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Destinations Gaining Japanese
Visitor Market Share

Korea | Thailand | China | Australia

Hawai‘i Brand Positioning

 Promote Hawai'‘i's unique brand story on
culture, community and natural beauty

« Showcase Hawai'l's broad appeal over
limited appeal of competing destinations

* Deliver targeted messages to reach
millennial to senior audiences

« Reinforce Hawai'i's safe track record
and ideal year-round climate

COMPETI
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Competitive pricing slide second of the two

How are we  working to position Hawaii as worthy consideration? Check with Mitsue

Wide range of target, = on island experiences products many. For everybody. Target segmentation using specific platforms for each segment to diffuse info based on below
6 islands all with unique experiences
Safe destination with good climate
How are you working to position Hawai‘i as worthy of consideration among upscale competitive destinations?

Thailand is obtaining shares from Hawaii: LCC developed + millennial attraction = proximity, cost, ease of traveling. But Hawaii remains popular for markets such as affluent families, active seniors and romance. Europe Australia aiming to obtain these (high expenditure oriented consumers we trying to target)



COMPETITION AND
BRANDING

Hawai‘i Price Positioning

Guam 4 nights  ¥94,850 $948.50
Saipan 4 nights  ¥125,208 $1,252.08
Europe 5Snights  ¥155,300 $1,553.00
Australia 3 nights  ¥152,400 $1,524.00

Hawai'i |3 nights | ¥162,600 |$1.626.00

« Japanese government’s focus on
inbound versus outbound travel
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« Domestic travel trend
e Rise of fravel in Southeast Asia
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Competitive pricing slide second of the two

How are we  working to position Hawaii as worthy consideration? Check with Mitsue

Korea & Thailand & Australia and we suspect China to be taking shares – according to wholesalers
2016 = 392000 2017 = 419800
Proximity
Pricing
Airlift
Natural Disaster Consideration


—
AIRLIFT

Airlift Volatility 39,204 Seats Weekly

« JAL (KIX) -1,442 seatsin April;
Scooft (KIX)/DAL (FUK) -2,441
in June

* ANA (NRT) +1,560 seatsin June
and +3,640 seats in July

« Oahu load factor at 80-90%;
Hawai'i Island at 50-60%

» Fuel surcharge increase from

17,000 to 22,000 yen
(February 2019)

e 25-30 charter ﬂlghTS ® Japan /.A\irlfnes | How.oiion Air.lines
from Secondcry CiﬂeS :/Iz.ell\o.Al;Lmes :z\ll N|pp(/:r-1 Airways

(May-December 2019)

United Airlines m Scoot
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Island of Hawaii Direct flights LF hovering between 50 – 60%
Legacy carriers overall averaging between 60 – 90%
11 3 day weekends / holidays get significantly boosted load factors (move by week)
Seat inventory forecasted to decrease  (-2%) January – July 2019
	JAL – Second Kansai Flight
	Scoot  - Withdrawal Kansai
	Delta – Withdrawal Fukuoka
Surcharge Increased from 17,000 to 22,000 in Feb. 2019 
Charter flights in Golden Week already 10 confirmed
-


RESPONSIBLE TOURISM

Framework for Sustainable Tourism p-»f _

« Educate industry partners é@%ﬁ%} .

« Develop new products that = ™7
connect visitors and community
« Create and support events/festivals
from Japan that promote positive

visitor and local community
exchange/interaction

« Atfract high-value, responsible visitors
by collaborating with partners

« Target the romance market for low
impact, high quality tourists
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Aloha Program 
Work with HTA appointed NPOs to raise awareness of not only cultural but environmental concerns

Community awareness of positive impacts of tourism (Japan)
	collaboration with star advertiser focus on japan 

Satellite Office Agents, Hotel Partners (responsible product), 


ORIGINAL COPY:
Development of projects connecting visitors and local communities
Minimize negative social, economic and environmental impacts
Generate greater economic benefits for local people and enhance the well-being of host communities
Improve working conditions and access to the industry
Involves local people in decisions that affect their lives and life changes
Make positive contributions to the conservation of natural and cultural heritage embracing diversity
Provide more enjoyable experiences for tourists through more meaningful connections with local people, and a greater understanding of local cultural, social and environmental issues
Provide access for physically challenged people
Encourage respect between tourists and hosts, and build local pride and confidence while being culturally sensitive
Collaborate with luxury partners to attract high-spending responsible visitors
Special campaigns with luxury market focused entities with databases
Luxury media collaboration/event
Romance market promotions (high spenders)
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SHORT-TERM
OPPORTUNITIES

Proactive Initiatives R 2

* Neutralize Japan's inbound focus by
working with JATA, government
agencies, industry stakeholders

« Ramp up post-recovery marketing
efforts after 2018 natural disasters

« Counfteract Southeast Asia travel growth
by executing an integrated branding
campaign promoting Hawai'i’'s unique
assets (climate, safety, culture, nature,
adventure)

« Create renewed brand consistency
on all channels with fravel partners
(ex. Hakken Hawaii messaging efforts)
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Hawaii Island 
Work with travel industry (wholesalers, airlines, stakeholders) to rebrand, revitalize and create urgency to travel now
Increasing presence of Hawaii Island messaging in overall branding
Working with industry stakeholders on events targeted for travels in Q1 and Q4
	Innovative? Mitsue

