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MARKET OUTLOOK



• CNY vs. USD
6.78 vs. 6.39 LY, -7% (Jan 2023)  

• GDP 
+3.3% in 2022, +4.5% in 2023

• Urban Unemployment Rate 
5.5% (2022) vs. 5% (2021)

• Annual Inflation Rate 
2.5% (2022) vs. 2.7% LY (2021)

GENERAL ECONOMY 



• 09.26.22 lifted ban for international flights, 
cuts quarantines to 0 days (HK)

• 11.11.22 Cut quarantines from 14 to 5 
days; ended international flight ban

• 01.05.23 U.S. required a COVID-19 test no 
more than 2 days prior to departure

• 01.08.23 No more quarantines; fully open 
outbound and inbound travel

• 2023-2025 Expansion of domestic flights & 
restoration of international air travel

TRAVEL RESTRICTIONS



CONSUMER TRAVEL SENTIMENT

72% to travel abroad, beach 

vacation & natural scenery

• Ranked#2 island resort 

destination, #1 Maldives, # 3 
Bali

• Spiritual and well-being 
experiences

• Moving away from functional 
travel to experiential travel



• WeChat, RED, Mafengwo are 
main source of social media 
travel content  

• High engagement rate with 
video and live stream formats 
vs. text and image content

• Rising trend in rediscovery and 
modernization of traditional 
Chinese culture (Guochao)

MEDIA TRENDS    



AIR CAPACITY• 24 flights weekly China <–> U.S.

• 4 Chinese & 3 U.S. carriers (reciprocity)

• Connecting flights via Japan & Korea



COMPETITION
• In 2019:  

18M Europe 2.9M US 1.5M California 

1.4M Australia 1M Dubai 1.2MBali 

300KMaldives

• Brand USA & Visit California (LATCB, SFT) 
joint live stream on Ctrip.com  (2022)

• Switzerland roadshow in 9 Chinese cities 

(2022)

• Qatar Airways & Tourism leverage FIFA 
World CUP with destination campaign 
(2022)

• Maldives charter in CNY 2023

• Thailand to welcome 5m Chinese visitors
(2023)



TARGET AUDIENCE



MILLENNIUM 
INDIVIDUALIST (MI) 

FAMILY  
AFFLUENT & HIGH NET 
WORTH INDIVIDUAL 

(HNWI)

1.Desirability for 
Island Destination

2.Accessibility

BJ/SH/CD

3.Disposable 
Income

4.US Visa Issuance

TARGET AUDIENCE



2023 STRATEGY



Platform Dev/Maintenance 

Core Branding Message: Mālama Hawai‘i 

B2B - Trade FAM/show/training, OTA 
itinerary design, airlines coop

B2C - Content marketing (DMAP, cultural 
events, community enrichment program, 

voluntourism, KOL, FAM etc.)

MI

Family

HNWI

Hotels

Retailers

Attractions

Restaurants

Activities

Transportation

B2C2B STRATEGY

Mobile 

Payment  

Social 
UGC 

2C

OTA

Gov

Air lines

2B
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KEY PROGRAMS



Hawaiʻi Tourism China monthly social media calendar (January - June 2023)

Social 

Media

WeChat Video Channel 视频号 (Video), WeChat Official Account 公众号 (Video/Graphic/Text), Weibo 微博 (Video/Graphic/Text), 

Douyin 抖音 (Video/Graphic), Litt le Red Book 小红书 (Video/Graphic/Text)

Week-1 Week-2 Week-3 Week-4

Jan
Official Travel Tips-Entry and 

Announcement
Volcano in Hawai‘i & Island of Hawai‘i Travel

Lunar New Year Post 

(01/22)

Things to Do on the Island of 

Oʻahu

Feb
Hawaiʻi Reginal Cuisine 

Highlights

Things to Do on the Island of Hawaiʻi Explore Relaxation & 

Romance in Hawaiʻi
POW! WOW! HAWAI‘I (TBC)

Mar
Official Travel Tips-Entry 

Update/Notice

Chinese Arbor Day Post, Planting trees and 

the day to commemorate Dr. Sun Yet -Sen 

(03/12)

