 
craftspeople while 

traveling

I practice ‘leave no 
trace’ when traveling 

to protect the 
environment

I seek out meaningful 
experiences with the 
local population in the 

places I visit

I feel personal 
responsibility to take 
care of the places I 

visit

Sustainable Travel
U.S. MMA
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U.S. East
1 Florida 66%

2 California 37%

3 Caribbean 30%

4 Mexico 23%

5 Hawai‘i 20%

6 United Kingdom (UK) 18%

7 France 15%

8 Italy 14%

9 Other Europe 12%

10 South America 9%

11 Puerto Rico 9%

12 Central America 8%

13 Germany 8%

14 Bermuda 6%

15 Southeast Asia 6%

16 Iceland 5%

17 Switzerland 4%

18 Cuba 4%

U.S. West

1 Hawai‘i 42%

2 Mexico 35%

3 United Kingdom (UK) 21%

4 Caribbean 19%

5 France 19%

6 Italy 17%

7 Southeast Asia 16%

8 Alaska 16%

9 Other Europe 15%

10 Germany 13%

11 Central/South America 11%

12 Switzerland 8%

13 Australia 8%

Destinations Visited Past 3 Years
U.S. MMA
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U.S. East
1 Florida 50%

2 California 22%

3 Caribbean 16%

4 Mexico 12%

5 Hawai‘i 10%

6 United Kingdom (UK) 8%

7 Italy 7%

8 Other Europe 6%

9 France 5%

10 South America 4%

11 South East Asia 4%

12 Central America 4%

13 Puerto Rico 4%

14 Germany 3%

15 Iceland 3%

16 Switzerland 2%

17 Bermuda 2%

18 Cuba 2%

U.S. West
1 Hawai‘i 25%

2 Mexico 21%

3 United Kingdom (UK) 12%

4 Caribbean 10%

5 Other Europe 9%

6 Alaska 8%

7 Italy 8%

8 South East Asia 8%

9 France 7%

10 Germany 6%

11 Central/South America 5%

12 Australia 4%

13 Switzerland 3%

Destinations Visited Past 12 Months
U.S. MMA
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U.S. East
1 Caribbean 49%

2 Florida 42%

3 Hawaiʻi 39%

4 California 32%

5 Italy 31%

6 United Kingdom (UK) 25%

7 Mexico 22%

8 France 20%

9 Other Europe 18%

10 Bermuda 18%

11 Puerto Rico 17%

12 Iceland 16%

13 Switzerland 15%

14 Germany 14%

15 South America 14%

16 Central America 13%

17 Southeast Asia 10%

18 Cuba 7%

U.S. West
1 Hawaiʻi 57%

2 Alaska 37%

3 Caribbean 34%

4 Italy 33%

5 United Kingdom (UK) 30%

6 France 29%

7 Australia 26%

8 Mexico 26%

9 Other Europe 20%

10 Germany 20%

11 Switzerland 18%

12 Central/South America 16%

13 Southeast Asia 15%

Destinations Considering for Next Overnight Vacation
U.S. MMA
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U.S. East
1 Hawai‘i 47%

2 Caribbean 45%

3 Florida 44%

4 California 35%

5 Italy 34%

6 United Kingdom (UK) 32%

7 France 29%

8 Mexico 22%

9 Switzerland 20%

10 Germany 20%

11 Iceland 20%

12 Other Europe 18%

13 Bermuda 17%

14 Puerto Rico 16%

15 South America 16%

16 Central America 12%

17 South East Asia 10%

18 Cuba 9%

U.S. West
1 Hawai‘i 54%

2 Italy 38%

3 Alaska 38%

4 United Kingdom (UK) 35%

5 France 33%

6 Australia 32%

7 Caribbean 32%

8 Mexico 26%

9 Switzerland 25%

10 Other Europe 25%

11 Germany 24%

12 South East Asia 23%

13 Central/South America 18%

Destinations Interested in Visiting Next 24 Months
U.S. MMA
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U.S. East
1 Florida 32%

2 Caribbean 22%

3 California 17%

4 Hawai‘i 17%

5 Italy 12%

6 United Kingdom (UK) 12%

7 Mexico 9%

8 France 8%

9 Other Europe 8%

10 South America 6%

11 Bermuda 5%

12 Switzerland 5%

13 Germany 5%

14 Iceland 4%

15 Puerto Rico 4%

16 Central America 4%

17 Southeast Asia 3%

18 Cuba 2%

U.S. West
1 Hawai‘i 32%

2 Alaska 15%

3 Mexico 14%

4 Caribbean 14%

5 Italy 14%

6 United Kingdom (UK) 13%

7 Other Europe 12%

8 France 11%

9 Southeast Asia 10%

10 Central/South America 7%

11 Switzerland 7%

12 Australia 6%

13 Germany 6%

Destinations Plan to Visit Next 12 Months
U.S. MMA



Hawaiian Islands Plan to Visit Next 12 Months
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41% 41% 41%

