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MARKET SITUATION



Our members =
your best guests

S
©

B

49%
ages 45+,
51% ages 18-44

55%

female, 45% male

99%

have valid passport
compared to 42%

of Canadian population

55%

HHI of $100K+
compared to 32%

of Canadian population

October 2022; random s

Top 3 activities on next vacation outside of Can

54%
68% 54% Cultural

Beach Shopping (tfg;f:;ﬂ:;;;i:e
classes)
81%
are open to new destinations and travel ideas
4in5
are hunting for travel deals to maximize their travel budget
80%

are prioritizing leisure travel, and view this as their most
important discretionary spend

1in2

want to eat and shop local during their travels
50%

want to visit somewhere completely new

Source: Travelzoo Canada member survey; survey tool Alchemer; April 2023; n=1,976

TRAVEL ZOO MEMBER SURVEY

ada Top 10 U.S. states
Canadian members
are most interested in

e Hawail

o New York

e Arizona

e | am open to inspiration

o Nevada

@ Washington
9 Alaska
@ Oregon
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68%
are interested in travelling to the U.S. in the next 2 years,
14% are undecided

On their next U.S. vacation plan to stay
TR 23% 46% 20% 8%
3-5nights  5-7nights 814 nights 15+ nights

On their next U.S. vacation plan to stay
in paid accommodations

39% Chain hotel / boutique

24% Undecided / I'm not sure

22% Vacation rental home or time share (eg, Airbnb, VRBO)

10% Own vacation home / friend or family's home

5% All-inclusive resort




CANADIAN MARKET SNAPSHOT

o Consumer confidence high

o Unemployment record low

o Interest rate hike possible

o CAD $0.74 USD

o Now 90% of 2019 outbound travel

o 48% focus on sustainable travel

o 57% vacation deprived (Gen 7 74%)
o 72% prioritize fravel

o Cultural fravel important

o Wellness travel growing
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AIR OVERVIEW - SEATS

Monthly Canada Seats by Island 2024
Monthly Canada Seats by Island 2023 DepCity STATE HNL OGG KOA LIH
DepCity STATE HNL OoGG KOA LIH Jan  Calgary 10,912 3962 6254 696
Jul | vancouver 21,266 10,633 10,633 Edmonton 1,566 696 870
Toronto 3,576 2384 1192
Vancouver 52,012 21092 19004 7914 4002
Aug | vancouver 21,266 10,633 10,633 Total 68,066 28,134 27,320 8,610 4,002
Sep | Vancouver 18,552 10,290 8,262 Feb Calgary 11114 4136 4282 696
Edmonton 1,392 696 696
Oct | Vancouver 22,330 11,662 9,460 860 348 Toronto 3,576 3278 298
Vancouver 49,452 19894 19024 7054 3480
Nov | Calgary 5714 1,352 4,362 Total 65,534 28,004 26,300 7,750 3,480
Vancouver 49,949 20,406 18,492 8,093 2,958
Total 55663 | 21,758 | 22,854 | 8093 | 2,958 Mar__Calgary 13.748 2518 £3:0 870
Edmonton 1,740 870 870
Toronto 4,255 3957 298
Dec | Calgary 12,412 5,170 6,720 522 N — 53,404 21266 20570 7566 4002
Edmonfon 1,740 522 1,218 Total 73,147 31,611 29,098 8,436 4,002
Toronto 3,235 2,341 894
Vancouver 52,360 20,744 19,004 8,262 4,350 Apr [Calgary 7,106 2918 3840 348
Total 69,747 28,777 27,836 8,784 4,350 Edmonton 696 348 348
Toronto
~a2 Vancouver 44,555 19710 17622 6005 1218
@ WESTIET # s u nW’n . Total 52,357 22,976 21,810 6,353 1,218
AIR CANADA g flul! °
.alrllnes“ May |Calgary
SHOSS" L. . o
= 4 jetlines
Total 18,731 10,63 8,098

porter [EEACR Lynx:-
Source: DIIO Airline database, data pull as of 6-8-23, subject to change.



