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Agenda

- Market insights

- Travel trade

- Island of Hawai‘i recovery campaign
- NYC program

- Campaign evolution

- Meetings, conventions & incentives
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Market Insights

National Overview
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U.S. economy to grow, but slower in 2019

U.S. GDP forecast

+2.8%
+2.2%

2018F 2019F

Source: HTUSA analysis of Economist Intelligence Unit data
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Price of crude oil hits a higher plateau

Price of a barrel of oil

$74  $713 g9 975 V7
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Source: HTUSA analysis of Economist Intelligence Unit data
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U.S. Dollar forecasted to grow at slower rate

Exchange rate - USD:EUR

1.24
1.21 1.21
1.18 1.19
1.13
111 1.11 ||\

2013 2014 2015 2016 2017 2018F 2019F 2020F 2021F 2022F

Source: HTUSA analysis of Economist Intelligence Unit data
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Hotel room rates, demand continue to climb

2018F 2019F
Supply

Source: HTUSA analysis of Smith Travel Research / Tourism Economics
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Domestic travel spending remains strong, trips hold steady

U.S. Domestic leisure travel forecast
m2018F m2019F

5.0%
19% 1.9%

I !

Travel Expenditures Person Trips

Source: HTUSA analysis of U.S. Travel Association Forecast data
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U.S. leisure traveler sentiment

U.S. Air leisure traveler sentiment index
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Source: HTUSA analysis of MMGY Global travelhorizons data

AUTHORITY

2018 ' g %/
GLOBAL TOURISM SUMMIT ' ' ¥/ e #GTSHAWAII @
HAWAI1 TouRIsm. 7 / 4 :



Traveler sentiment tracks closely with arrivals

Traveler sentiment index vs U.S. Visitor arrivals
- Sentiment =—Visitor arrivals
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Source: HTUSA analysis of MMGY Global travelhorizons data and HTA data
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Personal finances and affordability begin to impact travel decisions

Compared to one year ago, how would you
rate the following?

m |_ess/worse m About the same m More/better

Q32018 EZ 50% 45%
Interest in travel
Q32017 KEB 44% 51%
Q32018
Q3 2017
Q32018

Q3 2017

Time for travel

Personal finances

Affordability of travel Q32018 24% 52% 24%
Q3 2017 21% 53% 26%

Source: HTUSA analysis of MMGY Global travelhorizons data
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Market Insights

Hawai‘1i Overview
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U.S. arrivals & spend continue to increase

YTD through August 2018
Visitor arrivals Expenditures
U.S. East

Total U.S. 4.4 million (+9.4%) $7.8 billion (+8.6%)

Source: HTUSA analysis of HTA data, YTD through August 2018
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U.S. share of Hawai ‘i visitors

Share of visitor arrivals in 2017P
mUS MMA = Other MMAS

2013 2014 2015 2016 2017P

Source: HTUSA analysis of HTA 2017P data
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U.S. market share by island

Share of visitor arrivals by island in 2017P
m US MMA = Other MMAS

18%

82%

State

Kaua‘i Maui Island of Hawai ‘i
Source: HTUSA analysis of HTA 2017P data
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Nonstop air seats hit record highs in 2018

Scheduled nonstop air seats U.S. Mainland to Hawai ‘1
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Source: HTUSA analysis of Diio Mi data

7,453,841

O
o
o
N

O O o
N N N

2007
2008
2009
2010
2011
2012
2013
2014

2018 4 oAl
GLOBAL TOURISM SUMMIT ' S #GTSHAWAII @
HAWAI Tourism : @ :



Visitation to neighbor islands growing faster than O‘ahu

U.S. visitor arrivals by island — 2015 — 2017P

2015 2016 2017P 22(1)12)/ > 223;’ >
O‘ahu 2,598,272 2,667,608 2,790,818 +4.6% +7.4%
Kaua‘i 947,729 976,499 1,042,311 +6.7% +10.0%
Maui 1,939,384 2,048,085 2,140,759 +4.5% +10.4%
Island of Hawai‘i 1,032,204 1,071,310 1,179,764 +10.1% +14.3%
Neighbor Island total 3,427,655 3,603,689 3,824,733 +6.1% +11.6%