58% 56% 57%

7%
11% 9%6%

13%
9%

38% 36% 37%
32%

51%

39%

9%
16%

12%

U.S. West U.S. East U.S. Total

Oʻahu

Maui

Molokaʻi

Lānaʻi 

Kauaʻi

Island of Hawaiʻi

Unsure/Don't know

U.S. MMA
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Avg: 3.1      1.3         2.2

20%

45%

33%

19%

26%
22%

32%

20%

26%

14%

6%
10%

16%

4%

10%

U.S. West U.S. East U.S. Total

Never Visited 1 Visit 2-3 Visits 4-5 Visits 6+ Visits

Number of Times Visited Hawaiʻi in Lifetime
U.S. MMA
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68%

67%

58%

44%

34%

30%

24%

22%

14%

16%

12%

13%

9%

9%

7%

7%

62%

55%

58%

45%

44%

29%

17%

19%

14%

8%

18%

14%

10%

8%

8%

5%

66%

63%

58%

44%

37%

30%

21%

21%

14%

14%

14%

13%

9%

9%

7%

6%

It has stunning natural beauty

Beaches are great

Always great weather

It is safe

I love to experience the culture

Food and dining options

It’s familiar and I know my way around

I find that Hawaii is a great value

Feels like coming home again

There are new/more flights from cities closer to my home

I spent my honeymoon there

I have friends or family there

It is a tradition

Many of the hotels and timeshares have been recently
renovated/refreshed

To participate in an event or a festival

Heard about new things to do since my last visit

U.S. West

U.S. East

U.S. Total

Reasons for Returning to Hawaiʻi
U.S. MMA



Hawaiʻi Planned Accommodations
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74%
68%

72%

20% 21% 20%
16%

22%
18%17%

11%
15%

12%

19%
14%13% 13% 13%

7%
11%

8%6% 5% 5%
3%

6% 4%

U.S. West U.S. East U.S. Total

Hotel Rental house Cruise ship Timeshare Bed & Breakfast Condo Family/friend home Rental room (in someone else’s house) Undecided/Don't know

US MMAU.S. MMA
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32%

22%

26%

23%

32%

16%

11%

8%

7%

8%

7%

7%

4%

4%

4%

4%

2%

3%

3%

2%

2%

2%

2%

1%

47%

40%

25%

19%

12%

21%

25%

13%

5%

4%

3%

2%

4%

4%

3%

1%

2%

1%

1%

2%

1%

1%

1%

41%

32%

26%

21%

20%

19%

19%

11%

6%

6%

4%

4%

4%

4%

4%

2%

2%

2%

2%

2%

1%

1%

1%

1%

Price of the airfare

Price of the vacation package

Price of the hotel

Better value at another destination

Been to Hawaii before, I wished to try another destination

I don’t have enough time to travel to Hawaii

Flight to Hawaii is too long

Not sure which island(s) in Hawaii to visit

Not familiar with what there is to see and do in Hawaii

I have seen advertising for other destinations that has made me consider them before Hawaii

Job/Employment instability

Hawaii is too congested

Concerned about natural disasters such as hurricanes or volcanoes

I don’t know enough about Hawaii

Health/other personal reasons

Shopping in Hawaii is not good

I have not seen any advertising for Hawaii

The advertising I have seen for Hawaii does not make me want to consider it over other destinations

Not recommended by family or friends

Accommodations were not available

Locals not friendly

Been there and had a bad experience

Not enough activities in Hawaii that interest me

Not recommended by most recent guides and blogs

U.S. West

U.S. East

U.S. Total

Reasons for Considering but Not Visiting Hawaiʻi
U.S. MMA
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43%

