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Market Insights



Market Insights

• GDP will continue to grow throughout the 
remainder of 2024 and then slow into 2025

• The U.S. MMA remains the primary source 
market for the Hawai‘i visitor industry

• Transpacific airlift from the U.S. remains stable, 
Honolulu is the dominant destination for seats

• Maui continues to see softness for visitation 
and non-stop airlift

• Hotel booking pace trend for room nights is 
mixed.  Maui, particularly West Maui continues 
to face declines in future bookings.



Source: HTUSA analysis of HTA data, YTD through August 2024P

$10.86 billion (-2.9%)5.00 million (-4.7%)

$6.59 billion (-1.6%)3.36 million (-4.1%)

$4.26 billion (-4.8%)1.64 million (-5.9%)

Visitor Arrivals Expenditures

U.S. West

U.S. East

Total U.S.

U.S. Arrivals & Spending Increase
2024 Year-to-Date through August

$245.9 (+3.0%)

$233.8 (+3.8%)

$267.4 (+1.9%)

$PPPD



U.S. Share of Hawai‘i Visitors Remains Strong

69% 68% 67% 68% 68% 67% 69% 71% 77%

98%
85% 78%

31% 33% 33% 33% 32% 33% 31% 29% 23%
2% 15% 22%

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

Share of Visitor Arrivals by Year

US MMA Other MMAs

Source: HTUSA analysis of HTA 2023 data



U.S. Market is Foundation of Hawai‘i’s Visitor Industry

76%

94% 89% 89% 84%

24%

6% 11% 11% 16%

O‘ahu Kaua‘i Maui Island of Hawai‘i State

Share of visitor arrivals by island in 2023

US MMA Other MMAs

Source: HTUSA analysis of DBEDT 2023 data



Looking Ahead to 2025



U.S. Economic Growth to Slow into 2025

+2.4%

+1.7%

2024F 2025F

U.S. GDP Growth Forecast

Source: HTUSA analysis of S&P Global Ratings data



# of SEATS

2022

Oct - Dec

# of SEATS

2023

Oct- Dec

# of SEATS

2024P

Oct - Dec

% Change 

24/22

% Change 

24/23

O‘ahu 1,376,751 1,474,203 1,490,951 8.3% 1.1%

Maui 727,461 540,648 569,966 -21.6% 5.4%

Kona 290,696 329,897 317,849 9.3% -3.7%

Kaua‘i 267,067 227,654 241,867 -9.4% 6.2%

Total 2,661,975 2,572,402 2,620,633 -1.6% 1.9%

U.S. MMA Trans-Pacific Air Seat Synopsis
October – December 2024 Projections



# of SEATS

2023

Jan-April

# of SEATS

2024P

Jan-April

# of SEATS

2025P

Jan-April

% Change 

25/23
% Change 25/24

O‘ahu 1,916,361 1,964,880 1,978,095 3.2% 0.7%

Maui 1,017,760 783,533 765,413 -24.8% -2.3%

Kona 430,274 410,945 413,525 -3.9% 0.6%

Kaua‘i 339,117 303,396 307,072 -9.4% 1.2%

Total 3,703,512 3,462,754 3,464,105 -6.5% 0.0%

U.S. MMA Trans-Pacific Air Seat Synopsis
January – April 2025 Projections as of September 2024



Hawai‘i (All Islands) Total Room Nights On The Books
September 2024 – May 2025 CY vs 2YAGO as of September 15, 2024

Source: HVCB analysis of TravelClick Data



Source: HVCB analysis of TravelClick Data



Target Audience



Dreaming

Researching

Planning

Booking

Experiencing

Loyalty/ Advocacy

Travel Marketing Continuum



16

Kaiaulu – Community Based

Strongly connected to their local communities, prioritizing 

family, tradition, and mutual support.

Kumupaʻa – Culturally Rooted

Deep respect for both Hawaiian and local traditions and 

practices, with a commitment to preserving cultural heritage.

Aloha ‘Āina - Environmental Stewards

Passionate about protecting Hawai'i's natural resources, 

advocating for sustainability and responsible tourism.

