I_—tAWAI'I TOURISM .

CHINA

2023 Jan - Jun Brand Marketing Plan
(BMP)

Dennis Suo — Managing Director
Alexander Wong - COO



HTC TEAM

Dennis Suo

Managing Director

Alexander Wong
COO & CFO

William Zhang Jasmin Li . Sarah Wang
Director of Travel Sr. Manager of > @ Director of PR &
Trade & BD Trade and Training - Social Media

(Beijing) 3 (Shanghai) Marketing

HAWAI'I TOURISM

CHINA




MARKET OUTLOOK

HAWAI’I TOURISM .

CCCCC




GENERAL ECONOM

CNYvs. USD GDP Growth Forecast People’s Republic of China
6.78vs. 6.39 LY, -7% (Jan 2023)

ADO Update
(September)

. ADO (April)

GDP

5.0% 4.8%

. _ ; 4.5%
+3.3%in 2022, +4.5%in 2023 3.39%
Urban Unemployment Rate
5.5%(2022) vs. 5% (2021) .' D

_ % b 2022 2023
Annual Inflation Rate | - 3
2‘5% (2022) VS, 2‘7% LY (2021) Find out.n;:;;:\ :'l')gB/so A;:ilol)oe\ll(elopment Outlook Update 2022 #ADozozz
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09.26.22 lifted ban forinternational flights,

cuts quarantinesto 0 days (HK)

11.11.22 Cutquarantinesfrom14to5
days; ended international flight ban

01.05.23 U.S.requireda COVID-19test no
morethan 2 days priorto departure

01.08.23 No more quarantines; fully open
outboundandinbound travel

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

HAWAI’I TOURISM .

TRAVEL RESTRICTIONS

Chinese travel exec: We are seeing record-hi. ..

'Everything startsto
become better": After
three years of Covid
1solation, China opens
its gates

Simone McCarthy, Selina Wang, lvan Watson and
Wayne Chang, CNN « Updated 9th January 2023

CHINA
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CONSUMER TRAVEL SENTIMENT

Q7: If tourism is open after the pandemic, which is your most desired overseas Island destination in

o)
7 2 /0 totravel a broad, beach the next 12 months? (single choice question)
vacation & naturalscenery

7o

6000 5,727
* Ranked # 2 island resort 4,463 ®
destination, #1 Maldives, # 3 oo
Bali il o T
e 1,596 1 468 : ?.:Im
e Spiritualandwell-being = I m 545 ‘\ . o
experiences : .
o] Dol Sapan Wb TM ol others

M ovi ng away from fU nCtlona l Among the overseas island destinations most wanted by the respondents in the next 12 months, Hawaii ranks second only to
t ravel to experientia| t rave| Maldives, accounting for 24%. Users have a good impression and travel intention of Hawai'i.
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MEDIA TRENDS

Q10: Which social media do you usually use to show your journey?
(multiple choice question)

 WeChat, RED, Mafengwo are
mainsource of social media
travel content

16,157

////
% 13%

. >

§\h\

s

S

s
.

 Highengagement rate with

video and live streamformats . ////////////////////// S
vs. text and image content é/////; 372 3,840 ////////////////////// e

\

11%

5 8 8 8 8 8 38 8 8

% 3,039
-Em iR
« Risingtrendin rediscovery and , b

modernization of traditional @~ Yt T weesm bemam o

Ch Inese cu Iture (G UOChaO) Most of the respondents prefer to use WeChat to share their journey, accounting for 58%. The distribution of other APPs
including RED APP, Weibo APP and Douyin APP for users' journey sharing preferences is relatively average.
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AIR CAPA

. ® 24f|ightsweekly China<—>U.S.
L
D E L T A ° 4 Chinese & 3 U.S. carriers (reciprocity)
UNITED : . Connecting flights vialapan & Korea
China - U.S. Flights
American\ ) )
Airlines Direct Flights:
United Airlines UA858  Shanghai (PVG) - San Francisco (SFO) MON /THU / SAT / SUN
AIR CHINA Delta Air Lines DL288  Shanghai (PVG) - Seattle (SEA) THU/ SAT
‘j: hﬁ d %} ] Delta Air Lines DL284  Shanghai (PVG) - Detroit (DTW) WED / SUN
American Airlines AA128  Shanghai (PVG)— Dallas (DFW) TUE/ FRI
q:l iﬁﬂﬁg Air China CA987  Beijing (PEK) - Los Angeles (LAX) SUN
CHINA EASTERN
Air China CA769  Shenzhen (SZX)- Los Angeles (LAX) TUE
EFﬁHﬂfig China Eastern Airlines MU587  Shanghai (PVG) - New York (JFK) TUE
CHINA SOUTHERN China Southern Airlines CZ327  Guangzhou (CAN) - Los Angeles (LAX) THU / SAT
Xiamen Airlines MF829  Xiamen (XMN) - Los Angeles (LAX) WED / SUN