42%

37%

32%

24%

27%

24%

24%

20%

22%

18%

15%

18%

14%

14%

10%

12%

9%

9%

49%

48%

40%

38%

36%

29%

30%

26%

24%

21%

24%

21%

16%

18%

17%

15%

13%

15%

12%

46%

45%

38%

35%

30%

28%

27%

25%

22%

21%

21%

18%

17%

16%

16%

12%

12%

12%

10%

Friends/relatives

Online search engines

Travel review sites

Destination website

Online travel agencies

Travel magazines

Social media posts from family/friends

Video sites

Travel guides

TV/Streaming shows

Tourism bureaus/offices/vacation planners

Travel apps

Travel club materials

Instagram posts from brands, companies, celebrities/influencers, or destinations

Facebook posts from brands, companies, celebrities/influencers, or destinations

Group discount sites

Newspapers

Travel agent

Twitter posts from brands, companies, celebrities/influencers, or destinations

U.S. West

U.S. East

U.S. Total

Travel Inspiration Sources
U.S. MMA
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38%

35%

32%

26%

20%

18%

17%

15%

12%

10%

9%

11%

9%

10%

8%

6%

6%

5%

4%

39%

36%

31%

28%

23%

22%

19%

16%

14%

12%

13%

10%

11%

10%

9%

8%

7%

7%

6%

38%

35%

32%

27%

22%

20%

18%

15%

13%

11%

11%

10%

10%

10%

8%

7%

7%

6%

5%

Online travel agencies

Online search engines

Travel review sites

Destination website

Friends/relatives

Travel apps

Travel agent

Travel guides

Tourism bureaus/offices/vacation planners

Group discount sites

Travel club materials

Video sites

Social media posts from family/friends

Travel magazines

TV/Streaming shows

Facebook posts from brands, companies, celebrities/influencers, or destinations

Instagram posts from brands, companies, celebrities/influencers, or destinations

Twitter posts from brands, companies, celebrities/influencers, or destinations

Newspapers

U.S. West

U.S. East

U.S. Total

Travel Planning and Booking Sources
U.S. MMA
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Canada

Base: 601
Gender
Male 49%
Female 51%
Marital Status
Single 20%
Married 53%
Employment
Full Time Employed 67%
Retired 14%
Education Level
Graduated College 76%
Race/Ethnicity
White 77%
Black/African America 3%
Asian/Pacific Islander 16%
Hispanic/Latino 1%
Children in Household (1+)
Children at Home 42%
Age
18-24 12%
25-34 18%
35-44 17%
45-54 19%
55-64 16%
65+ 18%
Average 46
Household Income
$75 - $99,999 39%
$100 - $150,000 43%
$150,000+ 19%
Average $119,654

Demographics by Market
CANADA MMA
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47%

30%

23%

Canada

1 Trip 2 Trips 3+ Trips

Avg:     2.0

Number of Leisure Trips Taken in Past 12 Months 
CANADA MMA



2628%

41%

43%

48%

50%

57%

58%

63%

64%

67%

71%

72%

74%

76%

77%

81%

81%

87%

To be the first among my friends to do something

To engage in my hobbies

I can be more extravagant when I travel

To spend more time with my friends

To celebrate or mark a special occasion

I can splurge on myself when I travel

To indulge my passion for food and fine cuisine

To gain knowledge of history

To seek adventure

To be outdoors and experience nature

To see for myself, the authentic things I have read or heard about

To learn new things

To do activities I can only do on vacation

To experience other cultures

I feel alive and energetic when I travel

To spend more quality time with my spouse/family

I can explore and do new things

It's a great chance to rest and relax

Reasons for Taking a Vacation – Top 2 Box Very/Extremely Important
CANADA MMA
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17% 23% 26% 19%
33% 26%

5%
6%

11%
6%

14% 26%

41% 43%
33% 41% 36% 29%

37% 28%
30%

34%

18%
20%

78%
70%

63%

75%

54%
48%

Canada Canada Canada Canada Canada CanadaNeutral Disagree Somewhat Agree Strongly Agree

When possible, I will 
take public transport 
instead of a car or 

plane while traveling, 
to reduce my carbon 

footprint

I prefer to stay in 
accommodations with 
Green standards or 

accreditations

I prefer to shop at 
local markets and/or 

make purchases from 
local artisans and 
craftspeople while 

traveling

I practice ‘leave no 
trace’ when traveling 

to protect the 
environment

I seek out meaningful 
experiences with the 
local population in the 

places I visit

I feel personal 
responsibility to take 
care of the places I 

visit

Sustainable Travel
CANADA MMA
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Visited Past Year
1 Europe 26%

