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1. ABOUT THIS REPORT  
 

The 2012 Visitor Satisfaction & Activity Report presents the results of a survey conducted 
annually by the Hawai„i Tourism Authority (HTA) as part of its Tourism Research program.  
There are four objectives for the survey and the report. 
 
The first is to provide measurements of survey respondents‟ satisfaction with Hawai„i as a visitor 
destination.  Visitors from U.S. West, U.S. East, Japan, Canada, Europe and Oceania were 
surveyed.  The report describes visitors‟ evaluation of their vacation experience by investigating 
their reaction to events that occurred on the island on which they stayed the longest.  Visitors 
rated their stay on four different evaluation questions – overall satisfaction, how well their 
experience matched their expectations, likelihood of recommending Hawai„i to others, and 
likelihood of returning to Hawai„i within the next five years. 
 
The second objective was to investigate the activities in which visitors took part as they visited 
each of the islands on their itinerary.  A list of 50 activities was measured in categories such as 
sightseeing, shopping, transportation, culture, entertainment, and recreation.  We also 
measured business activities, sports, wedding and family celebrations, and visiting with friends 
and relatives.  Those activities define the vacation trips enjoyed by our visitors, and provide a 
measure of the extent to which our products are being used. 
 
The third objective was to offer some insight into destination selection and trip planning process, 
as well as the timetable involved in planning and booking a trip.  Survey data show that visitors 
employed a variety of resources to plan, select, and book a trip to Hawai„i.  We have taken 
special notice of the impact of the Internet and travel agents on the decision-making process.  
 
The final objective was to provide demographic profiles of Hawai„i visitors.  VSAT pulls together 
demographic and travel behavior patterns from this survey and from the Domestic Inflight 
Survey and the International Intercept Survey1.  Together these sources provide data on income 
and education, employment status, life-stage segments, first time or repeat visitors, the 
structure and type of the visitor party, and reasons for visiting Hawai‘i.  This represents an 

enhanced level of detail not available from HTA‟s annual and monthly visitor reports.  
 

COMPARING ANNUAL DATA  
 
VSAT 2012 surveys were administered to visitors from the U.S. West, U.S. East, Canada, 
Japan, Europe, and Oceania.  Those same data have been collected from U.S., Canadian, and 
European visitors since 2002.  Japanese visitors have been covered since 2008.  Visitors from 
Oceania were surveyed in 2008 and 2009, and again this year.  We will provide all possible 
comparisons using the data available between 2007 and 2012.  
 
The VSAT survey was revised at the beginning of 2012. Some items were deleted and others 
were added.  The intent was to streamline the survey instrument, decrease respondent burden, 
increase response rates, and to focus research on satisfaction, activities, and trip planning.  The 
major deletions were the detailed satisfaction questions.  The new survey uses the four 
measures of satisfaction mentioned above.  Questions were added to the trip planning section, 
and the list of activities was changed very slightly. 
 

                                                
1
  Hawai„i Tourism Authority, Annual Research Report, 2012, pp. 160-162. 
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The wording of some items was changed slightly.  The response options for the overall 
satisfaction questions were changed from a 4-point scale to an 8-point scale.  The alteration 
resulted in a new scale with greater variance that is better suited to multivariate analysis.  For 
some forms of analysis, the new data will not be comparable to the old data.  However, for the 
analysis reported here – in which satisfaction is reported as “satisfied/not satisfied” – the data 
are comparable and results reliable.  The response options for likelihood to return to Hawai„i 
were changed slightly, as were those for reasons for not returning and trip planning. In both 
cases, the data from 2012 are not fully comparable to those collected in earlier years. 
 

DEFINITIONS  
 
Visitor: An out-of-state traveler who stayed in Hawai„i for a duration of at least one night and 
less than one year.  
 
Major Market Area (MMA): Geographic areas used to classify visitors according to their place 
of residence.  VSAT 2012 reports data for the following MMAs:  
 

1. U.S. West – Pacific states (Alaska, California, Oregon, Washington) and Mountain states 
(Arizona, Colorado, Idaho, Montana, Nevada, New Mexico, Utah, Wyoming) 

2. U.S. East – Other states in the continental U.S.  
3. Japan 
4. Canada 
5. Europe – United Kingdom, Germany, France, Italy, and Switzerland  
6. Oceania – Australia and New Zealand  

 
Visitor Lifestyle and Lifestage: A classification used by HTA and other visitor industry 
members in Hawai„i to study specific market segments has the following classes: 
 

 Wedding/Honeymoon: Visitors whose primary or secondary purpose of trip is to get 
married or be on their honeymoon  

 Family Parties: Visitors traveling with children under 18 years of age and are not 
included in the above lifestage 

 Young: Visitors between 18 and 34 years of age and who are not in the above lifestages 
 Middle Age: Visitors between 35 and 54 years of age and not in the above lifestages  
 Seniors: Visitors 55 years of age or over and not in the above lifestages 

 
Length of Stay:  The average number of days visitors were present in Hawai„i including the day 
of arrival and the day of departure.  
 

AVAILABILITY OF THIS REPORT  
 

This report is available in pdf format on the HTA website. To download a copy, visit 
http://www.Hawai„itourismauthority.org/research/reports/visitor-satisfaction and click on Visitor 
Satisfaction and Activity Report. For further information on the content of this report, contact the 
HTA at (808) 973-2255.  
 
This report was produced by HTA‟s tourism research staff: Mr. Daniel Nahoopii, Director, Ms. 
Minh-Chau T. Chun, and Mr. Lawrence Liu. The President and CEO of HTA is Mr. Michael 
McCartney.   
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2. OVERVIEW OF VISITOR INDUSTRY  
 

2012 was another growth year of Hawai„i‟s visitor industry.  Total arrivals increased 10 percent 
from 2011, to a record 8,028,744 visitors.  Visitor days were up 8.8 percent over last year and 
expenditures rose 18.12 percent to $14.4 billion.  Growth, especially accelerating growth, is 
generally good for the health of the visitor industry but not always good for visitor satisfaction.  
Growth can cause congestion at visitor attractions and bring about higher visitor-to-staff ratios 
across the industry, leading to lower visitor satisfaction ratings.     
 
The growth occurred on all Islands.  O„ahu hosted 5.07 million visitors in 2012, an increase of 
11.9 percent over 2011.  Maui reported a 7.4 percent increase in visitor arrivals with 2.45 million 
visitors. Arrivals on the Island of Hawai„i climbed 10.3 percent to 1.58 million and Kaua„i‟s 
numbers grew 8.6 percent to 1.21 million visitors.  The number of visitors reported for Lana‘i 

(72,649 visitors) and Moloka‘i (53,323 visitors) in 2012 were virtually unchanged from 2011.   

 
Analysis has shown that certain characteristics of our visitor population tend to be related to 
relative satisfaction.  Affluence, for instance, is associated with higher satisfaction scores.  In 
2012, about 70 percent of our visitors were employed, and one-half had household incomes 
greater than $100,000.  In 2011, 69 percent were employed, and 47 percent had incomes 
higher than $100,000.  We might expect, then that overall satisfaction scores would be higher 
this year.  Greater affluence in 2012 was found among visitors from all of the major MMAs, with 
the exception of European visitors who did not change from 2011. 
 
Visitors who travel more often and to a larger number of destinations also tend to have higher 
satisfaction ratings than visitors who travel less frequently.  In 2012, 83 percent of visitors had 
traveled to a destination more than 500 miles from their home in the past three years.  Among 
those who had traveled, 71 percent of our visitors had visited three or more destinations in the 
past three years and 16 percent had visited ten or more destinations during that same period.  
In 2011, 82 percent of visitors had made at least one trip to a destination more than 500 miles 
from their homes during the prior three years.  The consistency in travel history would suggest 
that the level of recent travel experience would not account for any differences in satisfaction 
ratings from 2011 to 2012. 
 
Visitors who spend more time in Hawai„i tend to rate their satisfaction higher than those with 
shorter stays.  The average length of stay by our visitors was 9.3 days in 2012, down slightly 
from 9.4 days in 2011.  The difference was not significant and will likely have very little impact 
on satisfaction ratings.   
 
Satisfaction rates also vary for visitors who come to Hawai„i for different reasons.  Those who 
come here on business and those who come to experience different cultures tend to have lower 
satisfaction scores.  Those who come for a vacation only, those who come on their honeymoon, 
and those who come to visit friends and relatives tend to have higher scores.  In 2012, the 
visitor mix included more visitors who arrived to vacation or honeymoon.  We had more visitors 
this year that arrived to visit friends and relatives (+6.4%) or came to Hawai„i on business 
(+4.5%).    
 
A companion volume containing a much larger set of tabulations from the VSAT 2012 has been 
prepared as in also available at the HTA website. 
 
For a comprehensive analysis of Hawai„i‟s visitor industry, please refer to the 2012 Annual Visitor 

Research Report at: http://www.hawaiitourismauthority.org/research/reports/annual-visitor-

research/.      
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3. SATISFACTION & WILLINGNESS TO RECOMMEND OR REVISIT 
 

Visitor satisfaction levels are an important indicator of industry performance. These metrics provide 

important feedback on how well services are delivered and fulfill visitors‟ expectations. High 

satisfaction encourages return trips to Hawai„i and results in a higher likelihood to recommend 

Hawai„i as a vacation destination to others.  

OVERALL RATING OF MOST RECENT VACATION TO HAWAI‘I  
 

Visitors continued to give high marks for their overall experience in Hawai„i in 2012.  The 
majority of them (73%) rated their most recent trip as excellent (Figure 1).  This represents a 
return to the satisfaction peak achieved in 2010 and continues the upward trend seen over the 
past five years.  
 

Figure 1:  Overall Rating of Trip 

[Percentage of visitors who rated most recent trip “Excellent” by MMA] 

6
6

.7 7
1

.0

5
0

.9

6
7

.3 6
9

.7

6
8

.3

6
6

.8 7
0

.7

5
3

.5

6
7

.0 6
9

.6

6
4

.4 6
8

.4

6
8

.3 7
2

.3

5
7

.6

6
5

.7

7
2

.4

6
1

.2

6
9

.9

7
0

.6 7
5

.4

5
9

.7

7
1

.4

7
2

.5

6
9

.7 7
3

.8

6
0

.7

6
9

.6

7
0

.5

6
2

.9

7
1

.2

7
0

.0 7
5

.0

6
1

.0

7
0

.0

7
0

.0

6
3

.0

7
3

.0
0

10

20

30

40

50

60

70

80

U.S. West U.S. East Japan Canada Europe Oceania Total

2007 2008 2009 2010 2011 2012

  Visitors from Europe and Oceania were not surveyed in 2010.  See Tables 3.1 to 3.2 in the companion volume. 

  

 In 2012, 75 percent of U.S. East and 70 percent of U.S. West visitors rated their most 
recent trip to the islands as excellent, about the same as their 2011 ratings.  

 

 Sixty-one percent of Japanese visitors surveyed in 2012 rated their Hawai„i experience 
as excellent, the highest percentage in the last six years. With the current ratings, the 
upward trend over the past five years appears to be leveling off.  

 

 Satisfaction ratings from Canada (70%), Europe (70%), and Oceania (63%) visitors 
remained essentially unchanged from 2011.  
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MEETING VISITOR EXPECTATIONS 
 

Visitors‟ evaluation of their trip is influenced not only by the nature of the service they receive, 
but also by their needs, motivations, and interests.  Therefore, it is important to measure how 
well the destination meets expectations.  Overall, Hawai„i‟s ability to exceed expectations 
remained quite strong in 20122.    
 

Figure 2:  Trip Exceeds Expectations 

[Percentage of visitors who said this trip “Exceeded Expectations” by MMA] 

 
*Visitors from Europe and Oceania were not surveyed in 2010.   

 

 Across all MMAs in 2012, the percentages of visitors who felt their trip exceeded their 
expectations were up slightly from 2011.  Increases were recorded for our visitors from 
Canada (42.8%), Europe (44.3%), and Oceania (39.0%).  Ratings for visitors from the 
U.S. West (34.7%), U.S. East (45.5%), and Japan (35.4) were very nearly the same as 
those reported in 2011.  

 

 The trend for U.S. visitors rose from 2007 to a peak in 2010 and then leveled off.  The 
steady rise in exceeded expectations among Japanese visitors from 2007 to 2011 ended 
this year at 35.4 percent.  The four-year upward trend among our Canadian visitors 
continued this year to reach their highest point since 2007.  Exceeded expectations also 
continued an upward trend this year for visitors from Australia and New Zealand 
(Oceania), reaching a high of 39 percent in 2012.    
 

 Ratings among European visitors show no solid trend but their rating of 44.3 percent for 
2012 was the second highest posted since 2008.   

                                                
2
  The alternative to exceeding expectations was primarily to have met expectations.  Fewer than five percent of 

visitors reported that the trip failed to meet their expectations.  This is a measure of excellence. 
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LIKELIHOOD TO RECOMMEND HAWAI‘I  
 

Highly satisfied visitors are more likely to recommend their vacation destination to their friends and 

family.  The majority of visitors surveyed in 2012 continued to respond that they would very likely 

recommend Hawai„i to others (86.9%).  Word-of-mouth is a critical aspect of Hawai„i‟s marketing 

efforts because these referrals create more first-time visitors to Hawai„i and encourage previous 

visitors to return.  

 

Figure 3:  Very Likely to Recommend Hawai‘i to Friends and Relatives 

[Percentage of visitors “Very Likely” to recommend Hawai„i for vacation by MMA] 

*Visitors from Europe and Oceania were not surveyed in 2010.   
 
 

 Over the past five years, the likelihood to recommend Hawai„i to others remained relatively 

stable among U.S. West, U.S. East, Canadian, and European visitors.  In 2012, this rating 

dropped about 2 points for our U.S. visitors.  Ratings for Canadian and European visitors 

were up one to three points, slightly exceeding their scores for the last five years.  

 

 The percentage of Japanese visitors who were very likely to recommend Hawai„i continued a 

six-year trend averaging two additional points per year.  

 

 A slightly lower percentage of Oceania visitors (82.9%) were very likely to recommend 

Hawai„i in 2012 than in 2011 (86.1%).  
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LIKELIHOOD TO REVISIT HAWAI‘I  
 

Each visitor‟s decision to return to Hawai„i is influenced by a variety of factors:  positive experiences 

during their most recent trips, a desire for new experiences, amount of time available, financial 

considerations, and other commitments.  Likelihood to revisit Hawai„i is an indicator of future 

demand and changes in desires. The majority of Hawai„i visitors (65.5%) continue to indicate their 

intention to return in the near future.  

 

Figure 4:  Very Likely to Revisit Hawai‘i 

[Percentage of visitors “Very Likely” to revisit in the next five years by MMA] 
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 Nearly 80 percent of U.S. West visitors in 2012 reported that they are very likely to revisit 

Hawai„i in the next five years. This represents the largest percentage in the past six years.  

 

 The percentage of U.S. East visitors who report they were very likely to return has always 

been lower than the percentage of U.S. West visitors.  Ratings among U.S. East visitors was 

55.6 percent in 2012 after a drop in 2011 (52.1%).  

 

 The percentage of Japanese visitors indicating likelihood to return to the islands within the 

next five years was on an upward trend before 2011.  The 2012 rating decreased by four 

points from 2010 and rose less than one point from 2011. 

 

 Our Canadian visitors continue to report higher willingness to return to the islands each year 

since 2007.  This year they posted a new high of 65.8 percent.  European visitors have had a 

similar upward trend, this year reaching 43.2 percent after a drop in 2011. 

