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CORE BRANDING MESSAGE

 

Culture
The spirit of aloha, cherished 

traditions, history, and culture are 
what make Hawai‘i unique. Our 
activities aim to build a deeper 

connection between the visitor and 
the Hawaiian Islands by sharing 

these deep-rooted cultural 
traditions.

Connection
By delving deeper into 

the relationships Hawaiians have 
with the land, the ocean and their 

culture, we’ll be giving visitors 
a deeper understanding of why 

the Hawaiian Islands are so 
special and how visitors also play 

a role in their protection 
and regeneration.

Culinary
Post-Covid, food and drink is emerging 
as one of the strongest trends in travel.

Travelers are seeking culinary adventures 
to sample authentic ingredients, cuisines 

and drinks, and to dive deep into 
the kaleidoscope of flavors, textures and 

stories of the people, process and 
place that go into them.



Q2 REVIEW



Q2 REVIEW - TRADE

Month of Lei
Hawaiʻi Tourism Oceania & 

Hawaiian Airlines kicked off "Month 
of Lei - The Hawaiian Islands 

Destination Training" in Sydney, 
Melbourne, Brisbane and Auckland 
with the Island Chapters during April 

27-May 4, 2023.

Brand USA Mega Famil
Hawaiʻi Tourism Oceania 

partnered with Brand USA and 
Hawaiian Airlines to showcase the 
Island of Kauaʻi and the island of 

Oʻahu during the Brand USA & 
Hawaiian Airlines Mega Famil on 

June 10-14, 2023.

Expedia Co-op
From 1 May to 15 June, we ran a co-op 

campaign with Expedia. The digital 
campaign included a Hawai‘i landing 
page with content about each island, 
eDMs, targeted digital advertising and 

social media.



Q2 REVIEW - CONSUMER
Tagata Pasifika

In June with the support of HTO, Tagata Pasifika 
filmed stories for their Current Affairs show on 
O‘ahu and Island of Hawai‘i.

These stories were aired in July on free to air 
Television in Aotearoa to 100,000+ audience 
with their digital channels pretty much doubling 
that figure. The stories were also played out on 
Whakaata Maori on Prime TV and live to the 
Pacific – Samoa, Tonga, Rarotonga and Fiji.

The stories featured content regarding 
respecting and preserving Hawai'i 
Volcanoes National Park, the Polynesian 
Cultural Centre, ‘Imiloa , ‘Aha Pūnana Leo, 
Hawaiian Airlines, the King Kamehameha 
Commemoration, 'Iolani Palace and an 
interview with actor Alex Tarrant.





Q2 REVIEW - CONSUMER
Ocean Film Festival

We were a sponsor of the 2023 Ocean Film Festival 
which had 61 screenings, in 35 cities with over 22,000 

attendees.

As part of the sponsorship, one of the We Are 
Explorers videos was shown on screen before every 

screening. We also ran a competition giving 
attendees the chance to win a trip to Oʻahu and we 

received 7000 entries to this competition.

We also hosted travel agents in Sydney, Brisbane and 
Melbourne. A selected group of media was hosted 

for the sold-out screening in Sydney.



Q2 REVIEW – SOCIAL



Infinite Experiences
In June, we sent an influencer couple from Australia 
(Chris & Bec / salt.and.charcoal 80.6K Instagram 
followers) to the island of Maui to capture the infinite 
amount of experiences a couple can have when 
visiting Hawai‘i.

The couple was contracted to produce 4 x Instagram 
Reels - 5 x Instagram Story Sets (3-5 frames each) and 
20 x high resolution images. They loved Maui so much 
and produced some great additional content for us.

Highlights were the Haleakalā sunrise tour with 
Haleakalā Ecotours, exploring Upcountry Maui and 
MauiWines, the Feast at Lele lūʻau and a guided tour 
and tasting at Maui’s Kuʻia Estate Chocolate Cacao.