2 Caribbean 20%

3 Florida 17%

4 Las Vegas 15%

5 California 14%

6 Mexico 13%

7 Hawaiʻi 7%

8 Arizona 6%

Visited Past 3 Years

1 Europe 40%

2 Florida 35%

3 Caribbean 35%

4 Mexico 30%

5 Las Vegas 30%

6 California 28%

7 Hawaiʻi 16%

8 Arizona 11%

Destinations Visited Past 3 Years & Past 12 Months
CANADA MMA
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Planning Next 12 Months
1 Europe 31%

2 Florida 21%

3 Caribbean 21%

4 California 17%

5 Hawai‘i 16%

6 Las Vegas 14%

7 Mexico 13%

8 Arizona 6%

Interested Next 24 Months
1 Europe 54%

2 Hawaiʻi 45%

3 Caribbean 40%

4 California 36%

5 Florida 35%

6 Mexico 30%

7 Las Vegas 29%

8 Arizona 16%

Considering Next Vacation

1 Europe 44%

2 Florida 36%

3 Caribbean 36%

4 California 32%

5 Las Vegas 30%

6 Hawaiʻi 29%

7 Mexico 28%

8 Arizona 13%

Destinations Considering for Next Overnight Vacation, Interested Next 24 Months
& Planning Next 12 Months 

CANADA MMA
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33%

55%

16%

10%

16%

33%

19%

Canada

Oʻahu

Maui

Molokaʻi

Lānaʻi

Kauaʻi

Island of Hawaiʻi

Unsure/Don't know

Hawaiian Islands Plan to Visit Next 12 Months
CANADA MMA
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Avg: 0.9

57%

26%

12%

2% 2%

Canada

Never Visited 1 Visit 2-3 Visits 4-5 Visits 6+ Visits

Number of Times Visited Hawaiʻi in Lifetime
CANADA MMA
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66%

57%

57%

44%

42%

24%

20%

17%

16%

15%

12%

9%

8%

7%

7%

6%

1%

It has stunning natural beauty

Always great weather

Beaches are great

I love to experience the culture

It is safe

Food and dining options

I find that Hawaii is a great value

It’s familiar and I know my way around

I spent my honeymoon there

Feels like coming home again

Many hotels and timeshares have been recently renovated/refreshed

It is a tradition

I have friends or family there

Heard about new things to do since my last visit

There are new/more flights from cities closer to my home

To participate in an event or a festival

Other (specify)

Reasons for Returning to Hawaiʻi
CANADA MMA
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53%

17% 18% 19%

24%

13%
9%

6%
8%

Canada

Hotel Condo Rental house Cruise ship Bed & Breakfast Family/friend home Timeshare Rental room Undecided / I don't know

Hawaiʻi Planned Accommodations
CANADA MMA
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44%
42%

28%
21%

19%
16%

14%
10%

7%
7%

6%
6%

5%
5%
5%

5%
5%

4%
4%

2%
2%
2%
2%
2%

1%
1%

1%

Price of the vacation package
Price of the airfare

Price of the hotel
Better value at another destination

Unfavorable exchange rate
I don’t have enough time to travel to Hawaii

Flight to Hawaii is too long
Not sure which island(s) in Hawaii to visit

Concerned about natural disasters such as hurricanes or volcanos
U.S. travel policies

Been to Hawaii before, I wished to try another destination
I have not seen any advertising for Hawaii

Job/Employment instability
I don’t know enough about Hawaii

I have seen advertising for other destinations that has made me consider them before Hawaii
Hawaii is too congested

U.S. attitude toward foreigners
Health/other personal reasons

Not familiar with what there is to see and do in Hawaii
Not recommended by most recent guides and blogs

Accommodations were not available
Shopping in Hawaii is not good

Locals not friendly
The advertising I have seen for Hawaii does not make me want to consider it over other…

Not enough activities in Hawaii that interest me
Not recommended by family or friends
Been there and had a bad experience

Reasons for Considering but Not Visiting Hawaiʻi
CANADA MMA
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44%

42%

42%

35%

29%

25%

24%

21%

17%

16%

16%

16%

16%

15%

13%

11%

11%

11%

9%

8%

Friends/relatives

Travel review sites

Online search engines

Online travel agencies

Destination website

Social media posts from family/friends

Video sites

Travel magazines

Travel guides

Travel apps

Instagram posts from brands, companies, celebrities/influencers, or destinations

Travel agent

TV/Streaming shows

Tourism bureaus/offices/vacation planners

Facebook posts from brands, companies, celebrities/influencers, or destinations

Newspapers

Travel club materials

Group discount sites

Twitter posts from brands, companies, celebrities/influencers, or destinations

Consumer event

Travel Inspiration Sources
CANADA MMA
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35%