2018

Source: HTUSA analysis of HTA data, 2015-2017P
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Travel Trade
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Travel trade

+ Trade communications
+ Travel agent portal

+ Training programs — live / on-line
/ webinars

+ Sales blitzes
.
(7"(707%10' s

T iy . | .
e o + Tactical cooperative marketing

+ Industry conferences / tradeshows
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Travel trade major accomplishments

/ + TravelAge West — Destination for the Highest
//},, Client Satisfaction, U.S.A.

lEAC (DA Ve + TravelAge West — U.S. Tourism Board
\WARDS Providing the Best Travel Agent Support

+ NACTA — Destination Partner of the Year
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Island of Hawai ‘i
Recovery Campaign
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#ExplorelslandofHawaii social media campaign

farwindouises Blus skix

Following

oy wates

»  waikoloabsscamh + Fofian

msnalsnbayhyaaii Ja:
Blue ckins, biue cab:
Pactfic
YN

Kitschy cupcskes
serinawod

N/
5,160 likes
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HTA/HTUSA/IHVB news bureau

fo0s Angeles Times

[ravios |
[ hc New uork Cimes Hawaii assures travelers it's open for business as erupting volcano makes
— tourists skittish
. . \iachakhles
Hawaii Eruptions Have viashable B o X
Dlsrupted TOUI' 18, bUt Don't let lava stop you from visiting
Fears May Be Exaggerated Hawaii
The Hawai’i Volcanoes National Park remains closed, but the
eruptions of Kilauea may actually be providing new options for
travelers.
Forbes!
Don't Cancel Your Trip To The Big Island: Hawaii Is Not Il VRE)
Only Safe To Visit, It Needs Our Love :
2000 o LAVA TRIPS
l' e et o The Surprising Tourism Bump From Hawaii’s
T Spewing Volcano
# USA TODAY R b
Don't let volcanoes, other irrational travel fears, ruin your
summer vacation @ S e

Christopher Elliott, Special to USA TODAY

2018 9 /)
GLOBAL TOURISM SUMMIT ‘ , #GTSHAWAII @
HAWAI1 TouRIsMm. ' . '

AUTHORITY




Satellite Media Tour

KATUET  wows  women  mawsic  wresie  omea  waren

Kilauea Volcano Update

Kilauea Volcano Update

I
Imiloa Astronomy Center, Hilo Hawall

Trouble Number 818-489-8589

S =
= v

S
'
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Photo Shoot — September

. 5.
The entire island,
now free to
hashtag.

| T ISLAND o , #EXPLOREISLANDOFHAWAII

AWA
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Island of Hawai ‘i

The evolution
of a growing
Island

2018
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Keoni Kai Kaholoa‘a is a native Hawaiian and a
Hawai‘i Volcanoes National Park guide and
ranger, making him uniquely able to reconnect
to the cultural aspect of the eruption while
simultaneously learning the science behind it. In
that way, he acts as a conduit between his
colleagues at VVolcanoes National Park and his
community and family. His last name means “the
flow of jagged rock™ in Hawaiian, which identifies
him as part of the Pele clan. About the eruption
he says, “T wouldn’t say this is a glorious time. But
it is definitely a time to reconnect you if you are
not connected or didn’t know how to connect to
it. With this eruption, every day is a journey with
many questions being asked. And in our culture,
the answer is not what people tell you, nor is it
the end result; it’sthroughout. The answer is the
journey.”

#GTSHAWAII e



Consumer Advertising

/7 \
You ongly plonet - TR/
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B2B channel communications

Travel Trade

* Leverage consumer « Continue to update consistent
communications as content to talking points for HTUSA team
this channel and industry partner sales teams

» Develop incremental cooperative » Meet with key clients at IMEX
sales/marketing programs trade show conference

2018 y e
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New York Campaign
Come Back Better
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NYC Initiative — Come Back Better

Design Loft

Lidiad
L ‘Tech Lab

Sound Space
bia

2l s s

Apply hy Junc 4

2018 - . /-
GLOBAL TOURISM SUMMIT ' o 3 #GTSHAWAII @

HAWAI Tourism.