 



2012 VSAT Report Page 8 

 

5
4

.6
 

3
5

.3
 

3
2

.7
 

2
4

.4
 

2
5

.9
 

5
2

 

3
0

.8
 3

8
.3

 

2
6

.5
 

2
3

.6
 

3
8

 

5
4

.6
 

3
7

.5
 

4
0

.9
 

2
8

.8
 

2
7

.9
 3
2

.7
 

5
4

.5
 

3
6

.3
 4

2
.9

 

3
1

.4
 

5
6

.5
 

3
7

.7
 

2
9

.1
 

2
2

.7
 

4
2

.9
 

5
7

.2
 

3
3

.9
 

4
8

.8
 

3
2

.5
 

3
1

.8
 3

8
.9

 

0

10

20

30

40

50

60

70

U.S. West U.S. East Canada Japan Europe Oceania

2007 2008 2009 2010 2011 2012

 The percentage of visitors from Oceania who were very likely to revisit Hawai„i has been 

between 45 and 49 percent since 2008, and reached 47.4 percent in 2012.  

 

First-Time Visitors  

 

We expected that for first-time visitors, likelihood to revisit would be correlated with repeat visitor 

status in the next five years.  Figure 5 presents VSAT measures for likelihood of returning for the last 

six years.   

 

Figure 5:  First-Time Very Likely to Revisit Hawai‘i 

[Percentage of first-time visitors “Very Likely” to revisit in the next five years by MMA] 

*Visitors from Europe and Oceania were not surveyed in 2010. 

 

The percentage of all visitors who said they were very likely to return in five years was 65.5 percent 

in 2012, 55 percent of all visitors since 2007.  In 2012, the percentages ranged from 43 percent 

among European visitors to 79 percent among U.S. West visitors (Figure 4).  The percentage likely 

to return was closely correlated to distance from Hawai„i – the nearer the MMA, the greater the 

likelihood of returning.  That pattern has been the same since 2007. 

 

Among first-time visitors, a similar pattern persists.  In 2012, about 41 percent of all first-time visitors 

reported they were very likely to return to Hawai„i in the next five years
3
.  Again, the percentages 

ranged from a low of 32 percent for Europe, through 57 percent for U.S. West visitors.  The 

relationship between those willing to return and distance from Hawai„i remained largely intact.  The 

exception was that first-time visitors from Oceania had a higher than expected willingness to return 

than would be expected based on their distance from Hawai‘i alone. 

                                                
3
  Over the last six years, 38 percent said they were very likely to return. 
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In general, however, first-time visitors are less likely than average to be willing to revisit Hawai„i in 

the next five years.  They were 17 points less likely in 2012 and about 16 points lower for the last six 

years.  Trends for the first-time visitors from each of the six major MMAs are nearly identical to those 

for all visitors.     

 

SUMMARY SATISFACTION MEASURE  
 

Combining all four of the VSAT satisfaction measures produces the summary satisfaction score.  

The summary measure was calculated in a slightly different manner in 2012.  It takes the form of a 

grading system in which all four measures are combined in a scale from zero to 100, transformed to 

standard five-letter grading system
4
.   

 

Figure 6:  Summary Satisfaction Score 

[Percentage of Visitors by MMA] 

 
 

The average summary satisfaction score for visitors from all six major MMAs in 2012 was 84.0.  

Visitors from U.S. West had the highest score (85.8) followed closely by visitors from Canada (84.8) 

and U.S. East (83.8) 

 

                                                
4
  90 to 100=A, 80 to 89 = B, 70 to 79 = C, 60 to 69 = D, and less than 60 = F.  The summary measure was calculated as the 

average of the four satisfaction measures (overall satisfaction with the trip, met or exceed expectations, likelihood of 
recommending Hawai„i to friends and relatives, and likelihood of return to Hawai„i in the next five years) rescaled from zero to 
100.  In 2012, the VSAT overall satisfaction score was changed from a 4-point scale to an 8-point scale and the method of 
calculation was different from 2011. The 2012 summary satisfaction score is not comparable with summary scores (called 
“overall satisfaction”) reported in 2011.  
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Visitors from the other three MMAs had summary satisfaction scores that were about five points 

lower:  Japanese visitors (80.9), European visitors (81.1), and visitors from Oceania (80.5). 

  

REASONS FOR NOT REVISITING HAWAI‘I  
 

The VSAT survey asks respondents who do not plan to return to Hawai„i in the next five years why 

they made that decision.  Their responses are shown in the figure below.   

 

Response options for this question were changed slightly in 2012.  We added an option for “too 

expensive.”  That tended to change the pattern of responses as it became clear that there was a 

distinction between “too expensive (Hawai„i is too expensive) and other financial obligations (I don‟t 

have the resources to fund another trip). 

 

We consider two classes of reasons for not returning.  One group of responses, which we might call 

barriers, refers to the respondent‟s situation and includes aspects of the choice that are not easily 

changed by a visitor destination.  These include distance (“the flight is too long”), economics (I have 

“other financial obligations” that make it difficult to return), health (“poor health/old age”), and 

preference (“I want to go someplace new”, “five years is too soon to return”).  The other group, which 

we might call problems refer to the characteristics of the destination and must be addressed by 

industry planners.  These include the respondent‟s perceptions that Hawai„i is too commercial or 

overdeveloped, the service received was poor, Hawai„i is crowded or congested, or that the trip is 

too expensive. 

 

Figure 7:  Reasons for Not Revisiting Hawai‘i – U.S. Visitors 

4.5%

0.6%

1.0%

3.3%

4.4%

4.1%

19.0%

1.7%

3.5%

7.8%

11.6%

34.6%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Other

Poor service

Unfriendly people/felt unwelcome

Too commercial/overdeveloped

Too crowded/congested/traffic

Not enough value for the price
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Flight too long

Want to go someplace new

Other financial obligations

 
        Percentage among visitors who were „Not likely‟ to revisit Hawai„i in the next five years. 
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In 2012, about 10.8 percent of our U.S. visitors said they would not likely return to Hawai„i in the next 

five years.  Of those, 59.2 percent mentioned barriers to return, and 36.9 percent mentioned 

problems with Hawai„i as a destination.   

 

Many U.S. visitors not planning to return in the next five years said that it was because they have 

other financial obligations or simply want to go somewhere else.  Note that the statistic reported for 

each reason for not revisiting Hawai„i is the percentage of those who were not likely to revisit Hawai„i 

(from previous section), rather than the percentage of all visitors.  

 

Figure 8:  Reasons for Not Revisiting Hawai‘i – Japan 
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0.4%

0.6%

0.9%

1.0%

3.3%
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3.2%

7.8%

8.2%

8.7%

0% 5% 10%

Other

Unfriendly people/felt unwelcome

Poor service

Too crowded/congested/traffic

Not enough value for the price

Too commercial/overdeveloped

Too expensive
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           Percentage among visitors who were „Not likely‟ to revisit Hawai„i in the next five years. 

 
While slightly fewer Japanese visitors indicated they would not be likely to revisit Hawai„i in 2012 

(14.6%) than in 2011 (14.9%), those who were unlikely to return within the next five years most 

frequently reported that five years was too soon to revisit and cited a desire to travel to new 

locations.  Competing financial obligations were also among the top reasons for not revisiting within 

the next five years. 
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Figure 9:  Reasons for Not Revisiting Hawai‘i – Canada 
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           Percentage among visitors who were „Not likely‟ to revisit Hawai„i in the next five years. 

 

In 2012, about 12.5 percent of Canadian visitors said they would not likely return to Hawai„i in the 

next five years.  Of those, 31.1 percent mentioned other financial obligations and 18.1 percent cited 

a desire to travel some place new as the barriers to return.  Twenty-one percent indicated that 

Hawai„i was too expensive to permit a return trip within the next five years.  

 
Figure 10:  Reasons for Not Revisiting Hawai‘i – Europe 
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           Percentage among visitors who were „Not likely‟ to revisit Hawai„i in the next five years. 
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Among visitors from Europe in 2012, reasons for not returning to Hawai„i in the near future were 

almost exclusively in the barriers category.  The length of the flight, other financial obligations, and a 

desire to visit a new location accounted for the vast majority of respondents. 

 

Figure 11:  Reasons for Not Revisiting Hawai‘i – Oceania 
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      Percentage among visitors who were „Not likely‟ to revisit Hawai„i in the next five years. 

 
As was found for European visitors, visitors from Oceania indicated that the choice not to revisit 

Hawai„i within the next five years was primarily influenced by the desire to travel to a new 

destination.  Competing financial obligations also played a significant role in their choice.  Five 

percent or fewer of our Oceania visitors reported a problem with their trip that would prevent 

them from returning to the State in the near future.  
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INDIVIDUAL ISLAND EXPERIENCE  
 

Each island has unique characteristics, activities, and products that produce different visitor 

experiences.  Beginning in 2006, VSAT has measured satisfaction separately for each of the islands 

visited.  In general, the majority of visitors reported that their individual island experiences were 

excellent.  Also, note that excellent ratings for individual islands are always lower than the overall 

satisfaction rate for their total Hawai„i experience (see Figure 1).  Figure 12 shows island-by-island 

satisfaction rating among our U.S. visitors.  

 

Figure 12:  Island Experience Rated as Excellent – U.S. 

 
           

 Percentage of visitors by island. 

 

In all years since 2007, U.S. visitors have given more excellent ratings to Maui and Kaua„i than to 

O„ahu and Hawai„i Island.  Between 2007 and 2011, there was a slight upward trend in ratings for 

both of those islands.  In 2012, excellent ratings dropped for both islands. U.S. visitor ratings were 

down 7 points for Kaua„i and almost 10 points for Maui.   

 

U.S. visitor ratings for O„ahu have been slightly lower than other islands since 2007.  They were 

lowest again in 2012, dropping about five points since 2011.   

 

U.S. visitor ratings of excellent for their experience on Hawai„i Island were steady at about 62 

percent from 2007 to 2009; and then rose to nearly 68 percent in 2010 and 2011.  In 2012, they fell 

back again to about 62 percent. 

 

There were no changes to questions, response options, or survey procedures that might have 

affected the ratings in 2012.   
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Visitors from Japan have their own scale for measuring excellence.  They have provided fewer 

excellent ratings for their overall Hawai„i experiences since 2007 (Figure 1).  The same holds 

true for individual island excellence ratings.  For all islands, the percentage of Japanese visitors 

who rated their island experiences as “excellent” is lower than for other MMAs. 

 
Figure 13:  Island Experience Rated as Excellent – Japan 

 
        

Percentage of visitors by island. 

 

Among Japanese visitors, individual island ratings differed less than those reported by U.S. visitors.  

Their 2012 ratings for O„ahu, Maui, and Hawai„i Island are similar at about 57 to 60 percent.  The 

trend for O„ahu was showing steady improvement between 2007 and 2011, but decreased by about 

five points in 2012.  Trends for Maui and Hawai„i Islands have fluctuated by less than a point per 

year. 

 

Japanese excellent ratings for Kaua„i have generally been lower than for other islands by five to ten 

points.  With the exception of a very low rating in 2010, however, the trend has been toward better 

ratings since 2007.  The 2012 rating was up again by about two points over 2011.  We note that 

Japanese visitors are also less likely to visit Kaua„i than the other islands.  
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Visitors from Canada tend to rate their overall Hawai„i experience about average for the major 
MMAs (Figure 1).  The same pattern has been observed for their “excellent” ratings between 
2007 and 2012.   
 

Figure 14:  Island Experience Rated as Excellent – Canada 

 
       

 Percentage of visitors by island.  

 

The general pattern for Canadian visitors‟ individual island ratings is similar to that seen among our 

U.S. visitors.  Canadian visitors provide higher percentages of excellent ratings for Maui and Kaua„i 

than for the other two islands.  In the case of Kaua„i, a downward trend existed from 2007 to 2009, 

before a 6.5 percent increase from 2009 to 2010.  Since 2010, the percentage of excellent ratings 

have been decreasing.  Canadian visitor ratings for Maui, on the other hand, were climbing steadily 

between 2007 and 2010 and then fell back almost seven points from 2011 and 2012.   

 

Like U.S. visitors, Canadian visitors give their lowest excellent ratings to their O„ahu experience.  

The trend was rising from 2008 through 2011 but fell back this year to 53 percent – a decrease of 11 

percentage points. 

 

Since 2008, the percentage of visitors from Canada who rated their Hawai„i Island experience 

as excellent has been one to two points higher that their ratings for O„ahu.   In a similar pattern 

Hawai„i‟s ratings rose between 2007 and 2010, then fell off a point in 2011 and dropped again in 

2012, this time by three points.    
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Our visitors from Europe rate their overall experience in the state just above the average for all major 

MMAs.  However, their average rating for their experience on individual islands was lower than the 

average for the other majors MMAs.  Note that VSAT surveys were not administered to European 

visitors in 2010. 

 

Figure 15:  Island Experience Rated as Excellent – Europe 

 
 Percentage of visitors by island.  Visitors from Europe were not surveyed in 2010.  

 

Our visitors from Europe were also more likely to declare their island experiences to be excellent if 

they visited Maui or Kaua„i.  Their Maui ratings have averaged about 66 percent excellent each year.  

The trend has been relatively flat.  Ratings dropped about two points between 2011 and 2012. 

 

European visitor ratings for Kaua„i were highest across the four islands, but have been decreasing 

steadily since 2008.  In 2012, the European visitor rating of Kaua„i reached its lowest point (63.9%) 

in six years. 

 

The percentage of European visitors who rated their O„ahu experience as “excellent” has averaged 

about 59 percent since 2007.  No regular trend is evident in the data, but the 2012 rating (58.4%) 

was higher than the 2011 rating by more than four percentage points.  

 

Ratings for Hawai„i Island among visitors from Europe have been relatively flat from 2007 to 2009, 

but decreased substantially (-13 points) between 2011 and 2012. 
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Visitors from Australia and New Zealand have rated their overall experience in Hawai„i a bit 

lower than any MMA except Japan.  Their excellent ratings for individual island experiences are 

also a little lower than other MMAs. 

 

Figure 16:  Island Experience Rated as Excellent – Oceania 

 
          

Percentage of visitors by island.   

Visitors from Oceania were not surveyed in 2007 and in 2010.  

 

Visitors from Oceania gave their highest rating to the Island of Kaua„i in most years for which we 

have data.  The percentage who rated their Kaua„i Island experience as excellent was 66.7 percent 

in 2012.   

 

Maui ratings have also been high for visitors from Oceania and held steady at about 64 percent each 

year they were measured.  Their rating for the O„ahu experience has been somewhat lower at about 

58 percent.  It has moved down for the past few years and reached a low point in 2012 at 55 

percent. 

 

Our Oceania visitors have given their lowest excellent rating to Hawai„i Island in every year for which 

we have data.  In 2012, that rating fell to 48.7 percent, dropping more than eight points since 2011. 
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4. ACTIVITY PARTICIPATION  
 

One objective of the VSAT is to monitor the activities of visitors to Hawai„i.  Activities are the heart of 

visitor research.  They are the important elements of the visitor experience and a measure of 

consumption of our tourism product.  The fact that visitors choose to participate in a specific set of 

activities tells us something about their motives for being here and marks those activities as 

important targets for product development and improvement.   

 

VSAT has expanded activity monitoring over the past years and now measures visitor participation 

for 54 different activities in seven different geographic areas of the State
5
.  Data collected this year 

are substantially the same as in the past
6
 and a complete set of data tables comparing 2011 and 

2012 data has been included in the companion volume.  

 

In this section, we examine visitor activities in nine activity groups, review the individual activities in 

each group, and consider participation across nine MMAs and six islands.  For the first time, we will 

look at participation among visitors who come to Hawai„i and stay with friends and relatives.   

 

VISITOR ACTIVITY GROUPS 
 

Nine groups of activities are shown in the figure below.  The analysis is based on all 6,923,157 

visitors covered by VSAT in 2012
7
.  Percentages represent visitors who participated in at least one 

of the activities in the group at least one time during their 2012 visit to Hawai„i. 