33%

30%

22%

20%

19%

16%

11%

10%

9%

9%

9%

9%

8%

8%

8%

7%

7%

5%

5%

Online travel agencies

Travel review sites

Online search engines

Friends/relatives

Travel agent

Destination website

Travel apps

Tourism bureaus/offices/vacation planners

Travel guides

Social media posts from family/friends

Video sites

Travel club materials

Group discount sites

Travel magazines

TV/Streaming shows

Instagram posts from brands, companies, celebrities/influencers, or destinations

Facebook posts from brands, companies, celebrities/influencers, or destinations

Twitter posts from brands, companies, celebrities/influencers, or destinations

Consumer event

Newspapers

Travel Planning and Booking Sources
CANADA MMA
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Japan

Base: 600
Gender
Male 51%
Female 49%
Marital Status
Single 23%
Married 71%
Employment
Full Time Employed 60%
Retired 10%
Education Level
Graduated College 81%
Children in Household (1+)
Children at Home 26%
Age
18-24 11%
25-34 15%
35-44 14%
45-54 21%
55-64 12%
65+ 28%
Average 49.0
Household Income
Under ¥7,000,000 47%
¥7 - ¥9,999,999 26%
¥10 - ¥14,999,999 16%
¥15,000,000+ 11%
Average ¥8,085,000

Demographics by Market
JAPAN MMA
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50%

26% 24%

Japan

1 Trip 2 Trips 3+ Trips

Avg: 2.0

Number of Leisure Trips Taken in Past 12 Months 
JAPAN MMA
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82%

80%

80%

75%

74%

68%

67%

61%

60%

60%

57%

57%

54%

46%

41%

40%

39%

21%

To indulge my passion for food and fine cuisine

I feel alive and energetic when I travel

It’s a great chance to rest and relax

To experience other cultures

To spend more quality time with my spouse/family

I can explore and do new things

To see for myself, the authentic things I have read or heard about

To engage in my hobbies

To do activities I can only do on vacation

I can splurge on myself when I travel

To learn new things

I can be more extravagant when I travel

To gain knowledge of history

To be outdoors and experience nature

To spend more time with my friends

To celebrate or mark a special occasion

To seek adventure

To be the first among my friends to do something

Reasons for Taking a Vacation – Top 2 Box Very/Extremely Important
JAPAN MMA
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29% 37% 31% 28%
49% 43%

7%

16%
9% 12%

20%
23%

40% 36% 34% 39%
22% 26%

25%
11%

26% 21%

10% 9%

64%

47%

61% 60%

31% 35%

Japan Japan Japan Japan Japan JapanNeutral Disagree Somewhat Agree Strongly Agree

When possible, I will 
take public transport 
instead of a car or 

plane while traveling, 
to reduce my carbon 

footprint

I prefer to stay in 
accommodations with 
Green standards or 

accreditations

I prefer to shop at 
local markets and/or 

make purchases from 
local artisans and 
craftspeople while 

traveling

I practice ‘leave no 
trace’ when traveling 

to protect the 
environment

I seek out meaningful 
experiences with the 
local population in the 

places I visit

I feel personal 
responsibility to take 
care of the places I 

visit

Sustainability Initiatives
JAPAN MMA
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Visited Past Year
1 Europe 21%

2 Korea 11%

3 Singapore 10%

4 Hawaiʻi 16%

5 Australia 7%

6 China 6%

7 Guam 5%

Visited Past 3 Years

1 Europe 36%

2 Hawaiʻi 33%

3 Korea 22%

4 Singapore 22%

5 Australia 17%

6 Guam 14%

7 China 14%

Destinations Visited Past 3 Years & Past 12 Months
JAPAN MMA
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Planning Next 12 Months
1 Europe 23%

2 Hawai‘i 16%

3 Australia 8%

4 Singapore 7%

5 Korea 7%

6 Guam 6%

7 China 2%

Interested Next 24 Months
1 Europe 49%

2 Hawaiʻi 37%

3 Australia 25%

4 Singapore 23%

5 Guam 17%

6 Korea 14%

7 China 7%

Considering Next Vacation

1 Europe 37%

2 Hawai‘i 27%

3 Taiwan 22%

4 Australia 16%

5 Singapore 13%

6 Thailand 12%

7 Guam/Saipan 12%

8 Korea 11%

9 Hong Kong 5%

10 China 4%

Destinations Considering for Next Overnight Vacation, Interested Next 24 Months
& Planning Next 12 Months 