AUTHORITY



Kaua‘i: Location Scout
David Ma, 31

® \Went to pursue a career in food art
e \Writes and directs digital shorts and commercials
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https://www.instagram.com/davidwma/

Maui: Tech Lab

Kyle Holzinger, 24

The majesty and raw beauty of the islands
could help inspire me to find new ways
of expressing your experiences and
find different angles that have yet to be
explored.

_ . ® \Wants to create an application for organizing, recording, and
[ 418 instagram.com/kyleholzinger/ sharing your experiences and vacations
® Formerly at Bloomberg, currently at VTS

2018 i Vi
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https://www.instagram.com/kyleholzinger/

Moloka‘i: Writing Desk

Melanie Moat, 28

Writing and illustrating a sci-fi graphic
novel by myself is taxing work. I'll need
to snorkel a whole lot to gather
iInformation about sea turtles to
Inspire my alien species sketches.

35.6k e Will be working on a sci-fi graphic novel and blog
@ o ® Freelance graphic, web, and interior designer
instagram.com/mellylaughs/ e Amateur geologist

S /. / 54 . .
1\,/. 7 & o
2018 :
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https://www.instagram.com/mellylaughs/

Lana‘i : Corner Office
Eric Johnson, 26

® Director of Community at Summit, formerly Spotify
©) 698 instagram.com/e.ricj/ e Passionate about sustainability

® Amateur photographer

2018 ‘ ;
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http://instagram.com/e.ricj/

Island of Hawai‘i: Sound Space
Aaron Green, 35

@ 31.8k Independent music producer/DJ
Creates music based on sampling from street sounds

mstaqram.com/q reenhlphop/ ® Worked with big names such as Snoop Dogg and ASAP
Ferg

2018 "
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https://www.instagram.com/greenhiphop/

O‘ahu: Design Loft
Sara Meadows, 31

® Botanical Painting illustrated book published in July
@ 127k instagram.com/boccaccinimeadows/ e Hoping Hawai'i will inspire a travel journal

2018 ; Y
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https://www.instagram.com/boccaccinimeadows/

Sara Meadows — O‘ahu resident content

© Instagram © Instagnam ©

bof:cgcclmmeadows boccaccinimeadows boccaccinimeadows
Waikiki, Hawaii Oahu Life Honolulu, Hawaii

s

v Q v Liked by skimso, marisanakama and
Liked by skimso, marisanakama and 4,685 others
3,823 others

boccaccinimeadows Mountains . @ / Liked by skimso, marisanakama and
boccaccinimeadows Painting on the #sketchbook @gohawaii @oahuvb #ad 2,499 others
beach in Waikiki. Everything here is so

boccaccinimeadows Little sketchbook
a Q o A

A Q @® O AN QA B O .4
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Digital campaign

IST@GMPANY @
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NYC Initiative — New York Botanical Garden

- 3

GEORGIA O'KEEFFE:
VISIONS OF HAWAI

¥ GEORGIA
o1 ¢ OKEEFFE:
VISIONS OF
g RAWAL
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2018 Campaign
Hawai‘i Rooted
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Hawai‘i Rooted — the storytellers

Leina‘ala Pavao Jardin, Kaumakaiwa Kanaka ‘ole, Brandon Baptiste, Keone Nunes, Tom Pohaku Stone,
Anela Evans, Greg Solatorio, Sheldon Simeon with Brandon Lee, Kala Tanaka, Dustin Tester

2018 Ml
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Hawai‘i Rooted — campaign rollout

| Hawall - gohawall.com N eee
(Default) L
The history of sumng Is rooted in Hawall. Oahu ot

native, Tom Pohaku Stone, is reviving the
spintual tradition of hand-carving wooden
boards. #HawaiiRooted #LetHawailH

HAWAI‘l ROOT

l Hawaii - gohawaii.com L eee
ATl (Defaurt) 1.}
TRAVEL V.06 | Riviera Maya Mexico

"‘ TeusChestee

Weh g wwied 459 Yo Tk BCuese v beiae e gt oo O

On the island of Maui, expert navigator Kala
Tanaka educates new generations on the art of
traditional Hawaiian voyaging. #HawaiiRooted
#LetHawaiiHappen