Y (These schedules are subject to change)

BIiIfZE XIAMENAIR ,
HAWA TOURISM,
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COMPETITION

In 2019: é
18M Europe2.9M usl.5M California g
1.4MAustraIia 1M Dubail.ZMBa/i
300K maldives

Cajicenial | {ISA | Gamamnirs | B
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EERN NBARR) , EER
AMBED. B8 “RE. KAE.
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e Sl EONEIREE NIWEEIE
Brand USA & Visit California (LATCB, SFT) B T ‘ ,

o . . . BIFAFR s
joint live stream on Ctrip.com (2022) i

B 175158 6xam

< Back Weibo Content e L ’ ‘ Ailafushi

SHETRERE

Switzerland roadshow in 9 Chinese citie
(2022)

FERREAT

{
+Follow 5 i 4 L4 o Ui
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Qatar Airways & Tourism leverage FIFA bl St e A oo
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0
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Thailand to welcome 5m Chinese visitors )
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TARGET AUDIENCE
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TARGET AUD

AFFLUENT
FAMILY WORTH INDI
(HNWI)

MILLENNIUM
INDIVIDUALIST (MI)

< @ wvingtitian @ < 43 brittneyyy @z ¢ @ EEREEason

Honolulu, Hawaii

\ < LY dammmm

Honolulu Moana...a, Waikiki Beach

L, < a June_Auggie&Summer 343 &) < & #5233 (4]

HERBBERN P
BRATMARAVRE BRL R P BE R

ERX say "Yes, | do" in Hawai'i
[OF 1t

REBEEBREFRERA, HH—FHRAOEHRE

9,

949 YES IDO 8 R B ELRIE M M5 EREBRIE!
O BMIEDIRD

NRNKENZTRRRE, B—EEER—RP, FR
RERHERASSHRRANKR, BEENHFARR
RSB B! F! N RRE, AOLABET—
WA PEER, AHTEAYM! == w
BORIBNN © AEPRENS  WENE, 2K
BORR, DARRSBRIEHERRROKEZ—, 155
B H R RER S B A90rop ZoneE 2 4 J9World most
beautilful DZ (5 FBEMNZ ki) . onopink pelace of the Fackic?

i\slaquamg#ua RBinstEMHIT L 08-18 = = BIR HSRIBARE T EREERRELR

UHERCENRECRSES, (hRR2ERRNHETS n o -
iRt e oﬂ%-ﬁﬂgmwlaa HEWRE, BEQEHELEE, ; RHE B SIS RELBEEESAN—T,

2 3 WEERE A 30 EMPERERENINT 2, B—RK

o RIPACIEIC SKYD) - FHLEET . BRUETEEER, M o ‘f\\ 1\\
SKYDIVE HAWAIIFIPACIFIC SKYDIVING, \I . ' RRT4, ik TA HINREKICHIR ) 6 HonoluluF A A BRI, WaikikiFlAla Mo 2
Pacific skydivingTi21000 R RIIBZHE, \IXRFHH MAXT. MEMEIS0ES, BESREA o 4

s ! 30§§Eﬁﬁresort fee. E’ﬁfi?m%ﬁifﬁ, Fﬁl—)(i@i§l—>(}§¥7~)}§, 11 F{E7EWaikikifRoyal Hawaiian A2 FE P! &'Fﬂ
SAUAFNBBRCHE, 2 3 "
o SREHMRE, RETAREETREMESE. ENURE £ Roval Hawaiian center. &#Bh2/E! ﬁi&%’é«iﬁ

\

1.Desirability for 2.Accessibility 3.Disposable

Island Destination BJ/SH/CD Income 4.US Visa Issuance
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2023 STRATEGY
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B2C2B STRA

=t
e@} Fliggy
B hikE

PERGME

CHINA EASTERN

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

ctrie
i ¥

LAWAIIAN.

"ISLANDS

Platform Dev/Maintenance
Core Branding Message: Malama Hawai‘i

DigitalContent Marketing to drive
Trade Marketing

Tenceni

B2C - Content marketing (DMAP, cultural
events, community enrichment program,
voluntourism, KOL, FAM etc.)

a hE ()

ALIPAY
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KEY PROGRAMS
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SOCIAL MEDIA M

WeChat Video Channel #1475 (Video), WeChat Official Account AR5 (Video/Graphic/Text), Weibo #1& (Video/Graphic/Text),
Douyin #& (Video/Graphic), Little Red Book /NI 4 (Video/Graphic/Text)

Week-1 Week-2 Week-3 Week-4
Official Travel Tips-Entry and Voleano in Hawai'i & Island of Hawai‘i Travel Lunar New Y ear Post Thingsto Do f)n thelsland of
Announcement (01/22) O‘ahu
Hawai'i Reglnol Cuisine Thingsto Do on thelsland of Hawai'i Explore Relgxohon & POWI WOWI HAWAL'l (TBC)
Highlights Romance in Hawar'i