Kiaʻi Aloha - Guardians of Aloha

Strive to maintain the spirit of aloha.

H A W A I ‘ I  
T A R G E T  T R A V E L E R  

Audiences

Respectful Explorer

Curious about Hawaii’s unique beauty and traditions, and 

mindful of their impact on communities and the environment.

Culinary Enthusiast

Travel to enjoy new cuisines, discover traditional dishes, and 

support local restaurants, farmers, ranchers, and fishers.

Cultural Curiosity

Interested in Hawaiian culture; appreciate being enriched while 

learning about local traditions.

Soft Adventure

Seek moderate outdoor activities like hiking and snorkeling as 

they explore during the day and come back to luxury at night.

H A W A I ‘ I  
R E S I D E N T



Messaging 



The People
The Place
The Hawaiian Islands



82%

78%77%

▲1pt
vs. Q1 2023

▼4pt
vs. Q1 2021

66%

69%

65%

▲5pt
vs. Q1 2023

▲4pt
vs. Q1 2021

Audience: MHTT; Source: GlobalWebIndex, Quarterly Waves Q1 2021–Q1 2024; Social Platform Usage Weekly or More. 

39% 35%

30%

▲5pt
vs. Q1 2023

▼4pt
vs. Q1 2021

26%

41%

38%

▲3pt
vs. Q1 2023

▲15pt
vs. Q1 2021

46%

29%

37% ▼7pt
vs. Q1 2023

▼16pt
vs. Q1 2021

32%

31%
27%

▲4pt
vs. Q1 2023

▼1pt
vs. Q1 2021

23%

31%
26% ▲5pt

vs. Q1 2023

▲9pt
vs. Q1 2021

7%

–
vs. Q1 2023

–
vs. Q1 2021

45% 49%

42%

▲7pt
vs. Q1 2023

▲3pt
vs. Q1 2021

Monitoring Social Media Engagement: Tracking Our Target Audience



Audience: HTT; Source: GlobalWebIndex, Quarterly Waves Q1 2021–Q1 2024. 

% of HTT target who…

Clicked on a promoted post or ad on IG (20%) 32% 41%

Searched for something on TikTok (14%) 37% 106%

Watched or Uploaded Content to IG Reels (35%) 23% 91%

Use YouTube Shorts Weekly or More (18%) – –

Among top 3 reasons for using social media, % of HTT who chose... 

Filling spare time (30%) 9% 40%

Posting about your life (17%) 4% 23%

Finding inspiration for things (e.g., places to visit, things to buy, etc.) (25%) 11% 40%

% of HTT who say they hear about new products or services via…

“Social media posts” (47%) 12% 18%

“Ads on social media” (50%) 9% 24%

“Sponsored posts on social media” (32%) 31% 49%

“Recommendations from Friends/Family” (45%) 1% 20%

△ vs. 

2023

△ vs. 

2021

TikTok-style content continues to 

take hold among MHTTs across 

the social landscape

A combination of organic and 

paid social is critical for reaching 

and inspiring potential travelers

“Lean back” behavior is growing

Shaping Strategy: How Social Media Attitudes Drive Content and Channel Choices



Social Posts – Chef Kyle Kawakami 

gohawaii Dig into the Maui Fresh Streatery 

by Chef Kyle Kawakami. Kyle was raised on 

Maui and has become a pil lar of the 

community. He works alongside his son to 

serve farm fresh food and gives back by  

funding a variety of local charities.



Social Posts 



Branded Content 



Branded Content Programs
Condé Nast Traveler



Branded Content Programs
Matador Networks



Public Relations



Public Relations

Strategy

• Nurture and leverage key media relationships 
across the U.S. continent

• New: Hot 100 List to include regional publications in 
key markets

• Keep Maui and the Hawaiian Islands top of mind

• Secure media visits highlighting the people and 
places that make Hawai‘i special

• Focus: Stronger invitation to visit

• Unique visitor experiences

• Indigenous and local culture



Public Relations

Programs and Tactics

• Expanded Hawai‘i presence at IMM 

• Jan. 22-23, 2025, New York

• Follow-up to 2024 LA Saturation

• Coordinated with Travel Trade Educational Blitz

• Virtual Media Blitz

• Seek Broadcast opportunities

• Confirmed for Q1: NBC’s First Look (West Maui)