2018 S 4/
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2019 Campaign
Kuleana
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Avid Explorers

A 14




Avid Explorers: Bucket list destinations

Morocco
Amsterdam
South-America

R .
hin: US Ital Croatia
New-Zealand * Austria

re  Rome Australia
ASla Par Cambodia

' 2 South-Pacific
Athens Vietnam ?t["‘LEC'ia'

Azores

i Maldives
Ireland Dubai

Brazil Southeast-Asi

Nepal U
Bali Africa On

Tahiti $weden el Hong-Kong

Greek-Islands

cudi  Thajland
London

Source: HTUSA analysis of Avid Explorer Focus Groups, 2017
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Avid Explorers: Hawai ‘i perceptions & awareness

Palm- trees Hula-dance
(lear-water PI n I
Aulani [§ 2 Pp

Beaut\ful sunsets Fire-dancing

Snorhel gREIaXIng PlUITI peaceful

Differents
~Tropical £

(oconuts

Mountains

SHon ymoon

Surf

Papae I S I

... Frmts Babes
Blue water t f | SupsgtsS 'r Ru:h
u Trees

[rystal [Iear water
Pig-roast
e Buffet I

japan Endless-beaches (hain-of-islands Ex n

Fresh LEXPENS!
Al ﬁt-shis

Large-resorts Warmth
s Honolulu o Mahalo Hula- smrts i
ISUSl]ShIﬂE Fne"dly Pa ra d I]estmatmn

il
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Avid Explorer: Values
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Tourism Kuleana
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Preserving Natural Resources



e

e P

Perpetuating Culture




A story best shared by A
the people of Hawai'i. | P :
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Kaua‘i

Lush. Idyllic.

Peaceful. Serene.
Immersed in Nature.
Endless Shades of Green.

2018 i v/
GLOBAL TOURISM SUMMIT ' ¥/ #GTSHAWAII @
HAWAI Tourism : @ :






“There’s always going to be another storm. But perseverance is our family motto. Just like

my dad, my grandfather and my great-grandfather, I’'m willing to risk my life to save our
- farm, our legacy.” e SRS




O‘ahu

Energy. Vibrant. Urban.
Contemporary. Iconic.
Tropical. Cuisine.

2018 i v/
GLOBAL TOURISM SUMMIT ' ¥/ #GTSHAWAII @
HAWAI Tourism : @ :






5" \.. .‘-.-.l
.r.. g "
..o v...o \u..-vo»‘
'. ‘ » -
) oS Jsf%‘ ;
2 LR v-..‘ .
. lh\o‘ ’.
» .-a
Y
g
Q
t.
. c
o=
\ s
Moo
Ca =@
@)
. —
w2
w2
<
o
. m\
05
-
c
N
=
[
(@]
=
(&)
(B}
Y—
S
(b}
o
—
>
o
e
3+
e
(@]
c
w
+~
e
<
=
=
(]
=
<
o
et
. =
¢ =
(]
S
. A4
< /
(@)
O .
=

hN
-
" 4

‘a




HAWAIIAN AGRICOLE RUM
SR/ LIRSS
TASTE HANA ALOHA™




3
|

“In ancient Hawai‘i, sugar was the key ingredient in love potions. They could make you fall
in love for a few moments or forever.”

E \ e




Island of Hawai ‘i

Culture. Accessible.
Active. Exploration.
Saturated
Blues/Greens/Blacks.
\olcano.
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KAPONO



Maul

Social Interaction.
Friendly. Not Contrived.
Discovery. Small Towns.

