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GENERAL ECONOMY

The Japanese economy expanded 1.1% in
2022 over 2021

Japan's GDP grew 1.3% in 2022, reflecting
Inflation throughout the year

Gradual strengthening yen ($1 = 132.59
Yen)

Government stimulus package to drive
modest recovery

Japanese economy expected to recover,
centered on rebound demand in the
service sector. Personal consumption is
expected to continue recovering (Fiscal
2023 it is expected to be +1.5%)




Return of inbound foreigner to stimulate
Japan’'s economy

Domestic travel promotion by Japanese
government

Outbound recovery to follow

Downgrade COVID-19 to Class 5 under
the Infectious Diseases Conftrol Law
(5/8/23)

Mask mandate became optional
(3/13/23)

Hawai'i remains top destination of
choice



irect flights to Hawai'i

ended direct flights to Hawai‘i
ended chartered flights to Hawai'i

AIR SEAT SYNOPSIS

Top 5 % Share by Area (2019)

Kanto/Narita/Haneda

Kinki/Kansai

Chubu/Nagoya

Kyushu/Fukuoka

Tohoku

“ichangs | 2023

%Change

23-June

Total

-55.5% 75,942 158,756 -52.2%
296 641 -53.87% 83,318 161,248 -48.3%
283 610 -53.6% 79,054 155,388 -49.1%
861 1,885 -54.3% 238,314 475,392 -49.9%




Six Month Outlook: Japan
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BOOKING PACE
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DISTRIBUTION CHANNEL & LEAD TIME

Distribution Channel Lead Time

Corporate TA

Online TA/
5%

Source: ARC/ForwardKeys Destination Gateway




Short Haul Destinations
South Korea
Taiwan

Hong Kong/Macau
Thailand
Singapore

Guam

Long Haul Destinations

« Europe
« Canada
o Australia






TARGET AUDIENCE

Ethical
Younger Generation
Generation Family

Affluent Romantic Experience
Traveler Couples Seekers

Target regions with direct flights to Hawai‘i, annual household income of
$75,000+ and over $1 million in assets



CORE BRANDING MESSAGE
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HAWAI'l CORE BRAND MESSAGING

Position Malama Hawai'i as the catalyst for change in our state’s
regenerative tourism approach
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MMA STATS (As of Feb.)

Japan MMA YTD Feb. 2023P YTD Feb. 2019 % Change

Visitor Expenditures 101.9 338.9 -69.9%
(S Millions)

Visitor Days 429,822 1,406,768 -69.4%

Arrivals 58,955 241,071 -75.5%

Average Daily Census 7,285 23,844 -69.4%

Per Person Per Day 237.0 240.9 -1.6%
Spending (S)

Per Person Per Trip 1,727.7 1,405.7 22.9%

Spending (S)
Length of Stay (days) 7.29 5.84 24.9%



DIRECT CONSUMER INITIATIVES

« Shibuya digital sinage to showcase Malama Hawai‘i message
« Taxi signage advertisement placed to target affluent market

« Digtfial markeing to diffuse Malama messages and island branding

Generated
41,634,210 Reach
41,765,992 Impression
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DIRECT CONSUMER INITIATIVES

« 750,000 Calbee’s Konin (certified) product “Frugra Tropical
Coconut” sold (Feb — August 2023)

« 336 Hawai'‘i specialists attended to ‘Olelo Hawai‘i webinar

« Advertising compaign conducted with Expedia generating
11.4 million impression
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MEDIA EXPOSURE

188 media correspondence in Q1

« TV, print, online exposures generating more than $2.6 billion in
value

184 media participated in online media webinars
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TRAVEL TRADE

Conducted FAM tours including volunteer work

Online education to industry partners, DMO, federation, and
sfudents

Malama Hawai

| Package creation by major fravel agencies

Malama
Hawai1
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MALAMA HAWAI‘l CAMPAIGN

Elevate Hawai'l's brand positioning by inspiring the malama concept to
keep the Hawaiian Islands top of mind while improving sentiment for
travel abroad. HTJ will place digital, SNS, taxi ads, and out-of-home

advertisement. - .
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ROMANCE PROMOTION

» Collaborate with wedding association
stakeholders

 Wedding page renewa
* Promotional video creation
* Neighbor islands promoti




4 GOLF PROMOTION

* Neibor island golf course promotion
olf page renewal

Collateral creation

Promoftional video creation




OTHER CONSUMER INITIATIVES

« Collaborate with stakeholders to create an authentic Hawai‘i experience in
the Japan market

« Partner with well-known nationwide companies to draw on the power of
their consumer data

* Provie educational programs to learn about Hawai‘i and its culture
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TRAVEL TRADE INITIATIVES

* Provide networking and relationship building opportunities for Island
Chapters and local suppliers with key industry partners and stakeholders in
the Japan market (Japan Summit 4/21 & Japan Mission 11/21-11/22)