 

Figure 17:  Participation in Major Activity Groups, All Visitors, 2012 

 

                                                
5
  O`ahu, Maui, Kaua„i, Hilo, Kona, Molokai, and Lanai. 

6
  Use of various types of transportation has been gathered in greater detail this year. 

7
  Visitors from the U.S., Canada, Japan, Europe, and Oceania. 

8% 

13% 

63% 

77% 

86% 

87% 

89% 

93% 

95% 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Business activities

Sports activities

Entertainment activities

Sightseeing activities

Cultural & historic activities

Transportation activities

Beach & sun activities

Dining activities

Shopping activities



2012 VSAT Report Page 20 

 

Nearly all (95%) visitors to Hawai„i did some shopping while they were here and 93 percent engaged 

in one or more of our list of dining activities
8
.  Between 86 and 89 percent of all visitors took part in 

our next three categories.  Beach and sun activities cover a list of vacation elements for which 

Hawai„i is well known.  It includes all the beach and water activities as well as running, hiking, and 

backpacking.  Transportation activities include activities from airport shuttle to Waikiki trolley ride.  

The cultural and historic group is a broad-ranging group covering many items that are unique to a 

Hawai„i visit.  Broadly conceived, these activities provide an opportunity for visitors to experience 

Hawai„i‟s history, culture, and lifestyles. 

 

Two thirds to three–fourths of our visitors participated in entertainment and sightseeing activities.  

The entertainment group covers nightlife that might be available at other destinations.  Entertainment 

that is uniquely Hawaiian has been included in the cultural and historic activities group.  Sightseeing 

may be available at other destinations, but of course, all the sights would be unique to Hawai„i. 

 

The last two groups are part of the Hawai„i visitor product.  Business and sports-related activities 

were elected by 13 and 8 percent, respectively. 

   

Shopping Activities 

 

Among the 95 percent of visitors who went shopping while they were in Hawai„i, the top two 

shopping choices were malls or department stores and supermarkets (62%).  Shopping at local 

shops and artisans was close behind at 60 percent of all shoppers.  The 52 percent who went 

shopping at convenience store includes those who went to the ABC stores in all of our resort areas, 

as well as those who stopped at local 7-11 stores and other small outlets. 

 

Figure 18:  Participation in Shopping Activities, 2012 

 
        Percent of all visitors to Hawai„i in 2012 who participated in each group of activities at least once during their trip. 

                                                
8
  Surely all visitors dined while they were here, but some may not have engaged in any of the specific dining activities covered by 

the VSAT survey instrument, and some may have elected to skip the dining items altogether. 
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About 38 percent shopped at hotel stores.  That was somewhat lower than the 63 percent of visitors 

who stayed in hotels during 2012.  Some of the small hotels have no shops of this type. 

 

About 30 percent of our 2012 visitors shopped at farmers markets and the same percentage 

shopped at designer boutiques.  Just less than that (27%) shopped at discount store or outlet stores.  

Less than a quarter of them (24%) visited our swap meets or flea markets. 

 

Finally, 16 percent of our visitors shopped at Duty Free stores.  About 34 percent of visitors covered 

by VSAT in 2012 were arrivals from foreign countries. 

 

Dining Activities 

 

Among the 93 percent of visitors who reported dining activities this year, the most common dining 

experience may have been dining at our family-style restaurants.  About 65 percent of all visitors 

reported dining at least once during their last trip.   

 

Figure 19:  Participation in Dining Activities, 2012 

 
        Percent of all visitors to Hawai„i in 2012 who participated in each group of activities at least once during their trip. 

 

 

About 54 percent of all visitors ate at least once at Hawai„i‟s fine dining establishments.  That 

suggests that as many as 46 percent of all visitors to Hawai„i in 2012 did not participate in fine dining 

at any time during their trip.  Eating meals is not specifically a part of the Hawai„i visitor industry 

product.  Fine dining in visitor destination areas, on the other hand, can be considered part of the 

visitor industry product.  We plan for it, invest in it, and advertise it as part of the product. In 2012, 

about 54 percent of our visitors partook of that particular part of our product offering. 
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The same might apply to ethnic dining.  It is a part of the visitor experience and part of planning, 

product development, and advertising in the visitor industry.  In 2012, about 28 percent of all visitors 

dined at an ethnic restaurant at least once during their stay (Figure 23).   

 

Other types of dining, such as fast food dining, are part of the visitor experience, but perhaps not a 

part of the visitor industry product.  While the industry plans for a broad range of dining choices for 

our visitors, we do not spend heavily on developing fast food as an industry product, nor do we 

advertise fast food dining as an integral part of the brand.   In 2012, 44 percent of all our visitors 

dined at a fast food restaurant at least once during their stay. 

 

We should also note that almost half of our visitors (48%) prepared their own meals at least once 

during their stay in Hawai„i in 2012.  About 43 percent of all visitors to Hawai„i in 2012 chose 

condominium, timeshare, or independent visitor rentals as their accommodations.  All of those unit 

types include kitchen facilities. 

 

Beach and Outdoor Activities 

 

Fully 89 percent of Hawai„i‟s 2012 visitors participated in some form of outdoor activities at least 

once during their stay.  The most common of those activities include going to the beach, sunbathing, 

and swimming in the ocean.  Going to the beach is still the major element of a Hawai„i vacation.  

About 90 percent of all visitors do some water-related activity and 83 percent of visitors go to the 

beach. 

 

Figure 20:  Participation in Beach and Outdoor Activities, 2012 

 
Percent of all visitors to Hawai„i in 2012 who participated in each group of activities at least once during their trip. 

 

Another 40 percent of our visitors put on a mask and snorkel while they were here and 22 percent 

tried surfing, body boarding, or paddle boarding.  Fewer of them went canoeing or kayaking (10%) 

and 3 percent tried jet skiing, parasailing, or windsurfing. 
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Non-ocean outdoor activities were also measured this year.  The most frequent non-ocean activity 

was running, jogging, or fitness walking.  About 34 percent of visitors did one or more of those at 

least once during their trip.  Getting back into the mountains and valleys of Hawai„i attracted about 

18 percent of our visitors as well. 

 

Transportation Activities 

 

Ground transportation is another activity that is part of the visitor experience but perhaps a less 

important part of the visitor industry product.  All visitors need access to transportation while they are 

here.  The industry plans and invests in a range of transportation opportunities to fill that need.  We 

usually do not position transportation as a specific part of the Hawai„i brand, nor do we advertise 

specific transportation modes. 

 

About 87 percent of 2012 visitors reported using one or more of the transportation modes shown in 

the figure below.  The most frequently reported transportation mode was the rental car.  Almost two-

thirds of our visitors rented a car on their last trip to Hawai„i.   

 

Figure 21:  Participation in Transportation Activities, 2012 

 
    Percent of all visitors to Hawai„i in 2012 who participated in each group of activities at least once during their trip. 

 

 

Half (49%) of our visitors used an airport shuttled at least once during their visit and 43 percent used 

a taxi or limousine.  About 14 percent of them rode on a local bus. 

    

Cultural and Historical Activities 

 

In 2012, 86 percent of visitors to Hawai„i reported participating in at least one of the activities shown 

below at least once during their stay.  Although some of the activities in this group were measured 

for the first time in 2012, all have been part of the Hawai„i visitor industry product for many years.   

 

Unlike the activity groups we have presented so far, no single activity dominated this group.  That 

means there were fewer activities per visitor for this activity group.  The most frequently mentioned 
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activity on the list was “visiting communities”.  The exact wording of the items was “visit local 

communities – Chinatown, Haleiwa, etc.”  About 29 percent of our 2012 visitors reported engaging in 

that activity at least once during their stay. 

 

Figure 22:  Participation in Cultural or Historical Activities, 2012 

 
    Percent of all visitors to Hawai„i in 2012 who participated in each group of activities at least once during their trip. 

 

As noted earlier, 28 percent of all visitors engaged in ethnic dining while were here, making that 

activity number two among cultural and historical activities.  About 27 percent went to an historical 

military site (including Pearl Harbor and the USS Missouri) and 25 percent went to some other 

historical site.  That makes historical sites collectively one of the more important visitor activities.   

 

The luau and the Polynesian show or hula presentation each attracted about 25 percent of the 

visitors in 2012.  

 

Hawai„i‟s museums and art galleries attracted almost twice as many visitors than did arts or craft 

fairs (19% vs. 10%).  About eight percent of visitors participated in some form of agritourism while 

they were here.  The remaining activities on the list each attracted less than five percent of our 

visitors in 2012. 

 

 

 

  

2% 

4% 

4% 

4% 

4% 

8% 

10% 

19% 

24% 

25% 

25% 

27% 

28% 

29% 

0% 5% 10% 15% 20% 25% 30% 35%

Ukulele lessons

Festivals

Lessons, hula/canoeing

Movie/TV film location

Play/concert/theatre

Agritourism

Art/craft fair

Museum/art gallery

Polynesian show/hula

Luau

Other historic site

Historic military site

Ethnic dining

Visit communities



2012 VSAT Report Page 25 

 

Sightseeing Activities 

  

By all accounts, Hawai„i is one of the most beautiful places in the world and sightseeing has always 

been a popular visitor activity here.  In 2012, 77 percent of our visitors reported doing at least some 

sightseeing while they were here. 

 

Figure 23:  Participation in Sightseeing Activities, 2012 

 
   Percent of all visitors to Hawai„i in 2012 who participated in each group of activities at least once during their trip. 

 

The primary sightseeing activity was a self-guided tour or a trip around an island.  We see that 77 

percent of all visitors reported that type of sightseeing at least once during their trip.  That is higher 

than the 64.5 percent who reported renting a car, suggesting that some of the self-guided 

sightseeing may have been by bus or van, or perhaps that visitors borrowed cars to go sightseeing. 

 

Sightseeing to look at scenic views and landmarks attracted more than half (55%) of all visitors and 

visits to state parks and botanical gardens were reported by about 37 percent.  Less than a quarter 

of our visitors reported sightseeing by land (bus or van tours, 24%) and by sea (boat tours, 

submarine tours, whale-watching tours, 22%).  Only seven percent reported going on a helicopter or 

airplane tour for sightseeing. 
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Entertainment Activities 

 

The entertainment activities group represents a set of activities that are clearly part of the Hawai„i 

visitor industry product.  The industry devotes significant efforts to planning, developing and 

advertising entertainment opportunities in and outside of resort areas. 

 

Figure 24:  Participation in Entertainment Activities, 2012 

 
   Percent of all visitors to Hawai„i in 2012 who participated in each group of activities at least once during their trip. 

 

About 63 percent of all visitors reported participating in entertainment activities at least once during 

their most recent visit to Hawai„i.  One third of all visitors (33%) took part in cruises, including lunch, 

dinner, sunset, and evening cruises.  A similar number (31%) went to live music or stage shows.  

These two activities made up the bulk of entertainment reported in 2012. 

 

Smaller numbers of visitors took a ride on a trolley (18%), spent some time at a spa (10%), or went 

“clubbing” (9%).  The latter activity included nightclubs, dancing, spending time at a bar, or going to 

a karaoke place. 

 

Sports and Business Activities 

 

In 2010, 12 percent of all visitors reported participating in some form of business activity while they 

were in Hawai„i.  About eight percent of them said they attended a sports-related activity at least 

once during the trip.  The business activities included business meetings (6%) and convention 

activities (4%).  Sports activities in the VSAT list included golf (4%) and a sports event (3%). 
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Figure 25:  Participation in Sports and Business Activities, 2012 

 
    Percent of all visitors to Hawai„i in 2012 who participated in each group of activities at least once during their trip. 

 

VISITOR ACTIVITIES BY MMA 
 

A look at activity levels across major MMAs reveals some interesting activity profiles.  All groups 

shopped at similar levels and most participated in dining activities at the same high rates.  Activity 

patterns for other activity groups show interesting differences. 

 

Canadian visitors had the highest activity levels overall, leading or tied in all activity groups except 

entertainment where they were second lowest at 61 percent. Their very high use of cultural and 

historical activities were led by higher than average use of local shops and artisans (75% vs. 58%), 

visiting communities (39% vs. 28%), non-military historical sites (33% vs. 25%), and luaus (33% vs. 

25%). 

 

U.S. East visitors were very active overall.  They were among the top three MMAs for dining, cultural 

and historic activities, and sightseeing.  They had the lowest participation rate for shopping.  Their 

high rate for cultural and historical activities was led by higher than average participation in luau 

(41% vs. 25%), historic military sites (40% vs. 26%), local shops and artisans (69% vs. 58%), and 

ethnic dining (35% vs. 27%).   

 

The activity profile for U.S. West visitors was similar to that for the U.S. East MMA.  They were 

slightly higher than U.S. East on shopping and dining activities.  U.S. West visitors had lower than 

average scores for bus and van tours (11% vs. 24%), but higher than average scores for self-guided 

sightseeing (85% vs. 77%) and visiting state parks and botanical gardens (41% vs. 36%).   

 

Visitors from Japan had a unique profile.  They had lower participations rates for dining activities, 

transportation, sightseeing, and culture and historical activities.  Only the visitors from Oceania had 

lower participation rates for beach and outdoor activities.  On the other hand, the Japanese 

participation rate was 20 points higher than average for entertainment.   Their very low rating for 

beach and other outdoors activities found them about average for jet skiing, but notably lower on all 
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other outdoor activities.  An average of 17 percent of all visitors went snorkeling or scuba diving on 

their 2012 visit and Japanese visitors matched that level exactly.  Participation in cultural and 

historical activities was low due to lower than average participation in nearly all cultural activities, 

especially visiting local shops and artisans (23% vs. 58%), luau (3% vs. 33%), museums and art 

galleries (8% vs. 33%), and ethnic dining (11% vs. 29%). 

 

Figure 26:  Visitor Activities by MMA, 2012 

 
 Sports activities and business activities were excluded from this figure. 

 

Visitors from Europe were in the top three for beach and sun, entertainment, and cultural and historic 

activities.  They were in the bottom three for sightseeing and dining.  Their participation rates for 

non-beach activities were relatively low, but their very heavy participation in beach and ocean 

activities overcame that deficit. 

 

Visitors from Oceania were among the top three MMAs for shopping and transportation, but among 

the bottom three for dining, sightseeing, cultural and historical activities.  They had the lowest 

percentage participating in beach and outdoors activities (68%).   Their shopping percentages were 
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high because of higher shopping rates for swap meets and discount stores.  Participation in beach 

and outdoor activities was lower than average.  Visitors from Australia and New Zealand were 

especially low for snorkeling and scuba diving (25% vs. 40%) and for backpacking, hiking and 

camping (6% vs. 18%). 

 

VISITOR ACTIVITIES BY ISLAND 
 

Activity levels for individual islands in the State were calculated separately for each island.  The 

figures shown are the percentage of visitors to each island who participated in at least one of the 

activities in each group at least once during their stay on that island
9
.   

 

Figure 27:  Visitor Activities by Island, 2012 

 
      Sports activities and business activities are excluded from this figure. 

 

Visitors to O„ahu had the highest participation rates for shopping and entertainment.  O„ahu took 

second place for dining activities at 90 percent.  They had the State‟s lowest participation rate for 

sightseeing activities (64%).   

                                                
9
  Activities were measured separately for Moloka‘i and Lana‘i, but have been omitted here due to low sample sizes.  

The individual data for each of 54 activities for each of six islands is reported in the companion volume.  Note that 
the data reported here for “Maui‟ refer to activities on the Island of Maui and those for Hawai„i refer to activities on 
Hawai„i Island. 
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Maui had very high percentages of visitors participating in most activities.  They had the highest 

activity rates for dining, beach and outdoors activities, transportation activities, and were tied for first 

place for cultural and historical activities.  None of the Maui participation rates was unusually low.   