Q2 REVIEW – PR & MEDIA

Travel Weekly
17 May 2023
Reach: 2,300

PRV: US $2,126

KarryOn
8 May 2023

Reach:  13,000
PRV: US $8,566

Vogue (AU)
1 June 2023

Reach: 875,000
PRV: US $246,059



ESCAPE (print and online)  
25 June 2023 

Reach: 3,000,000 
PRV: US $3,084,736 

3AW (Radio) 
29 June 2023 

Reach: 37,000 
PRV: US $21,033 

Interview with Darragh Walshe



PR & MEDIA – WHAT'S TO COME
What When Where

Group Media Famil November Media Famil focused on culture & 
adventure, O‘ahu and Hawai‘i Island

Individual Media Famils August to December Working with several individual media to 
assist with trips to the Hawaiian Islands

Honolulu Pride August to October

Campaign with Star Observer and Gay 
Express NZ to promote Honolulu Pride 

and the Hawaiian Islands as a LGBTQ+ 
friendly destination

Coverage from media famil Nov 2022 
(romance) August/September Polka Dot Weddings, So Where Next

Coverage in ESCAPE based on editor 
Kelli Armstrong’s trip September/October ESCAPE Magazine



BMP UPDATE

 



BMP UPDATE
Mālama video project

A content series that specifically 
highlights Hawaiian people’s connection to the 
land, ocean and mountains and how the visitor 
can experience and be a part of this special 
bond.

The role of the visitor will be played by 
Samantha Harris, an indigenous Australian 
model.

The content will be housed on a microsite 
which will also have written articles, suggested 
itineraries and destination information. All 
Hawaiian Islands will be a part of this project 
and there will be a special focus on responsible 
tourism.

This project will be amplified with a paid media 
spend.



SXSW
For the first time outside of Austin TX, SXSW Sydney will deliver more than 1,000 conference sessions, events, screenings, shows and stimulating brand 
activations experienced by 10k+ highly engaged active participants from across the APAC region, united by their desire for discovery and opportunity.

Brand USA will create “USA House” to showcase participating U.S. destination partners aligned to conference and event tracks. Each day one USA 
destination will sponsor the “house”. HTO has signed up for one of these days.

We propose a panel discussion with a representative from Hawaii, and also invite a First Nations panelist from Australia and a Māori panelist from Aotearoa. 
The MC would also be Hawaiian. The discussion would center around best practice for inclusion, promotion and also how to share with the visitor the 
importance of learning from native people during a vacation. Guests to this panel would include media, tourism professionals and other selected guests 
from SXSW attendees. After the panel, we would like to have a pau hana with the panel audience, but we would also invite more guests to this where they 
will spend an evening watching and listening to Hawaiian music and dance.



ALOHA DOWN UNDER
Multi-city roadshow incorporating product and 
destination training. While aiming at product/ conversion, 
it will overlay key brand messaging and incorporate 
cultural practitioners and entertainment.

This year we have 19 partners joining us for 3 events in 
New Zealand and 5 events in Australia.



SEA CLEANERS
International Coastal Clean-up Day, on Saturday 16th

September, provides an opportunity to highlight the 
connection and responsibility we have throughout the 
Pacific to look after the oceans that connect us.
The event also provides an opportunity to share a 
broader understanding of mālama. Of taking care of the 
people and place, and the positive role that visitors need 
to play.

This is the fourth year of an initiative involving New 
Zealand not-for-profit environmental leader, ‘Sea 
Cleaners’ working with aligned Hawai‘i organisations to 
focus on the importance of reducing plastics in the 
Pacific.

The partnership will see youth ambassadors from around 
the Pacific Rim travelling to the Island of Hawai‘i to 
participate in beach clean-ups as well as talks with 
schools and communities about a collaborative 
approach to solutions.

This year we are also working with Billabong to run a 
competition across social media to select the Australian 
participants.



PARTNERSHIP 
OPPORTUNITIES
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MAHALO!
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