2018 i o
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Kanaka ole
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MauT

“Wherever you go of

_ 4

valley, thereisa g

- g -

- £ i

- KAU‘l KANAKA‘OLE




Isaac Bancaco



Maui

“My job is to make sure I'm educating everybody that comes and stays in our hotel
translating to them what the people of Maui believe in, and what their goals are as farmers :
and fishermen for the land and its people.” 3



2019 Media Overview

Roku hulu

amazon firerV
N

SPOTLIGHT ‘@,n

CINEMA NETWORKS

(11| Tube

sling
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HTUSA MCI/ Meet Hawai ‘i

Mary Neister, CMP
Vice President MClI
HTUSA
mneister@hvchb.org
808.924.0253

2018
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Session overview

+ Market Overview
+ Year-to-date Results
+ 2019 Strategies
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Top 10 cities in North America

2018

San Francisco, US
New York, US
Dallas, US
Orlando, US
Philadelphia, US
Phoenix, US
Atlanta, US
Chicago, US
Seattle, US

Las Vegas, US

Source: Based on an increase in CWT Booking Data in 2018 and 2019

2018
GLOBAL TOURISM SUMMIT
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Locations to watch 2019

San Diego, US

Source: Based on an increase in CWT Booking
Data in 2018 and 2019 in North America

Cost per attendee
per day 2019
vs. 2018

(0 O‘i
B"Q"B A

Average group
size 2019

88

+14%

vs. 2018

Source: Based on CWT Booking Data in 2018
and 2019 in North America

#GTSHAWAII




Hawai‘i destination image index — Top considerations

Wonderful climate e 10890

Scenic setting/scenery I 93%
Unique food experience
Good outdoor recreation
Different/unique
Popular place

Clean/attractive place

Good to bring families

2018 s oL
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Hawai‘i destination image index — Top barriers to selecting

-16% I Willing to provide concessions
-23% [ Casual and/or affordable dining
-24% [ Good nightlife
-45% e Eastto get to

-59%

Good value for the money

-63%

Inexpensive to get to

Moderate lodging costs

2018 i o’/
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Year-to-date Results
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MCI: YTD results

August Year-to-Date

Prior Variance
TOTAL 2018 YTD to Prior
Year
Year
Room Nights
Definite 102,124 64,142 59% 180,000 57%
New to Hawai ‘i 49574 25,496 94% 75,000 66%
Tentative 331,572 | 308,628 7% 500,000 66%

2018
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MCI: YTD results by island — definite bookings through August

2018 2017

Sum of Sum of
Count of Contract Count of Contract
Lead ID Rooms Lead ID Rooms

Island of Hawai‘i 30 16,271 Island of Hawai‘i 28 18,365

Syl | s Kaua‘i 17 13,673

Maul 63 43,215 i

o T . Maui 27 24921
s ! O‘ahu 27 7183

Grand Total 186 102,124 Grand Total 99 64,142

2018 P ¥
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MCI: YTD results — on the books pace for next five years

August 2018 for 2019-23 August 2017 for 2018-22

Year Definite Tentative Year Definite Tentative
2019 134,596 116,562 2018 111,025 86,960
2020 75,547 113,345 2019 57,742 80,368
2021 25,962 48,892 2020 36,534 39,052
2022 17301 29785 2021 4039 19357
2023 1069 11067 2022 11118 12713
Total 254,475 319,761 Total 220,458 239,496

2018 (‘: s, [ &
GLOBAL TOURISM SUMMIT ; '..7;: e R
HAWAI TouRIsm 7 V . @



MCI: YTD results — OTB individual island pace for next five years

OTB August 2018 for 2019-23 OTB August 2017 for 2018-22

Definite
Island of Hawai‘i 58,527
Kaua‘i 31,536
Maui 114,335
O‘ahu 50,077
Total 254,475

2018
GLOBAL TOURISM SUMMIT
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Tentative
151,419
98,439
230,271
179,407
659536

Island of Hawai‘i
Kaua‘i

Definite Tentative
69,754 114,493
31,140 73,435

84,816 156,641
34,748 120,614
220,458 465,183

#GTSHAWAII @




2019 Strategies

2018
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Single property MCI: target audience

Consumer

Insurance Technology Products

Healthcare and Trade

Food and
Medical Association

Finance / -
Banking HEMVRELINTG Retail Services

+ Direct efforts to potential groups from the less price-sensitive of the above segments

+ Enhance efforts towards companies and organizations with reported expansion plans
and those reported to be taking operations into Asia-Pacific, which would make the

islands more desirable as a future meeting destination
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GLOBAL TOURISM SUMMIT ’ g/ = #GTSHAWAII @

