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MARKET SITUATION
 



GENERAL ECONOMY 

•    CNY vs. USD 
 7.27 vs. 6.91 LY, -5.29% (Sep 2023)  

• GDP 
+3.3% in 2022, +4.3% in 2023 (FC)

• Urban Unemployment Rate 
5.6% (YTD 2023) vs. 5.5% (2022)

• Annual Inflation Rate 
1.2% (FC 2023) vs. 2.1% (2022)



OUTBOUND TRAVEL SENTIMENT

The millennial market dominates travel trade 
sales in 2023

Beach vacation & nature, arts and culture, 
family travel, and special experiences are 
selling best

Quality and experiences are valued over low 
prices

Visa and travel costs are the leading obstacles 
to recovery

Chinese travel trade survey findings (Dragon Trail Research)



OUTBOUND TRAVEL SENTIMENT

u Independent travel 
and small group tours 
are the most popular 
types of travel now
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u World regions: For travel 
trade sales, Europe 
offers high potential for 
the coming year, North 
America is ranked #3
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OUTBOUND TRAVEL SENTIMENT



 48 flights weekly China        U.S.*
         * From Sep 30, 2023

 5 Chinese & 3 US carriers (reciprocity)

AIR SEAT SYNOPSIS
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AIR SEATS SYNOPSIS

Connecting flight from (Japan) Narita, Haneda, 
(Korea) Incheon, same day transit

Weekly flights to China: JAL 52, ANA 46, KE 99, OZ 89 

> 20 cities to connect, (Beijing, Shanghai, Shenzhen, 
Qingdao, Tianjin, Guangzhou, Hangzhou, Xi’an, 
Dalian, etc.)

Average economy ticket price round trip $1,500, 
business class $4,000



COMPETITIVE LANDSCAPE

Group tour to 
Europe officially 

resumes from 
March 2023

Charter flights to 
Maldives 2023 LNY 

China to Dubai 
increased to 46 
non-stop flights 

weekly from 
March 2023 

Thailand to 
welcome 5m

Chinese visitors in 
2023

Air Tahiti Nui - 2 
flights weekly Tahiti 

to Tokyo in Oct. 
2023, China 
roadshow

Australia received 
110K Chinese 

tourists Jan - Apr, 
flights restored to 

54% of 2019

New Zealand will 
receive 150-200K 
Chinese tourists in 

2023



TARGET AUDIENCE
 



MILLENNIUM 
INDIVIDUALIST (MI) FAMILY  

AFFLUENT & HIGH NET 
WORTH INDIVIDUAL 

(HNWI)

1.Desirability for 
Island Destination

2.Accessibility
Beijing/Shanghai

3.Disposable Income 4.US Visa Issuance

TARGET AUDIENCE



CORE BRANDING 
MESSAGE

 



Mālama Hawai‘i/Maui 关爱夏威夷/茂伊岛 

B2B - Trade FAM/show/training, 
OTA bundled itinerary, 

airlines co-op

B2C - Content marketing (cultural 
events, community enrichment 

programs, voluntourism, KOL, FAM etc.)

MI

Family

HNWI

Hotels

Retailers

Attractions

Restaurants

Activities

Transportation

CORE BRANDING 
MESSAGE

Mobile Payment  

Social 
UGC 
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STRATEGIES
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CONSUMER
SOCIAL MEDIA MARKETING

Collaboration with industry partners to leverage viewership 
(Airlines, OTAs, US Embassy, etc.) 

Consistent messages across platforms

Content creation
“Things to Do” 
by individual 
island brand

Local Festival 
and Events

Mālama 
Hawaiʻi/Maui Maui Recovery Stakeholders’ 

Content



TRADE
TRAVEL TRADE EDUCATION
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Live travel trade education session

Utilize B2B WeChat Mini Program to connect 
and promote offerings
Offer FAM trip to experience Hawaiian Islands

Participate in travel trade shows (ITB Shanghai)

Partner with OTA, US Embassy on joint marketing 
campaigns and road shows
Collaborate w/ trade for bundled travel 
package and joint social marketing



MAJOR PROGRAMS
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SOCIAL MEDIA MARKETING

Weekly social media posting on 
WeChat, Weibo, Red, Douyin etc. 
Impression: 3.8mil
engagement: 310K
Posts: 832 



MINI PROGRAM    

• B2C and B2B WeChat Mini Program 
• Content maintenance and feed
• Industry monthly newsletter for “What’s 

happening in Hawaiʻi”  
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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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• Education/Seminar to major 
OTA/Wholesalers about Hawaiʻi 
and each individual island’s 
unique brand

• Incorporate Mālama Hawai‘i/Maui 
Recovery, regenerative tourism 
movement

• Partner with US Embassy Beijing, US 
Consulates, Education USA and 
Brand USA, Travel and Tourism 
Roadshows & Marketing programs

TRAVEL TRADE 
EDUCATION    



• Trade mission in Beijing + Shanghai, 
partner with ITB China 

• Tentative date:  May/Jun 2024

• ITB China (May 27-29) in Shanghai 

• Industry partners, OTAs, Airlines, 
Wholesalers, Travel Media, and Travel 
KOLs etc. 
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TRADE MISSION



MĀLAMA MAUI
 



• HTC social media channel (40 posts) 
• US Embassy and Brand USA collaboration
• PR release of Maui reopening message on mainstream outlets & portals   
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MĀLAMA MAUI



MĀLAMA MAUI

• SOCIAL MEDIA

• CONTENT 
TRANSLATION

• MĀLAMA MAUI

• TRAVEL TRADE 
PARTNERS

• US EMBASSY & 
BRAND USA

• EDUCATION 
SEMINARS

• COLLABORATION 
with INDUSTRY 
STAKEHOLDERS 
(OTAs, airlines, 
hotels, etc.)

• CRISIS 
COMMUNICATIONS

• MEDIA RELATIONS

• MONITOR AND 
FEEDBACK

INDUSTRY COLLABORATIONCONSUMER PUBLIC RELATIONSTRAVEL TRADE



PARTNERSHIP 
OPPORTUNITIES

 



PARTNERSHIP OPPORTUNITIES
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ITB China + Trade Mission (May)

US Embassy/Brand USA/Education USA 
Roadshows (quarterly)

Individual Press Trip (Feb)

Trade Bundled Package (ongoing) 

WeChat Mini Program (ongoing) 

Contact: info@htchina.net.cn 

mailto:info@htchina.net.cn


Mahalo
谢谢
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