JAPAN MMA
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74%

25%

9% 9%
14%

42%

8%

Japan

Oʻahu

Maui

Molokaʻi

Lānaʻi

Kauaʻi

Island of Hawaiʻi

Unsure/Don't know

Hawaiian Islands Plan to Visit Next 12 Months
JAPAN MMA
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Avg: 2.6

27%
25%

28%

10% 10%

Japan

Never Visited 1 Visit 2-3 Visits 4-5 Visits 6+ Visits

Number of Times Visited Hawaiʻi in Lifetime
JAPAN MMA
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48%

45%

42%

39%

34%

34%

19%

13%

12%

12%

12%

8%

8%

7%

6%

2%

It has stunning natural beauty

Beaches are great

It is safe

Always great weather

It’s familiar and I know my way around

Food and dining options

I love to experience the culture

I spent my honeymoon there

It is a tradition

Heard about new things to do since my last visit

There are new/more flights from cities closer to my home

I find that Hawaii is a great value

I have friends or family there

Many hotels and timeshares have been recently renovated/refreshed

Feels like coming home again

To participate in an event or a festival

Reasons for Returning to Hawaiʻi
JAPAN MMA



Hawaiʻi Planned Accommodations

47

74%

17%

9%
13%

6%
3% 5% 6%

9%

Japan

Hotel Condo Rental House Timeshare Cruise Ship Rental Room Family/friend Home Bed & Breakfast Unsure/don't know

JAPAN MMA
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19%

19%

16%

16%

15%

14%

11%

9%

8%

7%

6%

5%

4%

4%

2%

2%

2%

2%

2%

2%

2%

2%

1%

1%

1%

1%

I don’t have enough time to travel to Hawaii

Price of the airfare

Price of the hotel

Been to Hawaii before, I wished to try another destination

Hawaii is too congested

Price of the vacation package

Flight to Hawaii is too long

Better value at another destination

Health/other personal reasons

Not sure which island(s) in Hawaii to visit

I have seen advertising for other destinations that has made me consider them before Hawaii

The advertising I have seen for Hawaii does not make me want to consider it over other destinations

Concerned about natural disasters such as hurricanes or volcanos

Not familiar with what there is to see and do in Hawaii

Job/Employment instability

Shopping in Hawaii is not good

Not enough activities in Hawaii that interest me

I don’t know enough about Hawaii

Not recommended by family or friends

Unfavorable exchange rate

U.S. travel policies

I have not seen any advertising for Hawaii

Accommodations were not available

Locals not friendly

Not recommended by most recent guides and blogs

U.S. attitudes toward foreigners

Reasons for Considering but Not Visiting Hawaiʻi
JAPAN MMA
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34%

29%

28%

26%

25%

25%

23%

20%

18%

13%

12%

10%

9%

8%

8%

7%

6%

5%

5%

4%

2%

Travel guides

Online search engines

Travel magazines

Travel agent

Online travel agencies

Destination website

Friends/relatives

Travel review sites

TV/Streaming shows

Travel apps

Tourism bureaus/offices/vacation planners

Travel club materials

Newspapers

Social media posts from family/friends

Video sites

Facebook posts from brands, companies, celebrities/influencers, or destinations

Instagram posts from brands, companies, celebrities/influencers, or destinations

Twitter posts from brands, companies, celebrities/influencers, or destinations

Group discount sites

LINE

Consumer event

Travel Inspiration Sources
JAPAN MMA
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26%

23%

14%

12%

10%

9%

9%

8%

6%

4%

4%

3%

3%

3%

3%

3%

2%

2%

2%

1%

1%

Travel agent

Online travel agencies

Online search engines

Travel guides

Friends/relatives

Travel magazines

Travel apps

Destination website

Travel review sites

TV/Streaming shows

Tourism bureaus/offices/vacation planners

Social media posts from family/friends

Travel club materials

Facebook posts from brands, companies, celebrities/influencers, or destinations

Group discount sites

Instagram posts from brands, companies, celebrities/influencers, or destinations

Video sites

Newspapers

Twitter posts from brands, companies, celebrities/influencers, or destinations

LINE

Consumer event

Travel Planning and Booking Sources
JAPAN MMA
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Korea