Arrivals in Hawai‘i & outlook from Direct and Travel Agency booking
for the past 12 months and the next 6 months BOO KI N G PAC E
AIR BOOKING TRENDS
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J Source: ForwardKeys as of
—H—M\ I I TOURI&Y\—” 5/28/2023, data subject to changes.
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COMPETITIVE LANDSCAPE

All-inclusive
resorts
Caribbean
Mexico

Australia
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CHANGING MEDIA
LANDSCAPE

o Newsroom shrinkage

o Titles now only digital

o Video rules

o Rise in Micro Influencers

o Blurring of paid/earned media

o Media consumption by
consumers

o Travel review websites are top
sources for travel planning

o Social media influencing
travel decisions




TARGET AUDIENCE



TARGET AUDIENCE

EXperlenCe Seekers Mindful Travelers
High : Lifetime
Jelclglellgle H',r?gvve(?ge value
tfraveler fraveler

Affluent Travelers

Snowbird/Retirees

Romance
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AVID TRAVELERS CANADA

Age range 64+ Age range 35-64

Income range |ﬂcog;(e)(;ckmge

$100k+

Most recent visited
destination Hawai'i

Took an
international
vacation by airin
the last 12 months

Age range 35-49

Income
range$100k+

Took an
international trip in
the last 12 months
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CORE BRANDING
MESSAGE



CORE BRANDING MESSAGE

« Malama is the overarching message

« Educating the visitor on the value of
Aloha, Malama, Kuleana & Ho'okipia

« Themes for the Messaging will be focused on
culture, culinary, romance, wellness, outdoor
adventure and family




2023 BMP
- Q2 REVIEW
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WESTJET CAMPAIGN 2023

Emails

o March — HNL = 3,080 impressions
o March - OGG = 3,460 impressions
o April— OGG = 2,641 impressions

o April— HNL = 2,254 impressions

o May - OGG = 2,195 impressions

o May — HNL = 1,777 impressions ) Sponyou
to Hawai'i.

YouTube

o Target Clicks = 918 exceeded at 6,670 : .

o Target CTR = .04% exceeded at .19% Rl Rl Bl

o Target impressions = 2,112,694 exceeded
at 3,547,468
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CANADA




TRAVELBRANDS CAMPAIGN 2023

TravelBrands Website
o Homepage Banner — 94,806 impressions vl
o Landing Page — 52,120 impressions 3."

.A

SAVE! x
Digital Advertising BXiigary =
o Display and Remarketing - 640,000 i
impressions i ,
o Browser Push - 501,651 impressions By (A= e
PLACY MULICY DRNMSA CUMDITINS ANOUTLS SRANIN SELPCININN fN) :) @ 0
Social Media 05000000 Experience Hawai’
. . Explore the Islands of Aloha. Connect with the - 0
o Instagram — 13,392 impressions Uinkpa bcaity, Rckive, chd pRCPAESC0 i U o

o Facebook - 16,703 impressions
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LOOMER CAMPAIGN 2023

Digital Advertising HAWAIAN

R -MALAMA-
o Total Impressions -254,971 HAWAI‘I

o Videos - 36,340 impressions —
o Banners -179,978 impressions e

o Newsletters & Eblasts - 38% open rate B s R s A A

prves back 1o Howai | From orystal Dlue waters o stunning green chifs

and Black sared Beaches, the Hamaian islinds have 3 wealth of natural
Deacty Dut there’s 2 HMawaian secret that's not found o any gudeScok
mdama

MmE can mean (0 take Care of, 30 therndy, 1o presecse scd grofect
and even 10 Save. '3 used 10 deline the huleong (responsoity) 1o the
' ’ K and, as natural resources and each other. When you mifome Haveal |
‘ > you e Back 1o the land, oceen, wikdife, plants and peopbe of this
tropical par adise

Ielelelelelelolololololololel

HAW AIIAN MALAMA HAWAPE,

Ty I TAKE & TRIRTHAT GIVES BACK

- v

y ok
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SPRING FAM TRIPS 2023

Travel Trade Product Managers Media Partners
8 Participants visited the islands of Maui 8 participants visited the islands of Maui and
and Kaudadfi. Hawai'i