 

Kaua„i participation rates were higher than average for the State as a whole.  They had the highest 

participation rates for cultural and historical activities and were second for beach and other outdoors 

activities, transportation, and sightseeing. Kaua„i‟s participation rate for entertainment activities was 

relatively low (47%). 

 

On Hawai„i Island, participation rates were the lowest of the four islands covered here.  The rate for 

sightseeing was the highest in the State, perhaps because of the attraction of volcanic activity.  All of 

the other activity groups found Hawai„i island in last place,   

 

ACTIVITIES FOR VISITORS STAYING WITH FRIENDS AND RELATIVES 
 

Starting with the VSAT Annual Report 2012, we will examine visitor activities among interesting 

subgroups of our visitor population.  For 2012, we selected visitors who stay with friends and 

relatives.  Past analysis of purpose of trip suggests that those who travel to visit friends and relatives 

(VFR) have different patterns of destination choice, travel planning and behaviors, visitor activities, 

expenditures, and visitor satisfaction ratings.  It has been reported that some visitor destinations 

remove VFRs from their research and planning data, and that others develop separate product 

development and communications plans for VFR and non-VFR travelers. 

 

In the analysis presented here, we will concentrate on visitors who stay with friends and relatives for 

at least part of their visit to Hawai„i.  When we looked at purpose of trip, we did find differences 

between the characteristics and behaviors of VFR and non-VFR visitors in 2012.  However, we 

found greater differences when we compared those who stayed with friends and relatives (SWFR) 

and those who stayed in other accommodations. 

 

In 2012, 10.3 percent of our visitors stayed with friends and relatives for at least part of their trip.  

The remaining 89.7 percent may have visited friends and relatives while they were here, but used 

other accommodations on all islands on which they stayed overnight or longer. 

 

The next figure presents visitor activities for these two groups in 2012.  For the most part their 

participation rates were similar.  SWFR visitors were less likely to have engaged in any of the 

transportation activities on our list (see Figure 18).  We suspect that is so because their friends and 

relatives meet them at the airport and provide for their transportation needs while they are here.  

They were also much less likely to engage in the sightseeing activities on our list (see Figure 20). 

That may be because they go sightseeing with their friends and relatives or because they are 

familiar with Hawai„i and have already seen the sights. 
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Figure 28:  Participation in Activities by Accommodations 

 
 

There were smaller differences for the activity groups not related to transportation and sightseeing.  

SWFR visitors had slightly higher participation rates for dining, entertainment and sports activities.  

For all others, the participation rates were two or three points lower than for those who did not stay 

with friends and relatives. 

 

Figure 30 on the following page presents the full list of 54 activities measured in the 2012 VSAT 

survey.  The items have been arranged in the same order as in Figure 28.  The individual items that 

make up each activity group were sorted in descending order according to the activity level of those 

who do not stay with friends and relatives (red bars). 

 

Activities in which SWFR visitors participated more than other visitors are those for which the gold 

bars extend beyond the red bars.  We see for instance that SWFR visitors were more likely to 

prepare their own meals (79% vs. 44%).  They were also more likely to do some ethnic dining (42% 

vs. 26%) and go to family restaurants (72% vs. 64%).  They were a little less likely to go out to a fine 

dining restaurant (55% vs. 48%). 

 

SWFR visitors shopped less than their non-SWFR counterparts did.  They were more likely to shop 

at a flea market (31% vs. 23%), a farmers market (38% vs. 29%), or a supermarket (69% vs. 62%).  

SWFR visitors were just a bit less likely to participate in beach or other outdoor activities, but were 

more likely to go backpacking, hiking or camping (26% vs. 17%), or to go surfing, body boarding or 

paddle boarding (24% vs. 21%).   

 

Entertainment participation rates for SWFR visitors were higher than for non-SWFR visitors, 

especially due to their participation at nightclubs, bars, or karaoke places (15% vs. 9%). 
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Figure 29:  Statewide Activity Participation, All Visitors, 2012 
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As we have noted, SWFR participation rates in sightseeing were much lower than for other visitors.  

Nevertheless, they were more likely to take a self-guided drive around the island (83% vs. 76%) and 

to visit local communities like Chinatown or Haleiwa (32% vs. 27%). 

 
Finally, SWFR visitors were more likely than their non-SWFR counterparts to take in a sports event 
while they were here (9% vs. 3%). 
 

As expected, SWFR visitors were considerably less likely to rent a car (46% vs. 67%) or take an 

airport shuttle (22% vs. 35%) or a taxi (8% vs. 23%).   Their shopping activities differed, too.  They 

were less likely to shop in hotel stores (15% vs. 41%) or convenience stores (36% vs. 54%) or to 

shop at a Duty Free store (6% vs. 17%).  

 

Their sightseeing participation rates were low because they were less likely to take a van tour (4% 

vs. 21%), go on a boat, submarine, or whale watching tour (11% vs. 24%), or hop on the trolley (5% 

vs. 20%). 

 

For their entertainment they were less likely to go on a lunch or dinner cruise (20% vs. 34%), attend 

a luau (16% vs. 26%), or a take in a Polynesian show (15% vs. 24%).  Yet they were equally likely 

as non-SWFR visitors to visit museums, take hula lessons, or stop at arts or craft fairs.  

 

Satisfaction among Visitors Staying with Friends and Relatives 

 

The figure below presents VSAT satisfaction ratings for visitors who stayed with friends or relatives 

and those who stayed at other accommodations.  The overall satisfaction rating is the percent of 

visitors who rated their most recent trip to Hawai„i as “excellent”.  The summary satisfaction scores 

rating is the percentage of visitors with combined satisfaction scores that were “very satisfied” or 

“extremely satisfied”. 

 

Figure 30: Satisfaction Ratings for Visitors Staying with Friends and Relatives 
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In general, visitors who stayed with friends and relatives had higher satisfaction scores than other 

visitors.  The single exception was the expectation rating which was higher for visitors who did not 

stay with friends or relatives (38% vs. 36%)
10

.  Overall satisfaction was eight points higher for the 

SWFR visitors.  The percentage those were willing to return to Hawai„i in the next five years was 13 

points higher for SWFR visitors.   

 

Considering the differences in visitor activities and visitor satisfaction ratings, it may be useful to 

reference this group in future VSAT Annual Reports.  Depending on the interests of HTA and the 

visitor industry, it may be useful to carry out some further research into this interesting visitor 

segment. 

 

6. TRIP PLANNING  
 

Information on how visitors plan their trips and when they make reservations can greatly enhance 

preparation of effective marketing and promotion plans. Trip planning behaviors differed across the 

major market areas in 2012
11

.  Visitors from Asian countries (Japan, China, and Korea) decide to 

take a vacation and conduct their trip planning in a relatively short time.  Visitors from U.S. West, 

U.S. East, Canada, Europe, and Oceania tend to plan farther in advance (Table 1).  

 

Table 1:  Timeline of Trip Planning Elements 
 

less than 1 

month

1 to 3 

months

4 to 6 

months

7 to 9 

months

10 

months or 

more

Median 

(months) 

Decided to take a vacation 15.2% 32.3% 28.6% 6.5% 17.3% 4.6 0.0%

Decided to visit Hawaii 15.2% 32.9% 28.4% 6.4% 17.1% 4.6 0.0%

Decided which island(s) to visit 17.3% 33.4% 28.0% 6.4% 15.0% 4.4 1.5%

Decided trip dates 18.6% 36.0% 27.8% 6.2% 11.4% 4.0 1.1%

Made accommodation reservations 22.9% 37.2% 25.6% 5.9% 8.3% 3.5 2.0%

Made airline reservations 23.5% 40.1% 27.0% 5.4% 3.9% 3.1 0.7%

Purchased airline tickets 25.2% 39.4% 26.5% 5.3% 3.6% 3.1 0.9%

Made rental car reservations 43.5% 33.0% 18.2% 3.5% 1.9% 2.3 10.4%

Made other trip decisions 56.0% 28.1% 8.6% 0.4% 6.9% 2.1 45.7%

Purchased tour or attraction tickets 66.0% 24.7% 7.3% 1.2% 0.8% 1.4 58.2%

Trip planning elements

Began this planning activity…

before the trip

during 

the trip

 
 

Across all our visitors, trip planning begins about 4 to 4.5 months prior to the departure date.  They 

decide to take a vacation, choose their destination a set trip dates at that time.  Within the next 

                                                
10

  Not statistically significant. 
11

  Several trip planning questions were changed in VSAT making comparisons with previous years somewhat 
difficult.  In this annual report, we present data for 2012 only.  The companion volume contains data for the years 
2007 through 2012 for all data that are comparable.  
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month they make airline and hotel reservations and pay for the tickets.  During the next month, they 

make rental car reservations and tie down some additional trip details.  During the last month before 

they leave, they may buy some tour or attraction tickets.    

 

About ten percent of our visitors decide to rent a car after they arrive in Hawai„i.  Nearly half of them 

(46%) make other trip decisions after arrival, and almost two thirds of them (63%) decide on tours 

and attractions after they get here. 

 

The decision to take a vacation or trip is the earliest planning date recorded in the VSAT.  Among all 

our visitors, about 15 percent begin planning a vacation less than a month ahead of time and about 

two percent start planning a year or more ahead of their departure date.  Most of the planning takes 

place between a month and six months prior to departure. 

 

Japanese visitors had the most distinct planning profile among the major MMAs.  They had the 

largest number who started planning less than a month before departure and more than 44 percent 

of them made their first decisions one to three months ahead. 

 

European visitors and those from Oceania had the longest planning lead times.  A third of our 

visitors from Australia and New Zealand began planning four to six months ahead of their departure 

dates.  Thirty percent started planning more than six months ahead of time. 

U.S. VISITORS 
 
U.S. visitors start their vacation planning about a month earlier than average, but set their trip 
dates almost a month later than other visitors.  In the end, they make their final reservations and 
ticket purchases a month later than average.  U.S. visitors are also more likely to make 
decisions about tours and attractions after they arrive at their destination.  
 

Table 2:  Trip Decision Making, U.S. Visitors, 2012 
 

less than 1 

month

1 to 3 

months

4 to 6 

months

7 to 9 

months

10 months 

or more

Median 

(months)

Decided to visit Hawaii 15.9% 29.6% 29.2% 6.3% 19.0% 5.4 0.0%

Decided to take a vacation 15.9% 29.9% 29.1% 6.4% 18.6% 5.4 0.0%

Decided which island(s) to visit 17.6% 30.2% 29.3% 6.3% 16.6% 5.3 1.3%

Decided trip dates 18.6% 33.2% 29.3% 6.3% 12.6% 3.0 0.8%

Made accommodation reservations 22.4% 34.7% 27.8% 5.5% 9.6% 2.8 2.3%

Made airline reservations 24.2% 37.6% 29.0% 5.3% 3.8% 2.6 0.6%

Purchased airline tickets 24.3% 38.2% 28.8% 5.1% 3.6% 2.6 0.8%

Made rental car reservations 42.1% 33.5% 19.1% 3.4% 1.9% 2.3 8.3%

Made other trip decisions 63.1% 19.9% 7.6% 0.3% 9.1% 0.8 48.6%

Purchased tour or attraction tickets 67.0% 23.5% 8.0% 1.0% 0.6% 0.8 62.8%

Trip planning elements

Began this planning activity…

before the trip

during 

the trip

Percent of visitors with each response.  One and only one choice is reported for number of days “before the trip.”     
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  Some planning activities may have taken place both before and during the trip and they are recorded in both places. 

 

 Visitors from the U.S. West and U.S. East MMAs did not exhibit significant differences in 

their trip planning. 
 

 Four out of ten U.S. visitors made airline reservations and 38.2 percent purchased tickets 

one to three months before arriving in the islands.  Close to as many visitors reserved 

accommodations (34.7%) one to three months before their trip. 
 

 Three-quarters of U.S. visitors (75.6%) reserved a rental car less than three months prior to 

their arrival.  Of those, 42.1 percent waited until less than one month before they traveled to 

reserve a rental car. 
 

 The majority of U.S. visitors purchased tour and attraction packages (67.0%) and 63.1 

percent made other trip decisions less than one month before arrival.  

JAPAN   
 
Our visitors from Japan started trip planning later than any of our visitors and completed all of 
the transactions quickly.  Once they make their plans, they tend to stick with them and are the 
least likely of all our visitors to make decisions after they arrive in Hawai„i. 
 

Table 3:  Trip Decision Making, Japan Visitors, 2012 
 

less than 1 

month

1 to 3 

months

4 to 6 

months

7 to 9 

months

10 months 

or more

Median 

(months) 

Decided to take a vacation 16.8% 44.6% 26.1% 3.8% 8.7% 2.6 0.0%

Decided to visit Hawaii 16.6% 46.5% 24.5% 4.3% 8.1% 2.6 0.0%

Decided which island(s) to visit 19.5% 47.7% 22.0% 4.1% 6.7% 2.5 1.7%

Decided trip dates 22.9% 48.0% 21.5% 3.5% 4.1% 2.4 2.4%Made accommodation 

reservations 28.9% 47.0% 17.1% 3.6% 3.4% 2.3 0.7%

Made airline reservations 27.5% 50.2% 17.6% 2.6% 2.1% 2.3 0.6%

Purchased airline tickets 35.5% 45.3% 15.3% 2.5% 1.5% 2.2 0.9%

Made other trip decisions 44.1% 43.1% 9.6% 0.8% 2.4% 1.2 34.4%

Made rental car reservations 62.9% 27.1% 8.9% 0.8% 0.3% 0.8 17.1%

Purchased tour or attraction tickets 67.5% 26.9% 4.9% 0.4% 0.2% 0.7 36.8%

Trip planning elements

Began this planning activity…

before the trip

during 

the trip

 
 

 Japanese visitors in 2012 continued to have a shortest planning and booking window among 

the visitors surveyed.  Most of their travel decisions were made approximately two-and-a-half 

months before the vacation date.  
 

 Less than three months before arrival, 61.4 percent decided to take a vacation, 63.1 percent 

decided to visit Hawai„i, 70.9 percent settled on the dates of travel, and 67.2 percent decided 

on the islands they wanted to visit.  
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 Also within three months of their trip, most Japanese visitors made airline reservations 

(77.7%), purchased airline tickets (80.8%), and made accommodation reservations (75.9%).  
 

 Less than 30 days before arriving in Hawai„i, seven out of ten visitors from Japan (67.5%) 

purchased tour and attraction packages and 6 out of 10 made rental car reservations 

(62.9%). 

CANADA  
 
Visitors from Canada and Europe have very similar trip planning behaviors.   They start planning 
about five and a half months ahead of their trip, make reservations less than three months 
before they leave, and most of them make many of their activity decisions after arrival. 
 

Table 4:  Trip Decision Making, Canada, 2012 
 

less than 

1 month

1 to 3 

months

4 to 6 

months

7 to 9 

months

10 months 

or more

Median 

(months) 

Decided to take a vacation 11.6% 28.8% 28.3% 10.2% 21.2% 5.4 0.0%

Decided to visit Hawaii 11.8% 29.5% 27.4% 10.6% 20.7% 5.4 0.0%

Decided which island(s) to visit 13.2% 30.7% 28.9% 10.3% 16.9% 5.4 1.3%

Decided trip dates 14.4% 34.0% 28.8% 9.3% 13.5% 5.3 0.2%Made accommodation 

reservations 18.6% 37.5% 24.3% 10.0% 9.6% 2.8 1.5%

Made airline reservations 17.9% 40.7% 27.6% 9.2% 4.6% 2.7 0.7%

Purchased airline tickets 18.2% 40.8% 27.5% 9.2% 4.3% 2.7 0.9%

Made rental car reservations 39.6% 34.0% 17.7% 6.1% 2.6% 2.4 11.9%

Made other trip decisions 65.9% 23.4% 1.3% 0.8% 8.6% 0.8 55.8%

Purchased tour or attraction tickets 66.8% 21.9% 8.0% 2.5% 0.8% 0.7 70.5%

Trip planning elements

Began this planning activity…

before the trip

during 

the trip

 
 

 In 2012, Canadian visitors decided to take a vacation (68.7%), decided to visit Hawai„i, and 

decided on the islands they wanted to visit (72.8%) six months or less before arrival.  
 