Base: 604
Gender
Male 50%
Female 50%
Marital Status
Single 31%
Married 65%
Employment
Full Time Employed 73%
Retired 5%
Education Level
Graduated College 84%
Children in Household (1+)
Children at Home 43%
Age
18-24 15%
25-34 18%
35-44 20%
45-54 24%
55-64 16%
65+ 7%
Average 42.8
Household Income
Under ₩80M 64%
₩80M - ₩110M 26%
₩110M - ₩160M 8%
₩160M+ 2%
Average 73,137,417 KRW

Demographics by Market
KOREA MMA
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32%
28%

40%

Korea

1 Trip 2 Trips 3+ Trips

Avg: 2.5

Number of Leisure Trips Taken in Past 12 Months 
KOREA MMA
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81%

80%

79%

79%

65%

61%

59%

57%

56%

55%

51%

50%

44%

41%

41%

41%

39%

26%

To experience other cultures

It's a great chance to rest and relax

I feel alive and energetic when I travel

To spend more quality time with my spouse/family

To be outdoors and experience nature

To learn new things

I can explore and do new things

To engage in my hobbies

To do activities I can only do on vacation

To see for myself, the authentic things I have read or heard about

To indulge my passion for food and fine cuisine

To celebrate or mark a special occasion

I can splurge on myself when I travel

To gain knowledge of history

To seek adventure

To spend more time with my friends

I can be more extravagant when I travel

To be the first among my friends to do something

Reasons for Taking a Vacation – Top 2 Box Very/Extremely Important
KOREA MMA
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37% 39%
31% 27% 33% 34%

15% 14%
12% 11%

9%
20%

36% 37% 37% 44% 42%
34%

11% 10%
20%

17% 16%

12%

48% 47%

57%
61% 58%

46%

Korea Korea Korea Korea Korea KoreaNeutral Disagree Somewhat Agree Strongly Agree

When possible, I will 
take public transport 
instead of a car or 

plane while traveling, 
to reduce my carbon 

footprint

I prefer to stay in 
accommodations with 
Green standards or 

accreditations

I prefer to shop at 
local markets and/or 

make purchases from 
local artisans and 
craftspeople while 

traveling

I practice ‘leave no 
trace’ when traveling 

to protect the 
environment

I seek out meaningful 
experiences with the 
local population in the 

places I visit

I feel personal 
responsibility to take 
care of the places I 

visit

Sustainability Initiatives
KOREA MMA
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Visited Past Year
1 Southeast Asia 43%

2 Japan 30%

3 Europe 20%

4 USA 15%

5 China 15%

6 Hawaiʻi 8%

7 Australia 7%

8 Maldives 3%

Visited Past 3 Years

1 South East Asia 59%

2 Japan 56%

3 Europe 31%

4 China 29%

5 USA 24%

6 Australia 16%

7 Hawaiʻi 13%

8 Maldives 4%

Destinations Visited Past 3 Years & Past 12 Months
KOREA MMA
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Planning Next 12 Months
1 Europe 31%

2 Southeast Asia 27%

3 Hawaiʻi 21%

4 USA 17%

5 Australia 15%

6 Japan 14%

7 Maldives 12%

8 China 5%

Interested Next 24 Months
1 Europe 50%

2 Hawaiʻi 42%

3 South East Asia 37%

4 USA 34%

5 Australia 31%

6 Maldives 25%

7 Japan 20%

8 China 10%

Considering Next Vacation

1 Europe 48%

2 South East Asia 42%

3 Hawai‘i 36%

4 Guam/Saipan 34%

5 USA 28%

6 Australia 26%

7 Japan 22%

8 Maldives 22%

Destinations Considering for Next Overnight Vacation, Interested Next 24 Months
& Planning Next 12 Months 

KOREA MMA



Hawaiʻi Islands Plan to Visit Next 12 Months
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37% 35%

19%
15%

23%

52%

23%

Korea

Oʻahu

Maui

Molokaʻi

Lānaʻi 

Kauaʻi

Island of Hawaiʻi

Unsure/Don't know

KOREA MMA
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Avg: 0.9

38%

47%

13%

1% 1%

Korea

Never Visited 1 Visit 2-3 Visits 4-5 Visits 6+ Visits

Number of Times Visited Hawaiʻi in Lifetime
KOREA MMA
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60%

53%

42%

32%

29%

27%

25%

21%

15%

14%

13%

12%

12%

11%

8%

7%

Beaches are great

It has stunning natural beauty

Always great weather

Food and dining options

I love to experience the culture

It is safe

I find that Hawaii is a great value

It’s familiar and I know my way around

I spent my honeymoon there

I have friends or family there

To participate in an event or a festival

Heard about new things to do since my last visit

Many hotels and timeshares have been recently renovated/refreshed

There are new/more flights from cities closer to my home

Feels like coming home again

It is a tradition

Reasons for Returning to Hawaiʻi
KOREA MMA



Hawaiʻi Planned Accommodations
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88%