Toundra Voyages - Voyages Gendron -
Groupe Voyages Quebec - Senior
Discovery Tours - WestJet - TravelBrands

Calgary Herald - Daily Hive - Range -
Montecristo

HAWA Tourism. |18

CANADA



TRADE SHOWS 2023

2023 Virtuoso On Tour events in Montréal and
Toronto. 90 appointments
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TRAVEL EDUCATION SESSIONS 2023

— MELA;Ay—a

: HAWAL
TravelWeek Hawai'i Destination Special B 7 E 4
Trainings: » 874 . £,

o May 16 — NaHHA Cultural webinar on
the Season of Ku 48 attendees

o June 18 —islands of Kaua'i and Hawai'i -
57 attendees il = ;IKA‘,A/;Z; 3

o June 29 —islands of Maui and O‘ahu.
58 Attendees

P> Pl N 232/5057
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IPW San Antonio 2023

o Successful luncheon with 22 Canadian partners. Attendees shared their support
for the Hawaiian Islands and exchange ideas and marketing plans.

o 23 Appointments with the Canadian Delegation.
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CANADA



o Canada dedicated channels
o Canadian content creation

o Malama messaging

o High consumer engagement

o Tracking

o Amplified brand messaging

o Island Chapter collaboration

SOCIAL MEDIA Q1 & Q2 2023

' Hawaii — gohawaii.com (CA - oo H| Hawaii - gohawaii.com (CA-
3 French, English) @ - French, English) @

Whether it's their backyard or the fish pond, or The word mélam; means to care _f°f- Ma"_!{ of
their mauka, their mountains, we should all the plants and animals that grow in Hawaii are

malama for our land and sea. found nowhere else on earth.

o Amplify earned & owned channels |

Aquaculture
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gohawaiica

Mon 6/12/2023 7:52 pm EDT

G

v W
g
_§i

@ 51
U

b s
m?’

amebameha Dy

Impressions

Reach

Comments

Story Taps Back

TOP PERFORMING POSTS Q1 & Q2 2023

gohawaiica

Mon 6/12/2023 7:52 pm EDT o Sun 6/11/2023 6:07 pm EDT

impressions

Reach

Comments

Story Taps Back

€) Hawaii - gohawaii.c... —

wa : melikidse

126 Impressions
124 Reach
0 Engagements
5 Engagement Rate (per

Impression)

© @
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Island hop and find your favourite. &

2,391
2,264
58

2.4%

€ Hawaii - gohawaii.c... —
- Tue 6/13/2023 9:58 pm EDT

Natural beauty that is unmatched. @

https://bit.ly/3EjoZZO

Impressions

Reach
Engagements

Engagement Rate (per

Impression)

2,472

2,328

68

2.8%



o HTCAN was able to exceed the
number of digital impression goals for
the first half of 2023, driving further
awareness for the Malama and
Kuleana messages.

LH Hawaii — gohawaii.com @ e X Hl Hawaii — gohawaii.com @ e X
Kaua'i, the northernmost and greenest 0O‘ahu, the lively center of the Hawaiian Islands,
Hawaiian island, offers lush landscapes, serene offers a mix of modern life, lush tropical beauty,
rivers, and exciting adventures. .See more iconic landmarks, and culinary ..See more

Learn more Learn more

HAWAI'I TOURISM, .

CANADA

SOCIAL MEDIA 2023

H,| Hawaii — gohawaii.com & e X

Whether it's their backyard or the fish pond, or
their mauka, their mountains, we should all
malama for our land and sea.

gohawail.com

X = Learn more
Malama Hawai‘i



Results YTD FACEBOOK INSTAGRAM | TWITTER

Impressions

Interactions

Fan Count

Fan Increase

Total Posts

4,188,436

452,324

51,128

224

49

136,461

24,136

5,286

42

94

25,248
2,719
5,601
85

52

HAWAI'I TOURISM, .