 One out of four Canadian visitors made airline reservations (40.7%), purchased airline tickets 

(40.8%), and made accommodation reservations (37.5%) one to three months before their trip.  
 

 Some visitors made rental car reservations one to three months out (34%), while a slightly 

larger percentage (39.6%) waited until within 30 days of their arrival.  
 

 The majority of visitors from Canada purchased tour and attraction packages during their trip 

(70.5%).  Those who purchased prior to their trip did so within 30 days of departure (66.8%).  
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EUROPE  
 

Table 5:  Trip Decision Making, Europe Visitors, 2012 
 

less than 

1 month

1 to 3 

months

4 to 6 

months

7 to 9 

months

10 months 

or more

Median 

(months) 

Decided to take a vacation 10.0% 24.7% 33.7% 11.4% 20.2% 5.5 0.0%

Decided to visit Hawaii 9.3% 27.3% 35.2% 11.1% 17.0% 5.4 0.0%

Decided which island(s) to visit 14.9% 27.7% 33.8% 9.2% 14.3% 5.3 3.6%

Decided trip dates 14.1% 30.2% 33.8% 10.5% 11.4% 5.3 2.0%

Made airline reservations 17.4% 34.2% 31.9% 10.1% 6.5% 2.9 2.1%

Purchased airline tickets 17.9% 34.1% 31.8% 10.1% 6.1% 2.8 2.6%

Made accommodation reservations 20.8% 34.4% 29.1% 9.1% 6.7% 2.7 6.7%

Made rental car reservations 39.9% 34.1% 19.1% 5.0% 2.0% 2.4 20.3%

Made other trip decisions 31.0% 57.1% 8.4% 0.0% 3.6% 2.3 65.0%

Purchased tour or attraction tickets 57.1% 17.9% 16.3% 3.1% 5.6% 0.8 74.3%

Trip planning elements

Began this planning activity…

before the trip

during 

the trip

 
 

 The planning profile among European visitors in 2012 showed that they decided to take a 

vacation (31.6%), decided to visit Hawai„i (28.1%), and decided on the islands they wanted to 

visit (23.5%) more than six months prior to arrival.  
 

 One out of three visitors made airline reservations (34.2%), purchased tickets (34.1%), and 

reserved accommodations (34.4%) one to three months before their trip.  
 

 Some visitors made rental car reservations (34.1%) one to three months out, while others 

(39.9%) waited until less than one month before their trip.  
 

 Three out of four visitors from Europe purchased tour and attraction packages during their trip 

(74.3%).  
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OCEANIA  
 
Like visitors from Canada and Europe, visitors from Oceania begin their trip planning about five 
and a half months before their departure date.  However, they make airline reservations and 
purchase tickets at the same time.  They delay making hotel reservations another two months. 
 

Table 6:  Trip Decision Making, Oceania Visitors, 2012 
 

less than 

1 month

1 to 3 

months

4 to 6 

months

7 to 9 

months

10 months 

or more

Median 

(months) 

Decided to take a vacation 4.5% 24.1% 31.5% 11.7% 28.2% 5.5 0.0%

Decided to visit Hawaii 4.7% 25.2% 34.9% 10.3% 24.9% 5.4 0.0%

Decided which island(s) to visit 8.8% 29.6% 30.5% 9.9% 21.3% 5.4 3.4%

Decided trip dates 5.5% 32.3% 29.2% 10.0% 23.0% 5.4 1.7%

Made airline reservations 6.0% 38.2% 31.3% 12.0% 12.5% 5.2 2.8%

Purchased airline tickets 10.9% 34.3% 31.6% 12.6% 10.6% 5.2 1.1%Made accommodation 

reservations 13.8% 33.4% 28.1% 14.1% 10.5% 2.8 3.1%

Made other trip decisions 9.9% 57.8% 31.2% 0.0% 1.1% 2.7 52.5%

Made rental car reservations 55.1% 25.4% 10.4% 5.1% 3.9% 2.3 46.5%Purchased tour or attraction 

tickets 43.7% 33.3% 9.3% 7.1% 6.7% 1.0 68.7%

Trip planning elements

Began this planning activity…

before the trip

during 

the trip

 
 

 Oceania visitors were similar to their U.S. and European counterparts in their longer planning 

and booking window.  Approximately one third of these visitors decided to take a vacation 

(39.9%), to visit Hawai„i (35.2%), and which islands they wanted to visit (31.2%) more than six 

months prior to arrival.  
 

 One out of three visitors made airline reservations (31.3%), purchased airline tickets (31.6%), 

and reserved accommodations (28.1%) four to six months before their trip.  
 

 Visitors from Oceania were most likely among all Hawai„i visitors to wait until they were in the 

islands to make rental car reservations (46.5%). 
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SOURCES OF INFORMATION USED TO PLAN TRIP  
 

More than 40 percent of visitors use the following sources of information about Hawai„i prior to 
their trip:  personal experience, recommendations from friends or relatives, online travel booking 
sites, information from airlines or commercial carriers, and online webpages or blogs covering 
Hawai„i (Table 7).  During the trip, visitors tend to use personal experience, information provided 
by hotels and resorts, magazines, and books.  Very few visitors seek information about Hawai„i 
after their trip (less than 3% overall). 
 

Table 7:  When Accessed Sources of Information about Hawai‘i – All Visitors, 2012 
 

Before 

the trip

During  

the trip

After  

the trip

Personal experience 57.2% 27.0%

Recommendations from friends or relatives 47.7% 18.6%

Online travel booking site 44.5% 5.0% 1.0%

Information from airline/commercial carriers 40.8% 4.5%

Online webpage or blog covering Hawai‘i 40.4% 11.7% 2.9%

Information from hotels or resorts 39.8% 21.0%

Travel Agents 35.0% 4.4%

Books 33.9% 19.5% 2.9%

Magazines 24.5% 20.1% 2.6%

Hawai„i visitor bureaus website 22.4% 5.3% 1.1%

Companies specializing in packaged tours 19.6% 11.4%

Smartphone or tablet applications relevant to your trip 12.6% 14.7% 1.8%

Online social networking site 8.2% 3.1% 1.1%

Newspapers 4.6% 8.0% 0.7%  
 

With regard to the timing of their information access, U.S. West and U.S. East visitors had very 
similar profiles.  Prior to and during the trip, personal experience, and recommendations from 
friends and relatives were the most frequently used sources.  Online travel booking sites and 
information from airlines or commercial carriers or provided by hotels and resorts were also 
frequently used by U.S. visitors in planning for an upcoming trip and during the trip.  Books and 
magazines were commonly used during the trip to obtain information about Hawai„i.   
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Table 8:  When Accessed Sources of Information about Hawai‘i – U.S. West, 2012 
 

Before 

the trip

During  

the trip

After  

the trip

Personal experience 65.4% 33.8%

Recommendations from friends or relatives 48.0% 22.3%

Books 25.3% 18.9% 1.5%

Information from hotels or resorts 40.9% 18.5%

Magazines 12.5% 17.9% 1.2%

Smartphone or tablet applications relevant to your trip 12.6% 17.1% 1.6%

Online webpage or blog covering Hawai ‘i 33.0% 12.6% 1.1%

Newspapers 3.9% 9.6% 0.7%

Companies specializing in packaged tours 14.3% 8.7%

Hawai„i visitor bureaus website 17.4% 5.7% 0.6%

Online travel booking site 44.7% 4.7% 0.6%

Information from airline/commercial carriers 43.7% 3.9%

Online social networking site 7.8% 3.5% 0.8%

Travel Agents 17.3% 1.0%  
 
 
 

Table 9:  When Accessed Sources of Information about Hawai‘i – U.S. East, 2012 
 

Before 

the trip

During  

the trip

After  

the trip

Personal experience 58.0% 31.1%

Recommendations from friends or relatives 53.9% 23.8%

Information from hotels or resorts 45.5% 21.4%

Books 30.7% 19.9% 1.7%

Smartphone or tablet applications relevant to your trip 13.5% 17.3% 1.5%

Magazines 14.5% 15.8% 1.0%

Companies specializing in packaged tours 22.3% 14.3%

Online webpage or blog covering Hawai „i 41.4% 12.1% 2.0%

Newspapers 4.3% 7.4% 0.3%

Online travel booking site 43.4% 5.5% 0.7%

Hawai‘i visitor bureaus website 26.7% 5.4% 0.5%

Travel Agents 28.0% 3.6%

Information from airline/commercial carriers 44.6% 2.9%

Online social networking site 8.3% 2.4% 1.0%  
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Canadian visitors relied most heavily on online travel booking sites when planning for their trip.  
In addition to personal experience and recommendations from others, Canadians also used 
online webpages and blogs about Hawai„i when planning their trip.  While traveling, these 
visitors most often relied on their own experience, books, and magazines for information. 
 

Table 10:  When Accessed Sources of Information about Hawai‘i – Canada, 2012 

Before 

the trip

During  

the trip

After  

the trip

Personal experience 62.5% 33.1%

Books 41.9% 30.6% 4.5%

Magazines 22.3% 29.9% 2.0%

Information from hotels or resorts 50.7% 25.5%

Companies specializing in packaged tours 19.7% 23.9%

Recommendations from friends or relatives 61.8% 23.1%

Online webpage or blog covering Hawai ‘i 53.8% 19.1% 3.7%

Smartphone or tablet applications relevant to your trip 17.1% 16.1% 1.4%

Newspapers 6.5% 15.4% 0.9%

Hawai„i visitor bureaus website 32.8% 11.5% 3.1%

Online travel booking site 62.8% 10.3% 1.4%

Online social networking site 12.6% 6.9% 2.0%

Information from airline/commercial carriers 51.3% 5.2%

Travel Agents 34.9% 4.1%  
 

Japanese visitors were more likely than were U.S. visitors to rely on travel agents to provide 
information about Hawai„i prior to their trip.  Magazines, books, and online webpages or blogs 
were used by most of these visitors to plan their trip.   
 
During the trip, visitors from Japan typically used magazines, books, and hotels or resorts to 
access information about Hawai„i.  Visitors from Japan were more likely than were U.S. visitors 
to seek additional information about Hawai„i after their trip, most often referring to magazines 
(7%), books (5.9%), and online webpages or blogs (6.8%). 
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Table 11:  When Accessed Sources of Information about Hawai‘i – Japan, 2012 
 

Before 

the trip

During  

the trip

After  

the trip

Magazines 56.2% 25.4% 7.0%

Information from hotels or resorts 24.8% 20.8%

Books 50.7% 18.3% 5.9%

Travel Agents 64.8% 11.2%

Personal experience 40.6% 9.1%

Companies specializing in packaged tours 26.8% 8.4%

Online webpage or blog covering Hawai ‘i 47.3% 7.6% 6.8%

Smartphone or tablet applications relevant to your trip 10.7% 7.1% 2.4%

Recommendations from friends or relatives 34.4% 6.4%

Information from airline/commercial carriers 26.3% 5.6%

Online travel booking site 38.0% 2.9% 1.7%

Newspapers 4.4% 2.9% 1.1%

Hawai„i visitor bureaus website 23.0% 1.9% 2.2%

Online social networking site 6.8% 1.8% 1.2%  
 

Similar to Japanese, a high percentage of visitors from Europe also used travel agents (65%) as 
their primary source of information.  Six out of ten European visitors planned their trip based on 
information obtained from books, online webpages, and travel booking sites, and hotels or 
resorts.  Books, magazines, and information provided by hotels and resorts served as key 
information sources during their trips, as well.  European visitors were most likely to seek 
information about Hawai„i after their trip, with 8.9 percent reading books about Hawai„i. 
 

Table 12:  When Accessed Sources of Information about Hawai‘i – Europe, 2012 
 

Before 

the trip

During  

the trip

After  

the trip

Books 60.8% 39.5% 8.9%

Information from hotels or resorts 57.5% 29.7%

Magazines 18.8% 29.3% 1.7%

Personal experience 46.2% 27.6%

Recommendations from friends or relatives 52.5% 21.2%

Smartphone or tablet applications relevant to your trip 18.8% 21.1% 1.9%

Online webpage or blog covering Hawai ‘i 58.5% 19.4% 3.8%

Newspapers 5.6% 18.4% 0.6%

Companies specializing in packaged tours 27.4% 15.2%

Information from airline/commercial carriers 50.7% 13.6%

Online travel booking site 58.4% 12.7% 1.3%

Hawai„i visitor bureaus website 36.1% 11.2% 1.4%

Travel Agents 62.5% 7.9%

Online social networking site 15.7% 6.5% 2.3%  
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Oceania visitors were more likely (69.3%) than European visitors to use a travel agent when 
planning their trip.  Recommendations from family and friends and information provided by 
hotels and resorts were important planning tools for more than half of these visitors.  Information 
from hotels or resorts sources was also used during the trip by more than half of Oceania 
visitors.  Oceania visitors also sought information about Hawai„i from companies specializing in 
packaged tours (20.5%) during their visit. 
 

Table 13:  When Accessed Sources of Information about Hawai‘i – Oceania, 2012 
 

Before the 

trip

During  

the trip

After  

the trip

Information from hotels or resorts 51.0% 36.3%

Companies specializing in packaged tours 18.3% 20.5%

Magazines 18.0% 17.3% 1.1%

Personal experience 40.8% 14.9%

Smartphone or tablet applications relevant to your trip 8.7% 11.0% 1.4%

Information from airline/commercial carriers 43.7% 9.3%

Hawai„i visitor bureaus website 26.4% 9.1% 0.3%

Recommendations from friends or relatives 53.8% 9.0%

Online webpage or blog covering Hawai ‘i 44.7% 8.8% 2.5%

Newspapers 10.9% 7.0% 0.1%

Online travel booking site 46.6% 6.7% 0.8%

Books 21.7% 6.6% 3.6%

Travel Agents 69.3% 5.9%

Online social networking site 11.7% 4.4% 1.5%

 

WAYS VISITORS USE SOURCES OF INFORMATION  
 

Visitors to Hawai„i use a wide variety of resources to plan their trip.  VSAT 2012 gathered information 

on 14 different uses for 14 information sources for visitors from six MMAs.  In this section, we 

present a reduced set of information covering five important information sources, for all 14 

information uses for those six MMAs.  Additional information is published in the companion volume.  

 

The Internet is the dominant source of trip planning information across all MMAs and types of 

information.  Among all visitors, the Internet was the primary source for all types of information.  

Smartphone and tablet apps were frequently used to access maps and directions (20.1%), check the 

weather (22.1%), and locate restaurants (11.1%).  Visitors relied on guidebooks primarily for maps 

(21%), planning activities (20.6%), and finding places to shop (23.2%) or eat (26.2%).  

Recommendations from friends and family were important to many visitors when selecting their 

travel destination (29%) and planning their activities (27.5%).  