Travel Trade



Travel Trade 

HTUSA will leverage its influential travel trade 
relationships to deliver destination messaging and 
education to qualified travel advisors and their 
clients to keep Maui and The Hawaiian Islands top 
of mind. This will be accomplished through:

Events and Training 

o HTUSA Educational Blitz Events in the US

▪ February – Key US West Markets

▪ October – Key US East Markets

o Wholesale, Consortia, Industry Events                                    

o Familiarization (FAM) Tours

▪ HTUSA-led in-destination multi-island                          
programs

▪ Support for key partner-led programs



Travel Trade 

• Trade Marketing
o Paid Trade Media to drive website 

registrants and certification course 
completions 

o Consortia Partnerships

▪ Signature Travel Network

▪ Travel Leaders Network

▪ Virtuoso

o Owned Database Communications to 
45K+ active travel advisors 

• Trade Content Development 
o Agents.GoHawaii.com 

o Curriculum update of the Hawai‘i 
Destination Specialist Program



Partnership Opportunities







Los Angeles Market Activation



Los Angeles Market Activation

September

Organic & Paid Content

The People, The Place, The Hawaiian Islands

Consumer Direct

Coop Programs

Long-term partnership 

meetings with L.A. RamsAloha Market with 

Mana Up Public/Private 

Media Blitz



PR Media Blitz: Sept. 17 – 19

• Objective:

o Influence and inspire editorial 
coverage about the Hawaiian Islands

• Strategy: 

o HVCB: Brand building with 
destination trends and key updates 

o Partners: Keep Hawai‘i top of mind, 

present media hosting opportunities

• Tactics:

o One-on-one meetings with editors 

and freelancers in the LA area

Los Angeles Market Activation



Consumer Activation

Aloha Market Pop-up: Sept. 20 – 22

• Mana Up Hawai‘i partnership

• Heart of Abbot Kinney Boulevard, buzzy 

neighborhood with great foot traffic 

• 6,000 sq. ft. of retail space featuring 50+ 

Hawai‘i entrepreneurs

• Activations included workshops, demos 

and panels

• VIP Receptions excited media, influencers, 

travel advisors, MCI clients

• Local coverage on KTLA, ABC, FOX


	Slide 1
	Slide 2: Agenda
	Slide 3
	Slide 4: Market Insights
	Slide 5: U.S. Arrivals & Spending Increase 2024 Year-to-Date through August
	Slide 6: U.S. Share of Hawai‘i Visitors Remains Strong
	Slide 7: U.S. Market is Foundation of Hawai‘i’s Visitor Industry
	Slide 8: Looking Ahead to 2025
	Slide 9: U.S. Economic Growth to Slow into 2025
	Slide 10
	Slide 11
	Slide 12: Hawai‘i (All Islands) Total Room Nights On The Books September 2024 – May 2025 CY vs 2YAGO as of September 15, 2024
	Slide 13
	Slide 14
	Slide 15: Travel Marketing Continuum
	Slide 16
	Slide 17: Messaging 
	Slide 18: The People The Place The Hawaiian Islands
	Slide 19: Monitoring Social Media Engagement: Tracking Our Target Audience
	Slide 20: Shaping Strategy: How Social Media Attitudes Drive Content and Channel Choices
	Slide 21: Social Posts – Chef Kyle Kawakami 
	Slide 22: Social Posts 
	Slide 23
	Slide 24: Branded Content Programs Condé Nast Traveler
	Slide 25: Branded Content Programs Matador Networks
	Slide 26
	Slide 27: Public Relations
	Slide 28: Public Relations
	Slide 29
	Slide 30: Travel Trade  
	Slide 31: Travel Trade   
	Slide 32
	Slide 33
	Slide 34
	Slide 35: Los Angeles Market Activation
	Slide 36: Los Angeles Market Activation September
	Slide 37: Los Angeles Market Activation
	Slide 38: Consumer Activation