CANADA

SOCIAL MEDIA 2023

,Hl Hawaii — gohawaii.com @ v, W

sored

O‘ahu, the lively center of the Hawaiian Islands,
offers a mix of modern life, lush tropical beauty,
iconic landmarks, and culinary

..See more

gohawaii.com

Sl Learn more

H[ Hawaii - gohawaii.com® ... ¢
The migration of the kohola {North Pacific
Humpback Whales) every yearis a
homecoming. The whales migrate from Alaska
to Hawai'i to breed and nurse their young. From
December to May, they are visible off the coast
of every Hawaiian island.

There is a deep history of whales in Hawaiian
culture. Some Hawaiians believe that the kohola
serve as ‘aumakua (family guardians). So when
you are visiting our home, please treat these
gentle giants with respect and watch froma
distance when on a boat. w

Mahalo for respecting our stories and malama
‘3ina (respect the land) when visiting.

https://bit.ly/32(8Wvz

o o @ Youand. 122 comments 246 shares

Like Comment Share
- @



o Nuvo Magazine
o Vancouver Sun
o La Presse

NUVO
A Culinary Journey on the Hawaiian
Islands of Oahu and Kauai

From the dish created for young surfers to daily catches and locally sourced produce, these
Hawaiian Islands are hubs for gastronomic delights.

Writer Sabrina Pirillo

MEDIA COVERAGE Q1 & Q2 2023

Travel

Oahu or Kauai - which island is
right for you?

Linda Barnard

Published Feb 11,2023 - Last updated Feb 11,2023 + 4 minute read

[ Join the conversation

. LAY SR
Panoramic view of Hawaii's Waikiki Beach with Diamond Head in the background. PHOTO BY
GETTY IMAGES

Reviews and recommendations are unbiased and products are independently
selected. Postmedia may earn an affiliate commission from purchases made
through links on this page.

HAWAI'I TOURISM, .
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Hawaii sans le surtourisme

PHOTO CALEB JONES, ARCHIVES ASS

IATED PRESS

Pendant la pandémie, les plages d'Hawaii étaient désertées, comme sur cette photo prise en octobre 2020 2 Honolulu.

Depuis la reprise, Hawaii se porte merveilleusement bien, et les
habitués du « Aloha State » retrouveront leur destination chouchou...

a quelques bémols preés.



2023 BMP

CANADA



PR INITIATIVES 2023

o Group Fam: early November 2023
o O'ahu and Kaudf
o Theme: Hawai'i's Culinary Scene: From
Farm to Table
o Discover America Media Day Toronto :
October 26th
o Aloha Canada Media Interviews &
Reception
o Facilitate frade media and broadcast
inferviews in Toronto and Vancouver
o Host media reception in Vancouver

[ Hawai‘i Tourism Canada

F

HAWAIT TOURISM .
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TRAVEL TRADE INITIATIVES 2023

o Air Canada Vacations' product launches
across Canada September
o Vancouver — Tuesday, September 12,
2023
o Toronto — Thursday, September 21,
2023
o Outrigger and Aqua Aston partners

o Cooperative campaigns
o Air Canada
o WestlJet
o TravelBrands

l_—tAWAI'I TOURISM, .
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CONSUMER DIRECT 2023

o SITV Consumer Show in Montreal: November o
WAIIAN
2023 LRI
o Organic posting directed fowards achieving Malama
both traffic and engagement objectives Hawai‘i
,‘ Take a trip
o Creative content aimed at driving tripk & Give back

engagement of Malama Hawai‘i and
inspirational posts

AWA|T TOURISM .

CANADA



DIGITAL CAMPAIGNS 2023

o Advanced TV
o Connected TV
o CTV retargeting

o Linear TV extension 4 : .
o Broadcast Specialty Shows = o g
o Video Content .
o Digital Magazines

o Malama messaging

TAKE A TRIP THAT GIVES BACK

l_—tAWAI'I TOURISM,
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ALOHA CANADA 2023

December4-7/

Toronto, Calgary, Vancouver
Hawai'i & Canadian partners
Island Chapters

3 major markets and on-line
Trade and PR

Cultural component
Destination Specialist Program
Promotional tools

Sustainable events

Malama, kuleana, aloha and
ho'okipa emphasis

HAWAIT TOURISM .

CANADA



MAHALO!

THANK YOU
MERCI
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