 

Visitors from Japan were unique from among all our visitors for their tendency to seek input from a 

travel agent.  They used travel agents more often than Internet resources for certain aspects of their 

trip planning, such as selecting the destination (46.7%), choosing an airline (52.5%), estimating trip 

costs (49%), and when making airline (58.2%) and hotel reservations (55.4%).  
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Table 14:  How Sources of Information Were Used by MMA, 2012 
 

US-West US-East Canada Japan Europe Oceania All MMAs

Accessing maps and directions / GPS

Internet 29.7% 30.4% 33.9% 24.8% 32.8% 31.7% 29.1%

Guide Books 12.8% 14.7% 26.2% 43.0% 17.6% 12.5% 21.0%

Mobile Phone, Tablet Apps 26.9% 25.0% 12.1% 6.7% 11.3% 10.1% 20.1%

Friends,Family 7.0% 9.3% 8.3% 7.1% 5.5% 3.7% 7.4%

Travel Agent 1.7% 3.4% 3.8% 9.2% 2.6% 5.2% 4.1%

Airport check-in

Internet 56.5% 54.5% 53.3% 22.1% 43.7% 31.6% 46.8%

Travel Agent 4.0% 8.0% 12.6% 33.4% 19.1% 27.4% 13.2%

Mobile Phone, Tablet Apps 7.7% 9.7% 3.8% 0.9% 5.6% 3.7% 6.1%

Friends,Family 2.8% 4.5% 3.6% 4.0% 3.5% 2.3% 3.5%

Guide Books 0.0% 0.1% 0.2% 4.3% 0.9% 0.1% 1.0%

Checking the weather

Internet 43.5% 43.0% 54.9% 35.8% 58.1% 44.0% 42.5%

Mobile Phone, Tablet Apps 26.8% 28.9% 16.5% 8.8% 15.0% 20.1% 22.1%

Friends,Family 3.4% 4.6% 2.3% 2.0% 3.5% 0.8% 3.2%

Guide Books 1.0% 0.9% 2.3% 4.2% 3.1% 1.9% 1.8%

Travel Agent 0.7% 1.0% 2.1% 3.6% 1.5% 0.8% 1.5%

Choosing an airline

Internet 60.9% 56.6% 60.7% 22.4% 39.7% 30.2% 49.6%

Travel Agent 11.0% 17.7% 22.2% 52.5% 47.8% 58.5% 25.0%

Friends,Family 10.4% 9.8% 8.1% 7.5% 4.2% 7.0% 9.3%

Mobile Phone, Tablet Apps 0.8% 0.6% 0.5% 0.4% 0.9% 0.0% 0.6%

Guide Books 0.2% 0.3% 0.6% 1.0% 0.6% 0.1% 0.4%

Deciding on your vacation destination

Internet 34.4% 29.3% 44.5% 22.7% 41.5% 30.4% 31.1%

Friends,Family 30.3% 35.8% 34.9% 19.3% 26.9% 25.1% 29.0%

Travel Agent 6.7% 11.4% 14.3% 46.7% 29.6% 38.5% 18.9%

Guide Books 3.9% 6.9% 8.2% 11.7% 14.4% 5.9% 6.8%

Mobile Phone, Tablet Apps 1.2% 0.7% 1.1% 1.0% 1.3% 0.8% 1.0%

Estimating the costs of your trip

Internet 38.1% 39.2% 47.1% 15.2% 38.7% 42.2% 33.7%

Travel Agent 6.2% 12.0% 9.5% 49.0% 29.5% 35.9% 19.0%

Friends,Family 8.5% 11.9% 9.5% 6.3% 6.8% 3.3% 8.6%

Guide Books 2.0% 3.0% 3.2% 1.8% 3.8% 2.9% 2.3%

Mobile Phone, Tablet Apps 1.0% 0.9% 0.8% 0.3% 1.5% 1.1% 0.8%

Finding places to shop

Travel Agent 1.3% 3.7% 3.6% 7.1% 1.9% 3.7% 3.4%

Internet 22.3% 22.7% 29.1% 31.6% 28.4% 36.3% 25.5%

Friends,Family 20.3% 22.6% 20.3% 14.6% 16.3% 28.8% 19.8%

Guide Books 13.8% 16.1% 24.5% 47.9% 22.7% 20.7% 23.2%

Mobile Phone, Tablet Apps 9.6% 8.1% 3.9% 4.8% 6.2% 2.3% 7.5%

Major Market Areas
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Table 14:  How Sources of Information Were Used by MMA, 2012 (continued) 

US-West US-East Canada Japan Europe Oceania All MMAs

Finding restaurants

Internet 33.7% 33.2% 35.5% 29.8% 35.8% 31.5% 32.7%

Friends,Family 32.0% 31.9% 27.3% 14.7% 21.5% 27.7% 27.4%

Guide Books 19.6% 21.9% 29.9% 42.0% 29.2% 26.0% 26.2%

Mobile Phone, Tablet Apps 14.8% 13.6% 5.7% 4.2% 6.6% 3.8% 11.1%

Travel Agent 2.4% 5.6% 3.5% 11.8% 5.5% 3.7% 5.4%

Making airline reservations

Internet 65.1% 59.1% 61.4% 21.1% 40.7% 31.6% 51.8%

Travel Agent 12.0% 19.1% 23.8% 58.2% 46.9% 63.0% 27.3%

Friends,Family 7.4% 7.9% 5.6% 4.5% 1.9% 3.2% 6.5%

Mobile Phone, Tablet Apps 1.6% 1.4% 0.6% 0.2% 1.1% 0.1% 1.1%

Guide Books 0.0% 0.2% 0.2% 0.3% 0.7%  0.1%

Making car rental reservations

Internet 52.2% 45.6% 52.2% 10.8% 35.2% 20.1% 39.8%

Travel Agent 10.7% 12.1% 13.0% 5.0% 16.9% 8.9% 9.9%

Friends,Family 7.1% 6.9% 6.7% 2.4% 5.4% 1.4% 5.7%

Mobile Phone, Tablet Apps 1.6% 1.1% 0.6% 0.1% 2.3% 0.7% 1.1%

Guide Books 0.8% 0.7% 0.7% 0.8% 0.8% 2.1% 0.8%

Making hotel or other lodging reservations

Travel Agent 11.2% 17.6% 18.2% 55.4% 40.4% 52.8% 25.2%

Internet 48.4% 47.1% 58.1% 20.9% 42.9% 37.0% 41.8%

Friends,Family 15.4% 17.1% 14.7% 6.4% 7.2% 9.2% 13.3%

Guide Books 1.4% 2.4% 3.0% 1.7% 4.4% 1.3% 1.8%

Mobile Phone, Tablet Apps 1.4% 1.3% 0.8% 0.4% 2.9% 0.5% 1.1%

Planning activities

Internet 40.8% 42.4% 46.1% 23.2% 45.8% 45.3% 37.7%

Friends,Family 31.2% 34.4% 29.1% 13.1% 22.2% 31.3% 27.5%

Guide Books 19.7% 22.4% 28.1% 19.7% 30.9% 12.1% 20.6%

Travel Agent 4.3% 9.2% 6.2% 25.5% 14.7% 21.8% 11.2%

Mobile Phone, Tablet Apps 5.1% 5.2% 3.9% 1.7% 3.6% 1.1% 4.1%

Purchasing any tour or attraction packages

Internet 21.1% 27.0% 27.7% 18.7% 25.8% 25.7% 22.5%

Travel Agent 7.0% 13.7% 11.5% 35.0% 18.9% 29.6% 16.2%

Guide Books 7.5% 8.1% 12.9% 8.7% 8.8% 9.6% 8.3%

Friends,Family 6.7% 11.6% 8.4% 6.1% 8.4% 5.9% 7.7%

Mobile Phone, Tablet Apps 2.8% 2.6% 1.4% 0.6% 1.5% 1.9% 2.1%

Other trip planning

Internet 0.9% 1.1% 1.0% 1.5% 1.5% 0.4% 1.1%

Friends,Family 0.6% 0.4% 0.4% 0.9% 0.1% 0.1% 0.6%

Travel Agent 0.3% 0.1% 0.5% 1.5% 0.8% 0.3% 0.5%

Guide Books 0.0% 0.2% 0.1% 1.0% 1.7%  0.3%

Mobile Phone, Tablet Apps 0.1% 0.1% 0.1% 0.2% 0.1% 0.0% 0.1%

Major Market Areas
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7. SAFETY ISSUES & NUISANCES  
 

The safety of Hawai„i‟s visitors is vitally important to the State and industry partners.  Therefore, the 

2012 survey asked visitors if they experienced any adversity or safety issues during their stay.  The 

majority of visitors to Hawai„i (56%) did not encounter any nuisances or safety issues during their 

stay in the islands.   
 

Several response options were introduced in the 2012 survey to allow for a more detailed 

understanding of the issues encountered by visitors to the State.  The response option “seeing 

homeless persons” was among those.   
 

The top issue identified by visitors from all regions was seeing homeless persons.  Visitors from 

Europe (48.3%) and the U.S. East (47.4%) were most likely to report seeing homeless persons as 

an issue.  Visitors from U.S. West were least likely to mention it (37%). 

 

Table 15:  Safety Issues and Other Nuisances by MMA, 2012 
 

 

US-West US-East Canada Japan Europe Oceania All MMAs

Seeing homeless 36.9% 47.4% 44.4% 46.3% 48.3% 47.2% 42.3%

Severe weather/natural calamities/windy 9.5% 12.1% 14.6% 5.2% 8.8% 4.5% 9.3%

Service problems 3.2% 2.8% 5.5% 8.2% 6.0% 4.3% 4.4%

Received parking or other auto violations 2.0% 3.8% 1.2% 3.4% 2.7% 0.1% 2.6%

Solicited by drug dealers 2.7% 2.5% 3.6% 1.5% 6.6% 3.7% 2.5%

Verbal harassment 2.9% 2.5% 2.1% 1.2% 2.7% 4.6% 2.4%

Car was vandalized/robbed 1.6% 1.1% 1.0% 0.6% 0.2% 0.0% 1.2%

Wallet/purse/valuables stolen 0.7% 1.8% 1.6% 1.3% 0.7% 1.2% 1.2%

Solicited by prostitutes 0.7% 1.9% 1.7% 0.8% 1.1% 1.1% 1.1%

Physical violence/harm/harassment 0.3% 0.5% 0.4% 0.2% 0.2% 0.1% 0.3%

Room was vandalized/robbed 0.1% 0.2% 0.5% 0.3% 0.1% 0.1% 0.2%

Other negative 10.4% 8.6% 11.8% 6.2% 8.7% 6.3% 9.0%

No negatives 59.2% 54.9% 61.6% 46.7% 67.3% 63.9% 56.1%

Major Market Areas

 

 Compared to visitors from other markets, Japanese visitors reported more issues with the level 

of service they received during their trip (8.2%). 
 

 With the addition of “Windy” to the severe weather or natural calamities response option, a 

larger percentage of visitors noted that the weather was a problem in 2012 than in 2011 (9.3% 

vs. 5.8%).  
 

 A higher percentage of U.S. East (3.8%) respondents received parking tickets compared to 

other visitor groups.  The percentage of U.S. East visitors who reported receiving a parking 

ticket doubled from 2011 to 2012. 
 

 Visitors from Europe were most likely to report that they had no negative experiences while 

they were here (67%), but they were more than twice as likely as other groups to report that 

they had been solicited by drug dealers (6.6% vs. 2.5%). 
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 Visitors from Oceania were also quite likely to report that they had no negative experiences 

to report (64%), but were they most likely group to have reported being verbally harassed 

during their trip to Hawai‟i (4.6%). 

 

8. VISITOR PROFILES  
 

To assist users of this report, we include here a brief description of the characteristics of visitors to 

Hawai„i in 2012.   

LIFESTYLE/LIFESTAGE SEGMENTS AND VISITATION STATUS  
 

The lifestyle/lifestage of our visitors was developed by the Hawai„i Visitor and Conventions Bureau in 

the last decade. It uses information from several sources within VSAT and other surveys to classify 

each VSAT respondent as one of the five lifestyles and lifestages shown in the table below. 

 

Table 16:  Lifestyle/Lifestage Segments and Visitation Status by MMA, 2012 
 

  

US-West US-East Canada Japan Europe Oceania All MMAs

LIFESTYLE/LIFESTAGE

Wedding / Honeymoon 1.7% 5.0% 3.0% 11.5% 13.8% 4.2% 4.8%

Family 23.9% 16.8% 26.7% 17.8% 7.5% 25.8% 21.0%

Young 17.7% 28.1% 21.9% 25.8% 30.4% 31.6% 22.8%

Middle Age 31.3% 29.4% 26.2% 27.5% 25.4% 22.9% 29.3%

Seniors 25.4% 20.7% 22.2% 17.3% 22.9% 15.6% 22.0%

VISITATION STATUS

First time 18.5% 41.8% 35.6% 41.9% 70.8% 56.1% 32.2%

Repeat 81.5% 58.2% 64.4% 58.1% 29.2% 43.9% 67.8%

Major Market Areas

 Total may not sum to 100% due to rounding. 

 

U.S. West and U.S. East  
 

 As was found in 2011, Middle Age represented the largest segment among both U.S. West 

(31.3%) and U.S. East (29.4%) respondents in 2012.  Seniors (25.4%) accounted for the second 

largest segment of U.S. West respondents, while Young (28.1%) was more common among 

visitors from U.S. East.  

 The majority of U.S. visitors were Repeat Visitors, with 81.5 percent of U.S. West and 58.2 

percent of U.S. East visitors having traveled to Hawai„i. 

Japan 
 

 In 2012, more than half of Japanese respondents were in the Young (25.8%) and Middle Age 

(27.5%) segments. 

 The Wedding/Honeymoon segment accounted for 11.5 percent of visitors from Japan.  

 A similar percentage of visitors were in the Family (17.8%) and Senior (17.3%) lifestages.  

 Three out of five visitors from Japan (58.1%) were Repeat Visitors.  



2012 VSAT Report Page 49 

 

Canada  
 

 Visitors from Canada were most evenly distributed across the various lifestyle/lifestage 

segments in 2012.  Family (26.7%) and Middle Age (26.2%) accounted for a slightly larger 

percentage of visitors than Young (21.9%) and seniors (22.2%).  

 In 2012, there were approximately twice as many Repeat Visitors (64.4%) as First-time Visitors 

(35.6%).  

Europe  
 

 Approximately 30 percent of European respondents were Young (30.4%) and one-quarter were 

Middle Age (25.4%).  Seniors accounted for 22.9 percent of European visitors. 

 The largest percentage of Wedding/Honeymoon visitors (13.8%) was found among visitors from 

Europe. 

 The majority of European respondents (70.8%) were first-timer visitors.  

Oceania  

 
 Respondents from Oceania were most often in the Young (31.6%) or Family (25.8%) segments. 

 Seniors only accounted for 15.6 percent of Oceania visitors. 

 More than half of Oceania respondents (56.1%) were first-timer visitors.  
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EMPLOYMENT, INCOME & EDUCATION  
 

Table 17:  Employment, Income, and Education by MMA, 2012 
 

  

US-West US-East Canada Japan Europe Oceania All MMAs

EMPLOYMENT

Working 73.6% 74.4% 75.9% 42.4% 81.2% 83.6% 70.5%

Retired 22.8% 21.8% 21.6% 31.6% 15.9% 13.4% 23.1%

Homemaker 3.6% 3.8% 2.6% 26.0% 2.9% 3.0% 6.4%

INCOME

Under $50K 11.8% 11.9% 10.6% 29.0% 27.3% 17.3% 15.8%

$50K-$69,999 13.4% 11.8% 10.3% 19.9% 15.3% 9.1% 14.1%

$70K-$99,999 19.6% 17.1% 23.5% 26.8% 21.3% 12.3% 20.6%

$100K-$199,999 35.0% 37.9% 39.3% 23.5% 27.1% 47.1% 33.8%

$200K+ 20.2% 21.3% 16.3% 0.8% 9.0% 14.3% 15.7%

EDUCATION

High school or less 5.7% 9.7% 12.6% 28.9% 19.8% 25.1% 12.8%

Post high school 27.7% 23.0% 32.0% 27.3% 26.7% 32.6% 27.0%

College graduate 37.6% 32.7% 30.8% 38.8% 22.9% 27.1% 35.6%

Post graduate degree 29.0% 34.6% 24.6% 5.1% 30.6% 15.1% 24.7%

Major Market Areas

Totals may not sum to 100% due to rounding. 