Chinese Arbor Day Post, Planting trees and

—
=

Official TroveITps-En’rry the day to commemorate Dr. Sun Yet-Sen The Kona Brewer's Thingsto Do on ihe Island of
Update/Notice Fest Mau'i
(03/12)
Earth Day Post -
Art in Hawai'i Farm-to-Table Hawai'i Mdalama Hawai'i Merrie Monarch Festival
(04/22)
May Lei Day C(glf)e/gr](;’rlon fehl Family Activitiesin Hawai'i Ka'o Coffee Festival Thingsto Disggtre Beueiel
W_O”d Sl I;Roy_PosT ) . . An Adventurer's Voluntourism in Hawai'i - Have

Maloama Hawai'i Malama Kapalua Wine & Food Festival . .

Playground Fun while Making an Impact

Makai (06/08)

HAWAI’I TOURISM .
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WeChat B2C
mini program

. y ' ':"' I‘
‘\o‘ \“ -;-(';o"
OSSN . -
- "-. :.-
,"’,,-l.-."\“~
oo‘ :, E“_\
/ " ‘ [y \
WeChat B2B

mini program

SOCIAL MEDIA P

iL EREMNEEN... © I ”

EI. 'rt "] BHSERS
86640526532

Douyin official
account

WeChat officidl
account

Weibo official
account
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WECHAT MINI PROGRAM

HRRBAKRZAESE - © HRERBARIARER - ©

« B2C and B2B WeChat Mini Program HAWAIIAN ot O mmzen
il ERERRZAER

BRERMRERE

ERRME
ERRAO

. Content maintenance and feed

BERERHE

H#I5ERSI NRIZBRNETRGIED $hii>

ERRXN

* Industry monthly newsletterfor “What's

happening in Hawai'i
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TRADE EDUCATION GROUP FAM

» Ctrip/Trip.com’s North American subsidiaries: Jupiter Legend Travel,
Ctour, Tufeng Travel, Beijing Victory International Travel etc.

» 100 of theirmanagement and staff to visit O‘ahu in February 2023 to
experience and learn more about Hawai'i

0
i 7o Trip.com @) g &
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OTA still the preferred booking
channel(Trip.com/Tuniu.com/
LY.com)

User generated content
(UGC) platforms are prevalent
with fravel content
(Mafengwo)

To educate OTA/UGC sales
about Hawai‘i and each

individualisland’s unique
brand

TRAVEL TRADE EDUCATION
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PARTNERSHIP
OPPORTUNITIES
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| |
ACTIVITY | DATE | DESCRIPTION LOCATION
TRADE SHOWS
. . Jointly organized by Education USA and the Commercial Section

%r%zfelljgr?do{gumrirrﬁg?gc;:;\%%v Mar (TBD) of the U.S. Embassy in Beijing, the exclusive networking event US Embassy, Beijing,

(28) connects with airlines, US tour operators, etc.; expected CN
participation ~30-50

. . Jointly organized by Education USA and the Commercial Section

$023 us Commgrcml Service of the U.S. Embassy in Beijing, the exclusive networking event

ravel andfourism Roadshow | May (TBD) connects with airlines, US tour operators, etc.; expected Chengdu, CN

(B2B) L, ’ ’ N
participation ~30

TRADE FAMILIARIZATION TRIPS (FAMS)
The North American subsidiary for the largest and most popular
Chinese online trav el booking platform Ctrip/Trip.com, will be

OTA Familiarization Tour Feb bringing approximately 100 of their management and staff to O‘ahu In Kind
Haw aii in February 2023 to experience and learn more about ‘
Haw qii.

TRAVELTRADE EDUCATION
To train and educate OTAs and retail offline sales agents about
Haw aiiand each individualisland’s unique brand, the Haw aiian

. culture, andresponsible tfravel / Mdlama Haw aifi. Ensure to have a . .

Travel Trade Training BD - . i Online Complimentary g
common understanding and appreciation of Haw aiian Cultural
Values to promote the safeguarding and protection of the
Haw aiian Islands according to sustainability principles.
To showcase Mdlama Haw ai'i, hotels, attractions, activities,

o Onaoin facilities and services forbothin B2C and B2B channels in WeChat Online Complimer

Haw ai'i WeChat Mini Program 90ING | 6o system. Includes interactive visual recognition tool on Haw ai P
flowers.
To collaborate with airline partners for pre-departure package

Airlines Marketing (ANA) BD design & in-flight marketing on an authentic and local Haw diian Beijing
experience.
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HAWAIAN

ISLANDS

55k ik s W e SR
BRI AR AT T 9P R 4F |
aHER BFRAE!

Mahalo
153159
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