27%

7% 8%

20%

12%
5% 8%

2%

Korea

Hotel Condo Timeshare Family/friend home B&B Cruise Ship Rental House Rental Room Unsure/don't know

KOREA MMA



*Note that 
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34%
24%

22%
18%

17%
12%

11%
10%

9%
7%
7%

7%
6%

4%
4%
4%

3%
3%
3%

2%
2%
2%
2%

1%
1%
1%
1%

Flight to Hawaii is too long
I don’t have enough time to travel to Hawaii

Price of the airfare
Better value at another destination

Price of the vacation package
I have seen advertising for other destinations that has made me consider them before…

Been to Hawaii before, I wished to try another destination
Hawaii is too congested

Price of the hotel
Health/other personal reasons

Not familiar with what there is to see and do in Hawaii
Concerned about natural disasters such as hurricanes or volcanos

Unfavorable exchange rate
I don’t know enough about Hawaii

Not sure which island(s) in Hawaii to visit
U.S. attitudes toward foreigners

Job/Employment instability
Not enough activities in Hawaii that interest me

U.S. travel policies
The advertising I have seen for Hawaii does not make me want to consider it over…

Shopping in Hawaii is not good
Locals not friendly

I have not seen any advertising for Hawaii
Accommodations were not available

Not recommended by family or friends
Not recommended by most recent guides and blogs

Been there and had a bad experience

Reasons for Considering but Not Visiting Hawaiʻi
KOREA MMA
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46%

42%

39%

35%

32%

30%

29%

29%

29%

29%

25%

21%

21%

19%

19%

18%

18%

16%

12%

12%

Online search engines

Friends/relatives

Travel review sites

TV/Streaming shows

Social media posts from family/friends

Destination website

Travel agent

Online travel agencies

Travel guides

Travel apps

Video sites

Travel magazines

Instagram posts from brands, companies, celebrities/influencers, or destinations

Twitter posts from brands, companies, celebrities/influencers, or destinations

Travel club materials

Facebook posts from brands, companies, celebrities/influencers, or destinations

Tourism bureaus/offices/vacation planners

Newspapers

Group discount sites

Consumer event

Travel Inspiration Sources
KOREA MMA
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40%

38%

33%

31%

28%

26%

25%

22%

18%

16%

15%

15%

14%

13%

11%

10%

9%

9%

9%

8%

Online travel agencies

Online search engines

Travel apps

Travel agent

Travel review sites

Friends/relatives

Destination website

Travel guides

Social media posts from family/friends

TV/Streaming shows

Travel club materials

Video sites

Group discount sites

Tourism bureaus/offices/vacation planners

Facebook posts from brands, companies, celebrities/influencers, or destinations

Consumer event

Travel magazines

Twitter posts from brands, companies, celebrities/influencers, or destinations

Instagram posts from brands, companies, celebrities/influencers, or destinations

Newspapers

Travel Planning and Booking Sources
KOREA MMA
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 Online surveys taken by LSR panelists 
 Paid media consumption measured through recognition 

of ads via TV/video, untagged digital, and social media
 Owned media recognition of Hawaiʻi channels, including 

website, YouTube, Facebook, or Instagram
 Earned media recall of articles and stories

Survey Methodology
 Wave 3: Data collection January – February 2020 for 

media coverage between January – June 2019

Timeframe
 Random sample of U.S, Canada, Japan, and Korea 

residents
 US: 1,200 sample

 Traveled for leisure by air 500 miles or more in 
past 12 months with household income of 
$75,000 or higher

 U.S. West includes states of Alaska, California, 
Oregon, Washington, Arizona, Colorado, Idaho, 
Montana, Nevada, New Mexico, Utah, and 
Wyoming

 U.S. East includes all continental states not in 
U..S West region

 Canada: 600 sample
 Traveled for leisure by air 500 miles or more in 

past 12 months with household income of 
$75,000 CAD or higher

 Japan: 600 sample
 Traveled internationally for leisure in past 24 

months with household income of 3,999,000 
Yen or higher (~$40,000 USD)

 Korea: 600 sample
 Traveled internationally for leisure in past 24 

months with household income of 30,000,000 
or higher (~$26,000 USD)

Target Audience/Markets

Methodology
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