U.S. West  
 

 Close to three-quarters of U.S. West respondents (73.6%) were working in 2012.  Approximately 

23 percent of U.S. West visitors were retirees.  

 Fifty-five percent of U.S. West respondents reported annual household incomes of more than 

$100,000.  

 Sixty-six percent of U.S. West visitors had some college or college degrees.  

U.S. East  
 

 Much like the U.S. West visitors, the majority of U.S. East respondents in 2012 were working 

(74.4%) or retired (21.8%).   

 In 2012, 59.2 percent of U.S. East respondents reported having annual household incomes of 

$100,000 or more.  

 An approximately equal number of respondents had either a college degree (32.7%) or a post-

graduate degree (34.6%).  An additional 23 percent reported some college education.   

Japan  
 

 In 2012, 42.4 percent of respondents from Japan were working, which was down from 58.9 

percent in 2011.  Similar to previous years, there were significantly more homemakers (26%) 

compared to the U.S. West, U.S. East, Canadian, European and Oceania markets.  

 Among Japanese respondents who visited Hawai‟i, 24.3 percent reported annual household 

incomes of 15 million yen or more.  
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 Visitors from Japan in 2012 were more likely than visitors from any other MMA to have obtained 

a college degree (38.8%).  The percentage of respondents with post-graduate degrees, 

however, was significantly lower (5.1%) than for any other market.    

Canada  
 

 The employment, income, and education profile for Canadian respondents in 2012 was very 

similar to that of U.S. visitors.  Approximately three-quarters were working (75.9%) and 21.6 

percent were retirees. 

 Four out of ten Canadian respondents reported income levels between $100,000 and $199,999 

(39.3%), while 16.3 percent reported annual household income of $200,000 or more.  

 One of three of the respondents had some college education and 30.8 percent had earned a 

college degree.  One-quarter of the Canadian visitors had postgraduate degrees (24.6%).  

Europe  
 

 The majority of European respondents 2012 were working (81.2%), while 15.9 percent were 

retired.  The remainder of the respondents were homemakers (2.9%).  

 More than one-quarter earned less than $50,000 per year.  An additional 36.6 percent earned 

between $50,000 and $99,999 per year.  Only 9 percent of these respondents hand an annual 

household income of $200,000 or more. 

 Three out of ten European respondents had a post-graduate degree, and another 22.9 percent 

had earned a college degree.   

Oceania  
 

 Respondents from Oceania were most likely among all the MMAs to be working (83.6%).  

Among those who were not employed, 13.4 percent were retired and three percent were 

homemakers. 

 The majority of respondents from Oceania in 2011 were working (72.4%) while 20.9 percent 

were retired.  Homemaker and/or students comprised 4.6 percent of the respondents.  

 The majority of Oceania respondents had annual household incomes between $100,000 and 

$199,999 (47.1%).  Another 14.3 percent earned over $200,000 annually and 17.3 percent 

reported less than $50,000 in income annually. 

 One-third of Oceania respondents in 2012 had some college education (32.6%) and 27.1 

percent were college graduates.  Approximately 15 percent of these respondents (15.1%) had a 

post-graduate degree.  
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OTHER VISITOR CHARACTERISTICS  
 
Visitors were also asked about their traveling companions, travel history, if they had ever been a 
resident of Hawai„i, had friends or relatives living in the State, and whether they own property in 
Hawai„i.   Across all visitor segments, the majority of Hawai„i visitors have traveled within the 
past three years (81.8%) and were taking their current trip with their spouses.  About one-
quarter of visitors have friends or relatives living in Hawai„i (26.3%), but very few had ever been 
Hawai„i residents themselves (4.4%). 
 

U.S. West  
 

 There were more females (51.5%) than males (48.5%) among visitors from the U.S. West in 

2012.  The median age was 42 years old, down from a median of 54 years in 2011.  

 Most of the U.S. West respondents (86.3%) had traveled on vacation more than 500 miles from 

home in the past three years.  The average number of trips made by members of this segment 

was 5.9 during that same period.  

 Similar to 2011, more than half had visited California (50.6%), 40.5 percent visited Las Vegas, 

and 32.2 percent had been to Europe in the last three years.  One in four U.S. West visitors who 

had traveled recently had been to Mexico (25.5%).  

 More than half of these respondents had friends or relatives in Hawai„i (52.2%; +3 percentage 

points from 2011) and 12.3 percent were previous Hawai„i residents (+2.7 percentage points 

from 2011).  They were the most likely visitor segment to own property in Hawai„i (13.6%). 

 Consistent with previous years, 2012 U.S. West respondents traveled to the islands with their 

spouses (68.2%), with other adult family members (30.3%), and with children (26.3%).  

Additionally, 20.2 percent of U.S. West visitors came with friends/business associates.  

 While on O„ahu, U.S. West visitors in 2012 stayed primarily in hotels (55.1%), as opposed to 

other types of accommodation.  While on Kaua„i, a higher proportion of U.S. West visitors stayed 

in timeshare properties (31.9%).  A similar proportion of U.S. West visitors stayed in hotels 

(30.3%) and in condominium units (33.2%) while on Maui.  While visiting the Big Island, these 

visitors chose to stay in hotels in Kona and at the homes of family or friends. 

U.S. East  
 

 Just over half of the U.S. East visitors who responded to the 2012 survey were female (51.8%).  

Down from 53 the previous year, the median age for this visitor segment in 2012 was 42 years.  

 The majority of the U. S. East respondents had taken a long distance trip of more than 500 miles 

from their homes in the past three years (82.8%; +5 percentage points from 2011).  They have 

made 5.7 trips, on average, during that time. 

 Notable percentages of U.S. East visitors in 2012 had traveled to Florida (51.2%), California 

(43%), Las Vegas (33.4%), Europe (33.8%), and/or the Caribbean (32.7%) in the past three 

years.  

 Fewer U.S. East as U.S. West visitors previously lived in Hawai„i (6.9%), have friends and 

relatives who live in Hawai„i (36%) or own property in Hawai„i (8.5%). 

 Similar to 2010, U.S. East respondents in 2012 also came to Hawai„i with their spouses (73.2%) 

and with other adult family members (30.4%).  A higher percentage came with friends/business 

associates (19.4%) compared to children (21.0%).  
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Table 18:  Visitor Characteristics by MMA, 2012 
 

  

US-West US-East Canada Japan Europe Oceania All MMAs

Gender

Male 48.5% 48.2% 47.3% 48.4% 48.0% 48.1% 48.1%

Female 51.5% 51.8% 52.7% 51.6% 52.0% 51.9% 51.9%

Age

18-24 yrs 3.2% 3.5% 3.0% 3.8% 5.5% 4.0% 3.5%

25-34 yrs 13.6% 14.1% 13.7% 20.1% 27.0% 13.9% 15.6%

35-44 yrs 17.2% 17.3% 17.2% 18.9% 22.3% 17.3% 17.8%

45-54 yrs 24.0% 23.0% 26.8% 17.3% 19.2% 26.2% 22.2%

55-64 yrs 25.4% 25.4% 25.8% 26.2% 15.2% 24.2% 25.4%

65+ yrs 16.6% 16.8% 13.5% 13.6% 10.6% 14.4% 15.5%

Traveled 500+ miles in past 3 years

Yes 86.3% 82.8% 90.1% 67.7% 86.9% 84.6% 81.8%

No 13.7% 17.2% 9.9% 32.3% 13.1% 15.4% 18.2%

Lived in Hawaii 

yes 12.3% 6.9% 2.0% 1.5% 2.3% 1.4% 4.4%

no 87.7% 93.1% 98.0% 98.5% 97.7% 98.6% 95.6%

Friends/Relatives in Hawaii

yes 52.1% 36.0% 18.2% 17.9% 18.9% 12.1% 26.3%

no 47.9% 64.0% 81.8% 82.1% 81.1% 87.9% 73.7%

Own Property in Hawaii

Yes, I own timeshare units 7.5% 6.1% 5.4% 11.0% 0.5% 1.4% 6.2%

Yes, I own other types of property 6.1% 2.4% 2.4% 0.7% 0.8% 0.6% 2.2%

No, but I plan to in the future 11.9% 8.4% 9.3% 12.0% 4.6% 2.9% 9.2%

No 74.5% 83.1% 82.9% 76.3% 94.1% 95.1% 82.4%

Traveled to Hawaii with…

My spouse 68.2% 73.2% 79.1% 68.8% 61.7% 73.3% 71.1%

My kids 26.3% 21.0% 32.9% 20.2% 15.4% 27.3% 23.7%

My adult family members 30.3% 30.4% 38.6% 31.8% 18.7% 27.5% 30.6%

My friends/associates 20.2% 19.4% 26.3% 19.0% 23.9% 25.2% 21.7%

My girl/boy friend 9.3% 7.0% 8.9% 2.7% 23.9% 9.2% 8.7%

Same sex partner 2.3% 2.7% 1.8% 0.2% 3.7% 2.2% 1.9%

Major Market Areas

Total for “Traveled to Hawai`i with…” sums to more than 100% due to multiple response. 
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Table 19:  Competitive Destinations by MMA, 2012 
 

  

US-West US-East Canada Japan Europe Oceania All MMAs

Traveled to…

Alaska 16.3% 10.8% 10.0% 0.5% 4.5% 8.5% 7.9%

Australia 6.3% 4.5% 8.8% 6.3% 18.5% 56.5% 12.1%

Bali 1.5% 0.8% 2.0% 5.9% 8.1% 18.1% 4.8%

California 50.6% 43.0% 41.7% 5.5% 52.0% 48.8% 36.3%

Canada 22.8% 18.9% 55.8% 3.5% 21.7% 24.4% 24.2%

Caribbean 16.8% 32.7% 32.3% 0.6% 21.5% 7.3% 18.6%

Central America 7.0% 7.4% 9.4% 0.7% 10.0% 5.0% 6.0%

China 6.0% 4.1% 8.5% 16.9% 10.6% 11.9% 10.3%

Europe 32.2% 33.8% 42.7% 20.8% 81.5% 39.2% 39.2%

Fiji 1.8% 0.9% 1.6% 0.5% 2.2% 17.5% 2.4%

Florida 23.3% 51.2% 31.5% 1.9% 30.3% 15.1% 25.4%

Guam/Saipan 0.6% 0.3% 0.3% 15.0% 0.3% 0.9% 4.5%

Japan 5.2% 3.3% 4.4% 51.2% 8.0% 8.3% 18.7%

Korea 1.5% 1.1% 1.9% 27.0% 2.7% 2.3% 9.0%

Las Vegas 40.5% 33.4% 40.3% 4.5% 39.2% 41.3% 30.0%

Mexico 25.5% 21.1% 36.9% 1.1% 12.1% 8.0% 17.7%

New York City 24.1% 30.9% 22.6% 4.6% 41.4% 35.0% 23.2%

New Zealand 4.3% 2.4% 4.4% 1.8% 10.2% 36.0% 6.5%

None 5.4% 5.5% 3.5% 9.2% 3.4% 4.0% 5.8%

Other 15.2% 14.6% 17.6% 12.9% 26.4% 15.0% 16.2%

Other Asia 5.4% 4.3% 7.6% 15.0% 19.4% 20.3% 11.2%

Other US States 59.5% 60.0% 53.2% 13.1% 42.1% 41.5% 43.6%

South America 6.4% 6.7% 8.2% 1.0% 12.9% 5.5% 6.0%

Thailand 4.0% 2.3% 5.0% 7.8% 18.4% 20.5% 8.0%

Major Market Areas
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Table 20:  Accommodations by MMA, 2012 
 

  

US-West US-East Canada Japan Europe Oceania All MMAs

Accommodation- Oahu

Hotel 55.1% 66.7% 62.1% 77.6% 75.8% 87.4% 73.1%

Condo 7.3% 3.9% 11.3% 10.4% 4.8% 4.3% 7.8%

Bed & Breakfast 0.5% 0.7% 0.3% 0.1% 2.8% 0.3% 0.6%

Timeshare 7.1% 5.6% 6.7% 8.8% 1.2% 1.1% 6.0%

Friends' or Family's Home 19.7% 12.3% 5.2% 1.8% 6.0% 1.7% 5.8%

Home I Own 0.3% 0.3% 0.6% 0.3% 0.4%  0.3%

Cruise Ship 0.9% 2.7% 3.2% 0.2% 1.3% 1.2% 1.3%

Vacation Rental Property 6.9% 5.3% 7.8% 0.5% 3.8% 3.0% 3.4%

Other 2.3% 2.4% 2.8% 0.3% 3.9% 0.9% 1.7%

Accommodation- Maui

Hotel 30.3% 42.2% 21.8% 65.9% 55.3% 57.0% 41.1%

Condo 33.2% 17.7% 41.0% 17.4% 17.1% 15.9% 25.2%

Bed & Breakfast 1.5% 1.8% 1.1% 0.8% 6.7% 1.9% 3.0%

Timeshare 14.1% 12.3% 8.5% 3.8% 2.0% 3.2% 7.9%

Friends' or Family's Home 6.7% 4.2% 2.6% 2.3% 5.0% 2.6% 4.3%

Home I Own 1.2% 0.4% 0.8%  0.1% 0.3% 0.5%

Cruise Ship 1.5% 12.9% 8.9% 8.3% 3.0% 13.3% 7.1%

Vacation Rental Property 9.4% 7.4% 13.2% 1.5% 7.1% 4.2% 8.6%

Other 2.2% 1.1% 2.1%  3.6% 1.6% 2.2%

Accommodation- Molokai

Hotel 12.9% 24.6% 11.1%  22.9% 16.7% 18.1%

Condo 29.4% 20.4% 29.2% 66.7% 16.7% 5.6% 24.4%

Bed & Breakfast 2.4% 6.7% 2.8%  10.4%  4.6%

Timeshare 4.8% 3.3% 5.6%  2.1%  4.0%

Friends' or Family's Home 19.0% 12.1% 2.8%  8.3%  13.0%

Home I Own 4.8% 4.6% 2.8%    4.0%

Cruise Ship 0.8% 10.0% 13.9% 33.3% 16.7% 72.2% 9.2%

Vacation Rental Property 22.2% 15.0% 27.8%  14.6% 5.6% 18.9%

Other 3.6% 3.3% 4.2%  8.3%  3.8%

Accommodation- Lanai

Hotel 74.4% 74.6% 56.5% 42.9% 44.7% 21.1% 67.7%

Condo 2.4% 0.9% 1.4%  2.6%  1.5%

Bed & Breakfast 1.8% 1.3% 2.9% 14.3%  5.3% 1.9%

Timeshare  1.3%  14.3% 2.6%  0.9%

Friends' or Family's Home 12.2% 3.9% 2.9%  2.6%  6.0%

Home I Own 0.6% 0.9%     0.6%

Cruise Ship 1.2% 13.4% 30.4% 28.6% 34.2% 73.7% 15.7%

Vacation Rental Property 4.3% 1.3% 1.4%  2.6%  2.3%

Other 3.0% 2.6% 4.3%  10.5%  3.4%

Major Market Areas
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Table 20:  Accommodations by MMA, 2012 (continued) 
 

  

