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JAPAN MARKET VISITOR ARRIVAL

900,000
+22.2% vs 2023

800,000

720,000
700,000 +206% vs 2022

589,172

600,000

522,022

500,000
400,000

300,000
192,562

200,000

100,000

0
2021 2022 2023 2024-09 YTD



2024 vs 2019 JAPAN MARKET VISITOR ARRIVALS (September YTD)

2024 YTD 2019 YTD Recovery % vs 2019

Total Spending ($Million) $774.6

$1,609.3 48.1%

Per Person Per Day ($) $238.10 $235.20 101.2%

Visitor Arrivals 522,021 1,152,900 45.3%

Visitor Days 3,253,593 6,843,530 47.6%

Length of Stay 6.23 5.94 104.9%

Source: https://www.hawaiitourismauthority.org/



https://www.hawaiitourismauthority.org/

IMPACT TO TOURISM IN HAWAI'I -JAPAN MARKET

Total Spending Per Person Per Day Tax Revenue

USEIF i ($mil.) Average Spending ($) ($mil.)

2019 1,576,205 $2,248.3 $241.6 $262.43

2022 192,562 $359.4 $235.4 $41.69

2023 589,172 $930.3 $240.7 $107.91

(Septeﬁf:r iy | 522021 $774.6 $238.1 $89.85
2024 Snnual 717,173 $1,070.5 $241.9 N/A

Source: https://www.hawaiitourismauthority.org/



https://www.hawaiitourismauthority.org/

PACKAGE COST COMPARISON

Los
mmmm Bangkok mm

m ¥320,600 ¥265600 ¥264300 ¥91,800 ¥155100 ¥170,800 ¥355800 ¥427,300 ¥493,900 ¥270,600

Jan 2025

n ¥268,650 ¥264,950 ¥239,800 ¥88,800  ¥82,400 ¥169,800 N/A ¥356,750 ¥454,400 ¥238,450
Feb 2025

Los
mmmmm Bangkok mm

n ¥310,200 ¥276,100 ¥243,350 ¥95800 ¥123,200 ¥182300 ¥416,400 ¥363,800 ¥367,650 ¥269,300

3NT ¥273,750 ¥233,450 ¥199,250 ¥87,300  ¥80,900  ¥148,400 N/A ¥331,300 ¥321,600 ¥239,100






YAPPARI HAWAI‘l CAMPAIGN

Out of Home Advertising (TV, Train station, Train,
Taxi, Cinema)

SNS. Digital Advertising

BtoC Campaign

Media Tie-up

Family Promotion Video launch in December

Over 768 million impressions
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1,605 stories generated from earned print, digital,
broadcast, and Press tour
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INDUSTRY PARTNER COLLABORATION
Airline Co-op &

JAPAN AIRLINES

ANA
« Booking stimulation campaign
« Mega Press FAM

*  Media tie-up T egy
« Advertising i /LG 5

o
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Hawaiian Airlines
« Fukuoka promotion
« Educational tour program

 Romance FAM HAWAIIAN

AIRLINES.

« Affluent credit card member seminar
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Japan Airlines

« Booking stimulation campaign

« Media tie-up

« 70th year anniversary campaign
* Island of Hawai‘i promotion

BT, T, DLl bDr T4




INDUSTRY PARTNER COLLABORATION
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« Yappari Hawai‘i promotion

« Booking stimulation campaign

« Malama Hawai‘i product development
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« Yappari Hawai‘i promotion

« Booking stimulation campaign
« Consumer event support

« Product development ‘ ‘ :E__:m -y ﬁ_ﬁ%{ gy
« FAM tour -

Expedia O Visah=RRET
« Booking stimulation campaign L O D 1 Xj/\lj,fq);j-q-}w]\
« Speciallanding page RV Visan—ririET BENE

« Advertisement
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2024.9.1-2025.2.28

VISA| 2Expedia  QET R EEERES

s .
xR fEaMER 1 2024.9.1-2025.2.28
CFHIHAM 1 2024.9.1-12.15

VISA | 2 Expedia




Rakuten INDUSTRY PARTNER COLLABORATION

Point booking stimulation campaign L
« Advertisement M. VLFE5T71v5 UQ 1[7 /\

Veltra

« Booking stimulation campaign with
advertisement R e

« Special landing page N
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MyNavi Wedding
« Romace media landing page
« Booking stimulation campaign

Rakuten Travel
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ME DlA/TRAVEL TRADE FAM Over 500 participants




MEDIA/TRAVEL TRADE EDUCATION

Over 3,000 participants

\PTECERE! /
Made in Hawai’l

Produects ,
Chocolate

Honey
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JAPAN MISSION

Medla Event (9/25) VIP cpﬁon 9/25) Tounsm EXPO Jqpqn 9/26-9/30)

k- “uywal ‘i Toyrism Jaor ‘

15 000 aﬂend ees
Won No. 1 Travel Professionals’
Choice Booth Grand Prize

94 media Representatives 61 VIP guests
18 stakeholders from Hawai'i 110 total attendees




MADE IN HAWAI‘l PROMOTION

Made in Maui County Festival
Consumer Event Exporting Made In Hawai‘i Products to Japan Seminar  Pop- up/An’renna Shop

4 distributor and 2 departement store reps.  Aloha Market by Mana Up Hawai'i
Meeting with festival vendors @ Haneda Airport (Feb. 2025)

100 seminar attendees (with DBEDT) HIS Anthenna Shops

Support events that promotes
made in Hawai‘i products



. Qon’rinue with .indus’rry-wide compqign to ROMANCE PROMOT'ON

INncrease booking pace by promoting
wedding products

- Reach target segment with digital marketing ,
inifiatives .

IR
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Over 56 million impressions on advertisement

PRk &

Ha'"Waii

Lacust & hoacst

HawA Tourism WA



Work Wj’fh golf bqoking platforms and golf | GOLF PROMOTION

magazines to gain exposure and reach, while
promoting neighbor island resort golf programs

Rakuten
. . AW,
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HAWAI Tourism (
Over 33 million impressions = -
on advertisement







SHORT-TERM STRATEGY

« Advertising promotion campaigns through
partnerships with companies in the fravel industry,
and stimulating travel demand through media
outreach and distribution

 Increase booking pace through collaboration with =
airlines, fravel agencies, and OTAs R

 Increase high value traveler initiatives

 Promote the attraction of MICE groups through
collaboration with Meet Hawai'i

» Destination education and product development
support within the fravel industry




MID-LONG TERM STRATEGY

o Attract first-fime visitors

« Continue initiatives targeting the youth
market

« Strengthen the branding of each island

Strengthen digital content marketing

Increase high value traveler initiatives

Further initiatives to attract the hula market

Hawai‘i as a hub of education, expanding
educational tourism
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