Next slide – ANA Music Week (REMIND ERIC)
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SHORT-TERM
OPPORTUNITIES

New Approaches in 2019

« Community events as catalyst
for new visitors

« JIB's Global Destination Campaign

« Hakken “Discover” Hawai‘i Campaign

« Generate renewed awareness,
create new products, facilitate
wholesaler collaboration and
garner neighbor island interest

« Promote in secondary cities to
support upcoming air charter lift
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Hawaii Island 
Work with travel industry (wholesalers, airlines, stakeholders) to rebrand, revitalize and create urgency to travel now
Increasing presence of Hawaii Island messaging in overall branding
Working with industry stakeholders on events targeted for travels in Q1 and Q4
	Innovative? Mitsue

Next slide – ANA Music Week (REMIND ERIC)
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SHORT-TERM
OPPORTUNITIES

hitps://www.youtube.com/waitchev=J3bm
4AU82b68
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Hawaii Island 
Work with travel industry (wholesalers, airlines, stakeholders) to rebrand, revitalize and create urgency to travel now
Increasing presence of Hawaii Island messaging in overall branding
Working with industry stakeholders on events targeted for travels in Q1 and Q4
	Innovative? Mitsue

Next slide – ANA Music Week (REMIND ERIC)



https://www.youtube.com/watch?v=J3bm4U82b68

HAWAI'l [SLAN

Hawai'i Island Initiatives

« Rebrand Hawai'i Island

« TV, media exposure and
virtual reality experiences
(Ariyoshi, “Tabi Salad”,
“King's Brunch, MX4D)

« Develop infrastructure & new land
tour products for Japanese market
with local tour operators and
wholesalers (customize tours for
Japanese visitors)

* Increase awareness through
Hakken campaign
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Challenges
* Incentive travel regulations

» Fuel surcharge
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* Price point .
Opportunities

e Airliftf reduction
« Small groups (50-100)

Tentative Bookings

Wholesaler/hotel alignment
* Incentive travel

« Dates: May — June 2019 Airbus A380*

and september 2017 Focus on entertainment,
« Aftendees: 2,000 - 3,000 sports and MLM*

per group

Attendance building*

*Hawai‘i Convention Center (HCC) focus
11
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Difficulty to obtain seats for group as FIT & OTA grow
Delta reducing flights hard to book future flights +DL & KE JV
JAL & HA + 51% share proactive utilization by companies
-seat supply down
-FIT OTA demand growth
-Group booking rates higher
-unstable carriers

Initiatives against?  JTB GDC to quicken booking pace, tagging with largest organizer; develop sales tools for agents with little experience to Hawaii. Support JTB seminars for employees using tools developed.
250 employees from JTB sent on FAM to Hawaii in December – in 2019 bookings for 1,000 are being secured tentatively

Big challenge: cancellations from large scale insurance bookings. Due to the kinyuuchou guidance requesting insurance industry to refrain from international incentive travels.  

HCC: Biggest Hurdle is inability to book groups under 300: Japan has smaller groups. Hotel ordered to HCC to only accept groups greater than 300. Small scale. 

Big business: 1,200 pax event in fall with automobile industry. (Toyota) LUKE CHECKING

Hawaii sland potential -> industry wants to keep promoting (TO HAWAII SILAND SLIDE)
GTS Post FAM lead to HIS Lead 153 pax to Hawaii Island (February 22 - 27) (Waikoloa Marriott + Hilo Hawaiian)
Connect with IHVB	 Support JAL + Hawaiian


Opportunities
Small Groups (50 - 100) 
Wholesalers & Hotels similar target
Airbus A380
Attendance building to global meetings conventions and incentives

Challenge
Financial Services Agency discouragement of incentive travels starting June 2018 
Increase in fuel surcharge
Decrease in airlift leads to difficulty to obtain seats 
Air and land costs for group business
HCCs inability to accept 300 or less (Check with Mitsue)

Initiatives 
Heavy integration into major organizers/wholesalers’ sales/marketing initiatives
	development of sales tools
	destination promotion seminars
Booking incentives ? (Support group bookings ie dinner payment) CHECK W/ LUKE

BIG Business Luke will return
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Closing Tactics

 Promote HCC as a priority venue
« Fully integrate with organizers and
wholesalers’ sales and marketing
initiatives
« Sales tool development
(JTB, HIS, Top Tours)
» Destination promotion seminars
« Advertising opportunities

 Establish booking incentives (event
support, air/hotel negotiation assistance)

* Develop CSR and experience based
initiatives

12
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Competitive pricing slide second of the two

How are we  working to position Hawaii as worthy consideration? Check with Mitsue

Wide range of target, = on island experiences products many. For everybody. Target segmentation using specific platforms for each segment to diffuse info based on below
6 islands all with unique experiences
Safe destination with good climate
How are you working to position Hawai‘i as worthy of consideration among upscale competitive destinations?

Thailand is obtaining shares from Hawaii: LCC developed + millennial attraction = proximity, cost, ease of traveling. But Hawaii remains popular for markets such as affluent families, active seniors and romance. Europe Australia aiming to obtain these (high expenditure oriented consumers we trying to target)



HAWAT TOURISM

JAPAN

MAHALO!

Hawaii Tourism Japan
1600 Kapiolani Blvd. Ste 723 Honolulu, HI

Tel: (808)942-4200
Email: Hawaii@htjapan.jp
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