« Conduct educational seminars and cultural workshops to provide ideas to
develop travel products
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ACTIVITY

Japan Summit

Hawai'i Seminar & Mahalo Reception

Japan Mission

HIS MOU Malama Hawai'i FAM

(with airlines and HIS)

Collaboration Edu-tourism FAM (with airlines)
Japan Summit Malama Hawai'i FAM (planning
staffs, in-store sales staffs, fravel frade media)

Romance FAM

Satellite Office (leisure)

On Island Mdalama Hawai'‘i FAM Activity Support

Educational Seminar Blitz

Hawai'i Trainer Program

Webinar

DATE

April

Mid-November

Mid-November

February

March

April

April

October

January to June

January, June,
September

Throughout the year

Throughout the year

PARTNERSHIP OPPORTUNITIES

DESCRIPTION
TRADE SHOWS

Provide opportunity for stakeholders and travel agents to accelerate tourism recovery and create new tour
products through Malama Hawai'i initiatives

Provide latest information to travel agents and strengthen relationship with stakeholders; develop new Mdlama
Hawai'i and regenerative tourism related products

Share Hawai'i updates including DMAP initiatives and progress by island; boost development of new fravel products
for each island

TRADE FAMILIARIZATION TRIPS (FAMS)

Educate HIS Hawai'i Trainer on Malama Hawai'i and experience regenerative tourism related activities to develop
new products for spring and Golden Week

FAM tour for school representatives to learn how Hawai'i is the ideal destination for Edu-tourism by experiencing
voluntourism activities

FAM tour for key industry partners to experience unique activities under the Malama Hawai'i initiative and connect
with NPOs to develop new tour products

FAM tour for wedding planners/production companies to showcase ideal venues and activities to develop new tour
products for couples and families

FAM tour for leisure group to experience unique Mdlama Hawai'i activities, boost booking pace and conduct B o C
seminars at Satellite Office locations

Support FAM tour organized by major wholesalers (HIS, JTB, JALPAK) to experience Mdlama Hawai'i to deepen
understanding and develop new tour products

TRAVEL TRADE EDUCATION

Collaborate with Hawai'i Promotion Committiee Japan (HPCJ) to conduct trade educational seminars in target
cities on regenerative fourism while sharing the latest updates

Advance JTB / HIS Hawai'i Specialists to trainer status fo develop in-house curriculum on Malama Hawai'i initiatives
and develop new tour products

Provide latest Hawai'i updates to fravel agents and sales staff, build strong relatfionship with stakeholders and
develop new products

LOCATION

O'ahu

Tokyo
Osaka
Online

Tokyo

O'ahu, Maui

O'ahu

O'ahu

O'ahu

O'ahu
Island of
Hawai'i

Hawai'i
(Islands: TBD)

Fukuoka
Tokyo
Nagoya
Osaka
Sapporo

Japan /
Hawai'i

Online

COsT

In Kind

In Kind

Information

In Kind

In Kind

In Kind

In Kind

In Kind

Information

Information

Information

Complimentary



ACTIVITY

Konin (Certified) Program

Influencer Collaboration

SNS Promotion Campaign
Hawai'i-made Promotion
Allhawaii.jp

Malama Hawai'i Website

Aloha Program

E-Mail Magazine Distribution

Hawai'i Expo

Event Endorsement

DATE

Spring-Summer

April - October

Throughout the year
Throughout the year
Throughout the year

Throughout the year

Throughout the year

Throughout the year

May

Throughout the year

PARTNERSHIP OPPORTUNITIES

DESCRIPTION

CONSUMER PROMOTIONS
HTJ's certificed program with Japan corporations to amplify Hawai'i's brand to reach the general public

Leverage influencer’s reach fo increase awareness of malama mindset

Share the latest Hawai'i information and educate Japanese consumers to be Pono Travelers
Expand awareness of Hawai'i-made products in the Japan market by conducting campaigns
Share information from industry partners and stakeholders on Hawai‘i news and updates with direct consumers

Information on Malama Hawai'i initiatives to educate visitors to be Pono Travelers and expand the awareness of
regenerative fourism in the Japan market

Japan
Monthly E-mail magazine for general consumers, travel frade members, and Aloha Program members
CONSUMER SHOWS

Annual event that attracts both first timers and repeaters fo Hawai'i including neighbor islands through Malama
Hawai'i initiatives

Educate the Malama Hawai'i concept to event organizers in Japan and offer brochures and materials to select
Hawai'i events across Japan

Contact at Hawaii@htjapan.jp
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LOCATION

Japan

Hawaiian
Islands

Online
Online
Online

Online

Online

Online

Tokyo

Japan

COosT

In Kind

In Kind / Information

Information
In Kind / Information
Information

Information

In Kind/ Information

Information

In Kind / Information

Information
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