US-West US-East Canada Japan Europe Oceania All MMAs

Accommodation- Hilo

Hotel 19.6% 24.9% 22.7% 61.9% 41.9% 27.2% 29.1%

Condo 3.1% 1.5% 4.0% 3.1% 4.9% 2.9% 3.2%

Bed & Breakfast 7.7% 10.0% 12.8% 4.1% 22.8% 12.6% 12.8%

Timeshare 3.1% 2.5% 2.7% 7.2% 0.6% 1.0% 2.4%

Friends' or Family's Home 33.6% 15.6% 6.2% 6.2% 3.4% 5.8% 13.9%

Home I Own 2.9% 0.3% 0.5% 3.1% 0.6% 1.0% 1.1%

Cruise Ship 2.6% 23.4% 25.7% 11.3% 8.7% 42.7% 16.5%

Vacation Rental Property 18.8% 13.7% 16.5%  6.8% 1.9% 12.5%

Other 8.6% 8.0% 8.9% 3.1% 10.4% 4.9% 8.4%

Accommodation- Kona

Hotel 36.3% 43.2% 26.1% 63.7% 59.9% 51.1% 43.0%

Condo 18.6% 11.7% 21.2% 12.6% 9.0% 7.5% 14.8%

Bed & Breakfast 2.5% 2.2% 2.4% 0.5% 10.0% 4.3% 3.6%

Timeshare 12.6% 12.3% 13.2% 14.8% 1.2% 3.8% 10.5%

Friends' or Family's Home 10.5% 5.0% 3.6% 2.1% 3.5% 2.2% 4.7%

Home I Own 1.4% 1.1% 1.7% 0.7% 0.3%  1.1%

Cruise Ship 2.2% 15.5% 9.0% 2.4% 5.5% 23.7% 8.9%

Vacation Rental Property 13.5% 7.6% 19.1% 1.4% 6.1% 6.5% 10.7%

Other 2.3% 1.5% 3.6% 1.7% 4.6% 1.1% 2.8%

Accommodation- Kauai

Hotel 19.7% 33.7% 17.1% 46.0% 57.4% 26.8% 30.9%

Condo 21.0% 11.9% 24.4% 15.9% 10.7% 16.3% 17.1%

Bed & Breakfast 0.4% 1.1% 0.9% 3.2% 6.7% 2.0% 2.0%

Timeshare 31.9% 23.4% 23.7% 11.1% 3.3% 9.2% 20.2%

Friends' or Family's Home 5.7% 3.2% 3.0% 3.2% 2.1% 3.3% 3.3%

Home I Own 1.5% 0.2% 0.6%  0.3%  0.5%

Cruise Ship 2.8% 13.9% 9.6% 17.5% 6.7% 28.8% 10.5%

Vacation Rental Property 14.2% 11.0% 18.4% 1.6% 7.7% 11.8% 12.9%

Other 2.8% 1.6% 2.3% 1.6% 4.9% 2.0% 2.6%

Major Market Areas

 

Japan  
 

 More females than males responded to the survey in 2012 (51.6% and 48.4%, respectively).  

The median age for Japanese respondents was 42 years, seven years younger than in 2011.  

 Compared to visitors from other MMAs, Japanese visitors were less likely to have taken a long 

distance trip of more than 500 miles from their homes in the past three years (67.7%).  Those 

who had traveled during the past several years took an average of 8.8 trips and traveled most 

often to Korea (27%), Europe (20.8%), China (16.9%), and either Guam or Saipan (15%).  

 Very few Japanese respondents lived in Hawai„i previously (1.5%), but 17.9 percent have friends 

and/or relatives living in Hawai„i in 2012.  A notable percentage own property in Hawai„i (11.7%). 
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 A higher percentage of Japanese respondents (11%) owned timeshare properties in Hawai„i 

compared to respondents from all other MMAs. 

 Consistent with previous years, two out of three (68.8%) of Japanese visitors surveyed in 2012 

came with their spouses, while 31.8 percent came to Hawai„i with adult members of their 

families.  Approximately 20 percent traveled with their children (20.2%) or with friends/associates 

(19%). 

 In 2012, hotels were the lodging of choice for Japanese visitors on O„ahu (77.6%), Maui (65.9%), 

and the Island of Hawai„i (62.8%).  While on Kaua„i, 46 percent chose to stay in a hotel while 

17.5 percent stayed on a cruise ship and 15.9 percent elected to stay in a condominium. 

Canada  
 

 As was found for the other MMAs, there were more female respondents (52.7%) than male 

respondents among Canadian visitors surveyed in 2012 were.  The median age among 

Canadians was 42 years, a decade younger than the median age in 2011.  

 Nine out of ten respondents (90.1%) had taken a long distance trip of more than 500 miles from 

their homes in the past three years.  The most common destinations included Europe (42.7%), 

California (41.7%), Las Vegas (40.3%), and other parts of Canada (55.8%). 

 Only two percent had lived in Hawai„i before, but 18.2 percent have friends and/or relatives who 

live in the islands and 7.8 percent own timeshare units (5.4%) or other types of property (2.4%) 

in Hawai„i. 

 Visitors from Canada were most likely among all visitor segments to be in Hawai„i with their 

spouses (79.1%).  They also frequently made the trip with other adult family members (38.6%) 

and/or their children (32.9%). 

 Most Canadians chose to stay in a hotel (62.1%) on O„ahu, but condominium units were the 

most popular choice (41%) during their time on Maui.  On Kaua„i, an approximately equal 

number of Canadians opted for condominiums (24.4%) as stayed in timeshares (23.7%).   

Europe  
 

 Fifty-two percent of our 2012 visitors from European were female.  The median age among this 

visitor segment was 42 years. 

 Most visitors from Europe (86.9%) had taken a long distance trip of more than 500 miles from 

their homes in the past three years, making an average of 7.1 trips during that time.  Similar to 

2011, many of these respondents had traveled to California (52%) and around Europe (81.5%) 

in the past three years.  

 The percentage of 2012 respondents who made a recent trip to New York City increased to 41.4 

percent, up from 28.5 percent in 2009 and 37.6 percent in 2011.  

 Only 2.3 percent of Europeans lived in Hawai„i in the past and less than one percent own 

timeshare units or other types of property in the islands.  Almost 19 percent reported having 

friends and/or relatives living in Hawai„i. 

 European visitors were most often traveling with their spouses (61.7%), boyfriend or girlfriend, 

with friends or associates (23.9% apiece), or with other adult family members (18.7%).  

 European visitors preferred to stay in hotels, regardless of which island they visited. 
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Oceania  
 

 Among the survey respondents from Oceania, 48.1 percent were male, 51.9 percent were 

female, and their median age was 41 years. 

 Nearly 85 percent of these respondents had taken a long distance trip of more than 500 miles 

from their homes in the past three years.  On average, those who traveled made five such trips 

in recent years.  

 More than half of 2012 respondents had traveled around Australia (56.5%; +13.4 percentage 

points over 2011).  Other popular destinations for Oceania visitors included California (48.8%), 

Las Vegas (41.3%), and Europe (39.2%). 

 Oceania respondents were least likely among all visitors to have lived in Hawai„i before (1.4%) 

and to own timeshare units (1.4%) or other types of property (0.6%) in the islands.  They were 

also least likely to have friends and/or relatives who reside in the State (12.1%). 

 Three out of four Oceania visitors surveyed traveled with their spouses (73.3%).  Oceania 

respondents often traveled with other adult family members (27.5%), their children (27.3%), and 

with friends or business associates (25.2%).  

 The majority of Oceania respondents stayed in hotels while they were on O„ahu (87.4%), Maui 

(57%), Kaua„i (57.4%), or in Kona (51.1%).  While visiting Hilo, however, 42.7 percent elected to 

stay on a cruise ship. 

 

PRIMARY PURPOSE OF TRIP  
 

For seven out of ten visitors to Hawai„i, vacation was the primary purpose of their trip.  Visiting 

friends and relatives and honeymooning were the next most frequently cited reasons for visiting the 

islands at 5.4 and 5.1 percent, respectively.  Figure 32 shows the distribution of trip purposes other 

than vacation for all 2012 visitors to Hawai‘i. 

 

U.S.  
 

 In 2012, the majority of U.S. West (65.3%) and U.S. East (61.9%) visitors surveyed listed 

vacation as the primary reason for coming to the islands.   

 Ten percent of U.S. visitors traveled to Hawai„i to visit friends and relatives. 

 Celebrating a birthday or anniversary (5.1%) and business-related reasons (4.8%) were reported 

by approximately five percent of respondents each. 

Japan  
 

 Vacation was the primary reason for 67 percent of Japanese respondents to visit Hawai„i, up 

from 63 percent in 2011. 

 Similar to 2010 and 2011, Japanese respondents also listed honeymoon (8.7%) and 

attend/participate in a wedding (6.5%) among their primary reasons for visiting.  
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Figure 31:  Primary Purpose of Trip Excluding Vacation, All Visitors, 2012 

2.1%
0.1%

0.3%
0.4%
0.4%

0.7%
0.9%

1.1%
1.2%
1.2%

2.1%
2.4%

3.1%
3.3%

5.1%
5.4%

0% 1% 2% 3% 4% 5% 6%

Other

Medical treatment

Cultural/historical/ musical event

Education/visit schools

Real estate purchase or viewing

Shopping/fashion

Get married

Family gathering/reunion

Incentive/reward

Sports event

Convention, conference, seminar

Business meeting/conduct business

Anniversary/birthday

Attend/participate in wedding

Honeymoon

Visit friends/relatives

 
Table 21:  Purpose by MMA, 2012 

 

US-West US-East Canada Japan Europe Oceania All MMAs

Purpose of Trip

Other 3.3% 2.4% 1.3% 2.0% 1.8% 2.2% 2.1%

Medical treatment 0.2% 0.0% 0.0% 0.1%   0.1%

Cultural/historical/ musical event 0.4% 0.2% 0.1% 0.7% 0.2% 0.2% 0.3%

Education/visit schools 0.3% 0.5% 0.2% 0.5% 0.6% 0.2% 0.4%

Real estate purchase or viewing 1.0% 0.6% 0.1% 0.3% 0.1% 0.2% 0.4%

Shopping/fashion 0.1% 0.1% 0.3% 1.9% 0.2% 1.0% 0.7%

Get married 0.4% 0.7% 0.3% 2.0% 1.2% 0.5% 0.9%

Family gathering/Reunion 1.6% 1.2% 1.3% 0.9% 0.8% 0.7% 1.1%

Incentive/reward 0.6% 1.8% 0.5% 1.2% 2.9% 0.4% 1.2%

Sports event 0.9% 0.6% 1.0% 2.2% 1.0% 1.3% 1.2%

Convention, conference, seminar 2.1% 3.2% 1.9% 0.7% 3.2% 1.5% 2.1%

Business meeting/conduct business 4.6% 5.0% 1.0% 1.2% 1.3% 0.4% 2.4%

Anniversary/birthday 4.1% 5.8% 3.1% 1.5% 2.5% 0.9% 3.1%

Attend/participate in wedding 3.0% 2.3% 2.8% 6.5% 1.4% 1.2% 3.3%

Honeymoon 1.5% 4.4% 2.2% 8.7% 8.7% 4.0% 5.1%

Visit friends/relatives 10.8% 9.3% 2.8% 2.0% 5.3% 3.2% 5.4%

Vacation 65.3% 61.9% 81.1% 67.6% 68.8% 82.0% 70.1%

Major Market Areas
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Canada  
 

 Four out of five of Canadian respondents (81.1%) indicated that vacation was their primary 

reason for coming to the islands in 2012. 

 Other reasons reported by visitors from Canada were to celebrate an anniversary or birthday 

(3.1%), to visit friends/relatives (2.8%), to attend/participate in a wedding (2.8%), and for their 

honeymoon (2.2%). 

Europe  
 

 Vacation was the primary reason provided by 68.8 percent of European respondents to visit 

Hawai„i in 2012, similar to 67.7 percent who responded in 2011.  

 In addition, European respondents listed honeymoon (8.7%), visiting friends and relatives 

(5.3%), attending a convention, conference or seminar (3.2%), and incentive/reward (2.9%) as 

primary reasons for visiting.  

Oceania  
 

 In 2012, a slightly lower percentage of respondents from Oceania listed vacation (86.8%) as the 

primary reason for visiting Hawai„i (82.0%) compared to those who responded in 2011 (86.8%). 

 In addition, Oceania respondents listed honeymoon (4.0 %) and visiting friends and relatives 

(3.2%) as primary reasons for visiting.  
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9. SURVEY METHODOLOGY  
 

The Visitor Satisfaction and Activities Survey was designed to measure visitor satisfaction with the 

State of Hawai„i as a vacation destination and to obtain information on visitor activities and trip 

planning behaviors.  

 

Two versions of the VSAT survey instrument were used: one in English and the other in Japanese. 

Both survey instruments had exactly the same content.  The 2012 survey has 6 pages and 26 

questions, down from 8 pages and 33 questions in 2011.  Copies of these two surveys instruments 

are presented in the appendix to this report.  

 

The U.S. samples were drawn from the list of completed Domestic In-Flight Survey forms. Samples 

of Japanese, Canadian, European, and Oceania visitors were drawn from the list of completed 

International Departure Survey forms and from completed Domestic In-Flight Survey forms.  These 

two sample lists were purged of forms with missing, incomplete, or unreadable addresses.  The 

resulting confirmed address files became the sampling frames for U.S. and international samples.  

Both frames were stratified by MMA, month, visitor status (first-time vs. repeat), and islands visited 

(O„ahu vs. Neighbor Islands).  Samples were selected independently each month.  The sample sizes 

for each MMA were calculated to produce roughly equal sampling errors based on results of surveys 

from previous years.  

 

Survey forms were mailed to a sample of visitors from U.S. West, U.S. East, Japanese, Canada, 

Europe, and Oceania after they returned home from their trip to Hawai„i.  Respondents completed 

forms and returned them in postage-paid envelopes supplied for that purpose.  In 2012, English and 

Japanese speaking respondents were also given the option of filling out the VSAT questionnaire 

online.  

Table 22:  Response Rates and Sample Statistics, VSAT 2012 
 

MMA 
Arrivals Mailed Returned Sample Response Sample 

number Pct. number Pct. number Pct. Fraction Rate Error 

U.S. West    3,035,644 43.8%   10,854  17.9%      2,658  15.5% 0.09% 24.5% 1.90 

U.S. East    1,544,303  22.3%   12,272  20.2%      3,291  19.2% 0.21% 26.8% 1.71 

Canada       499,144  7.2%   12,384  20.4%      3,582  20.9% 0.72% 28.9% 1.63 

Japan    1,465,654  21.2%   12,005  19.8%      4,087  23.8% 0.28% 34.0% 1.53 

Europe       107,111  1.5%      8,648  14.3%      2,286  13.3% 2.13% 26.4% 2.03 

Oceania       271,294  3.9%      4,514  7.4%      1,261  7.3% 0.46% 27.9% 2.75 

Total    6,923,150  100%   60,677  100%    17,165  100% 0.25% 28.3% 0.75 

 

The overall survey response rate for 2012 was 28.3 percent.  That produced a sample error estimate 

of plus-or-minus 0.75 percentage points at the 95 percent confidence level.  Response rates for 

individual MMAs ranged from a low of 24.5 percent (+ 1.9 percentage points) to a high of 34 percent 

(+ 1.5 percentage points) for our Japanese visitors.    
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Survey forms returned by mail were scanned, verified, and transferred to digital files for analysis.  

Data collected from the online surveys were downloaded and merged in with the database 

containing statistics scanned from the mailed VSAT surveys.  Processing of returned forms was 

done on a weekly basis.  

 

The data were weighted and adjusted to accommodate the disproportionate sample design and to 

bring the sample into correspondences with the parameters of the population from which they were 

selected.  Specifically, the weighting system included MMA, arrivals month, visitor status (first-time 

vs. repeat), and island visited (O„ahu vs. Neighbor island).   
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10. SURVEY FORMS  
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ENGLISH LANGUAGE VSAT SURVEY FORM, 2012  
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JAPANESE LANGUAGE VSAT SURVEY FORM, 2012  
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