HAWAI Tourism



Single property MCI

Relationships Online Strategies
+ Education and training + Website
+ Hawai‘i MCI specialist training ¢ Social media

4

+ Webinars

+ MPI assistance through two-day
educational program

- CMP

Digital assets
Electronic bid books

E Newsletter
= Content

4

2

= Context
= Distribution

Templates/marketing

4
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Single property MCI

Short-Term Strategies Long-Term Strategies
+ Capitalize on opportunities + ‘Elele strategy W/HTA
+ Work to shorten response time

+ Utilization of MCI Incentive
Fund

4

Multi-year contracting
New account development

Organization's growth leading to Asia
Pacific opportunities

Site inspections / FAMSs
Utilization of MCI Incentive Fund

4

L 4

L 4

L 2

... and where YOU come in:

L 2

= work to shorten response time
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Meet Hawaii Texas Sales Blitz

2018 CalSAE Seasonal Spectacular

10

d V4 ere Parkins
Joan Palmtag @ . H o
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Single property MCI: our kuleana

Through the eyes of the planner

+ Primary purpose is to offer education and support of the destination
To industry partners

+ Generate leads

+ Energetically advocate islands over other destination

+ Address any issues or objections on behalf of the destination

+ Open doors; make connections

+ Assist with shortening lead response time

2018 ‘ ;
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Questions?

Jay Talwar Mary Neister, CMP

Chief Marketing Officer VP MCI
Hawai‘lt Tourism USA  Hawai‘i Tourism USA

Jjtalwar@hvcb.org mneister@hvcb.org
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Mahalo!
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OCTOBER 1-3
HONOLULU, HAWAI'|
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GTS Presentation Style Guide

(Use title-style capitalization on session title only)

Presenter Name Co-Presenter Name
Presenter Title Co-Presenter Title
Organization Organization
Presenter E-mail Co-presenter Email
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GTS 2018 presentation guidelines

+ Please adhere to the enclosed guidelines to
help ensure all GTS PowerPoint presentations
are visually consistent

+ This PowerPoint template was created in
Microsoft Office 2013—those editing this file
In versions prior to Office 2010 could
experience formatting challenges
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GTS 2018 presentation guidelines
+ Each presentation should start with the GTS
logo slide

+ Then please describe your organization and your
role

+ What is the process or solution that you are
presenting today?

+ Use the template layouts for the various slides in
your presentation

+ Don’t forget to include a Summary slide (ROI, Key
Takeaways) near the end

+ Close with a Questions slide that re-states
contact information for the speaker
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HAwAl TouRism, ) #GTSHAWAII




Writing style guide

+ Capitalize only first words and proper nouns in slide titles and subheads
The same goes for bullets—initial cap only; NOT title caps
So, Please Don’t Do What I’'m Doing On This Bullet
No periods at the end of bullets

Lowercase department names like “accounts payable team” unless part of a proper
noun or name

Use numerals—don’t spell out numbers; ex. 4, not four

Define an acronym on first mention, then use acronym on all following mentions; ex.
enterprise content management (ECM)

+ Rule of thumb: when it comes to slides and bullets, less is more
Use short, abbreviated points that summarize your talk track

R / & 4 L9
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Design guidelines

+ The bullets in this template were selected

to work with the overall GTS design - ;‘f“ .
- If you accidently change the bullet design PtD R Copy ° — @ree D -
and bullets require reformatting, click on . & Format Painter | gpgo~ '3 Section ”
“Reset” under the Home tab Clipboard E Slides
+ To choose a slide layout, select “Layout” ®
under the Home tab FILE HOME  INSERT  DESIGN
= When possible please use the text boxes ""D r*» u [ELayout -
provided in the layout Pacte €5 Reset
¥ Format Mginter 5|,,jEv
Clipboard P
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Design guidelines

= Limit use of colors to Theme Colors UIHWH“W
* Fonts Standard Colors
HE RN EEN

= Use Times New Roman (the default font in the template’s
placeholders)

+ Images/screenshots

= When possible please use high resolution, clear and non-stretched images

= When including screen shots please capture the entire window unless it contains
sensitive information

= Please note that any clip art, photography and icons may be replaced to ensure
consistency and compliance with copyright laws
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