The Kona Brewer's 

Fest

Things to Do on the Island of 

Mauʻi

April Art in Hawaiʻi Farm-to-Table Hawaiʻi

Earth Day Post -

Mālama Hawaiʻi 

(04/22)

Merrie Monarch Fest ival

May
Lei Day Celebration Post 

(05/01)
Family Activities in Hawaiʻi Kaʻū Coffee Fest ival

Things to Do on the Island of 

Kauaʻi

Jun

World Ocean Day Post -

Mālama Hawaiʻi Mālama

Makai (06/08)

Kapalua Wine & Food Fest ival
An Adventurer's 

Playground

Voluntourism in Hawai'i - Have 

Fun while Making an Impact
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SOCIAL MEDIA MARKETING
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WeChat official 
account

Weibo official 
account

Red official 
account

Douyin official 
account 

WeChat B2C 

mini program

WeChat B2B

mini program

SOCIAL MEDIA PLATFORMS
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WECHAT MINI PROGRAM

• B2C and B2B WeChat Mini Program

• Content maintenance and feed

• Industry monthly newsletter for “What’s 

happening in Hawaiʻi”



 Ctrip/Trip.com’s North American subsidiaries: Jupiter Legend Travel, 

Ctour, Tufeng Travel, Beijing Victory International Travel etc.

 100 of their management and staff to visit Oʻahu in February 2023 to 

experience and learn more about Hawaiʻi
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TRADE EDUCATION GROUP FAM



• OTA still the preferred booking 

channel(Trip.com/Tuniu.com/

LY.com)

• User generated content 

(UGC) platforms are prevalent 

with travel content 

(Mafengwo)

• To educate OTA/UGC sales 

about Hawaiʻi and each 

individual island’s unique 

brand

TRAVEL TRADE EDUCATION



PARTNERSHIP 
OPPORTUNITIES



ACTIVITY DATE DESCRIPTION LOCATION COST

TRADE SHOWS

2023 US Commercial Serv ice 
Travel and Tourism Roadshow 

(B2B)
Mar (TBD)

Jointly organized by Education USA and the Commercial Section 
of the U.S. Embassy in Beijing, the exclusive networking event 

connects with airlines, US tour operators, etc.; expected 

participation ~30-50

US Embassy, Beijing, 
CN

In-Kind for lucky draw 
promotions

2023 US Commercial Serv ice 
Travel and Tourism Roadshow 

(B2B)
May (TBD)

Jointly organized by Education USA and the Commercial Section 
of the U.S. Embassy in Beijing, the exclusive networking event 

connects with airlines, US tour operators, etc.; expected 

participation ~30

Chengdu, CN
In-Kind for lucky draw 
promotions

TRADE FAMILIARIZATION TRIPS (FAMS)

OTA Familiarization Tour Feb

The North American subsidiary for the largest and most popular 
Chinese online travel booking platform Ctrip/Trip.com, will be 

bringing approximately 100 of their management and staff to 

Hawaii in February 2023 to experience and learn more about 
Hawaii.

Oʻahu In Kind 

TRAVEL TRADE EDUCATION

Travel Trade Training TBD 

To train and educate OTAs and retail offline sales agents about 
Hawaiʻi and each indiv idual island’s unique brand, the Hawaiian 

culture, and responsible travel / Mālama Hawaiʻi. Ensure to have a 

common understanding and appreciation of Hawaiian Cultural 
Values to promote the safeguarding and protection of the 

Hawaiian Islands according to sustainability principles. 

Online Complimentary prizes in kind

Hawaiʻi WeChat Mini Program Ongoing

To showcase Mālama Hawaiʻi, hotels, attractions, activities, 
facilities and serv ices for both in B2C and B2B channels in WeChat 

eco system. Includes interactive visual recognition tool on Hawaiʻi 

flowers.

Online Complimentary

Airlines Marketing (ANA) TBD
To collaborate with airline partners for pre-departure package 
design & in-flight marketing on an authentic and local Hawaiian 

experience. 
Beijing In Kind
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PARTNERSHIP OPPORTUNITIES



Mahalo

谢谢


