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OVERVIEW-
MARKET CONDITIONS

« GDP per Capita :
$29,742

 Unemployment rate:
4.5%

 FXrate:
1,125 KRW = 1%

« Political Landscape:

Expansion of Korean

Peninsula

* Source: The Bank of Korea



Presenter
Presentation Notes

GDP Per Capita: $29,742 (Ranked around 12th among G20 countries
Unemployment rate: 4.5% (worst rate ever since 2010) - According to Bank of Korea
FX Rate: remaining in narrow range with no major change over Dollar - According to Bank of Korea 
Political Landscape:  Latest Second US - North Korea Summit in Vietnam in Feb. Korea will play as leader of New Korean Peninsula System. 
The approval rate of President moon climbs up ahead of NK0US summit 



COMPETITION AND
BRANDING

« Competitors Activity Highlights:
* Europe - Italy & Spain, an increase of honeymooners in 2018

« Cancun - Dual-city promotion through NY or LAS
* Maldives — Multi-island ‘CrossRoad’ Development Project

« Branding/Position of Hawai‘i among competitors:
« High-value
« Family-friendly
« Culturally Abundant
« Full of Outdoor & Activities
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Presentation Notes
The honeymooners who considered Hawaii in minds has distributed to Europe, Cancun and Maldives according to major wholesalers and airlines.
Thus, there’s slight increase of honeymooners visiting Europe, especially to Italy and Spain thanks to their recent TV programs and promotions.
Cancun has promoted its dual city package through New York or Las Vegas. 
Maldives - strongest competitor of Hawaii  - Government will build the largest resorts complex called CrossRoads in 2019. 
(2019년 인도양 최대규모 리조트 복합 단지 ‘CROSSROADS’ 건설 (멀티 아일랜드 통합 레저 및 엔터테인먼트 프로젝트인 ‘크로스로드(CROSSROADS)’는 2019년 초에 대규모 복합 리조트 단지로 개장하여 몰디브를 새로운 스타일의 여행지로 재정의) 
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AIRLIFT
» Total 445,638 seats by 4 air carriers

Daily
*Additional charter flights: Feb 1 & 5 and Chuseok
(2nd week of Sep)

5 flights per week
*Daily flights: Apr 30 - May 18, Aug 14 - Oct 31

5 flights per week
*Temporary daily flights: Jan 14 - Feb 6

5 flights per week

*Temporary Suspension: Mar-Jul & Oct - Dec
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Presentation Notes
Total air seats in 2019 decreased by -1.5% (mainly due to Asiana Airlines’ reduced airlifts this year. 
Asiana Airlines (OZ) – increasing airlift with daily flights (Apr 30 – May 18), also considering daily flights from winter season (Nov 2019 ~Mar 2020)
Korean Air (KE) - considering charter flights during Korea’s national holiday (2nd week of Sep)
Jin Air (LJ) – temporarily suspending its flights for regular maintenance check (Mar-Jul  & Oct-Dec)
Hawaiian Airlines (HA) – continuing 5 flights per week targeting Neighbor Island


RESPONSIBLE TOURISM

Marketing:. Eco-tourism products launch by travel
agencies

PR: Green Hawai'i Media FAM organization &
Advertorial placements for responsible tourism

Consumer: Integration of responsible tourism
components in Hawai'i festivals/events

Digital: Pre-arrival campaign to educate visitors
about how to travel in a sensitive matter

<>
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Marketing: Eco-tourism products launch by travel agencies
PR: Green Hawai‘i Media FAM organization & Advertorial placements for responsible tourism 
Consumer: Integration of responsible tourism components in Hawai‘i festivals/events 

Digital - Conduct #Respect Hawaii campaign, pre-arrival informational campaign to educate potential visitors to Hawai‘i about how to travel throughout the Hawaiian Islands in a sensitive manner. 
Update social media posts to develop responsible travelers by encouraging them to consider how their movements through the destination impact the environment, and selecting accommodation, transportation and activities in a manner that helps preserve the destination and benefits the people who live there.
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SHORT-TERM
OPPORTUNITIES

Mother & Daughter Campaign

« Growing of women'’s spending
power — “sheconomy”

 47% of total outbound visitors in
2018 were women

* Launch ‘mother & daughter’
travel campaign in partnership
with tourism industry and
media/KOLs

« Co-op with Hana Tour, premium
brands and fier |
media/publication
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As the influence of women and their spending power has been growing in the travel market, 
Targeting this growing market, HTK would like to develop integrated promotions to highlight the Hawaiian Islands as a high-end destination, especially suitable for mother & daughter getaways.

Marketing - HTK will partner with top 5 major travel agencies to conduct 'mother and daughter' tourism campaigns. 
PR side- In partnership with one of the top luxury membership or ladies’ magazines in Korea, HTK will organize 'mother & daughter' promotion targeting the premium market.  
Digital - HTK will invite a celebrity mother & daughter couple to the Hawaiian Islands to generate content on related themes, such as magazine photo shoots and videos, and develop supplementary media coverage to introduce the islands as an ideal destination for mother & daughter travel. The photos and videos will be re-purposed for major media to promote Hawai'i as an ultimate destination for mother and daughters. 



-

SHORT-TERM
OPPORTUNITIES

TV/Drama Filming

TV - the most influential media
channel in Korea

« Highlight distinctive culfure,
history and lifestyle of Hawai'i

* Maximize the reach of
information targeting
S appropriate audiences

« Key KPlIs: $8 million PR value
and tour product development
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To highlight Hawai‘i’s distinctive culture, history and lifestyle, HTK will continue to work in partnership with major TV channels to maximize the reach of information targeting appropriate audiences. 
TV is considered the most influential media to reach a mass Korean audience. (
HTK will host a large TV film project during the year to showcase the landscape variety of the islands.
Already arranged two TV program, Battle Trip and Live Alone in Hawaii. 
HTK will co-op with major travel agencies to develop travel products linked to locations featured in the TV shows. The products will include itineraries to experience various cultural and historical activities which were highlighted in the TV programs. 
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SHORT-TERM
OPPORTUNITIES

2019 Korea Sales Mission ="\

car, B

r
Yo 4/068

“Connect to Aloha”

* Integrated marketing for core target
segments - romance, family and FIT
markets

« June 10-11, 2019 (Seoul & Busan)

» Key KPIs: new tour product development
through series of travel marts and
meetings
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2019 Sales Mission - Connect to Aloha

In conjunction with Hana Tour Expo 
HTK will host a large-scale, bi-annual Hawai‘i Travel Mission in 2019 with about 20 Hawai‘i partners to widely spread aloha spirit in the market and share in-depth destination information. 
Under the 'Connect to Aloha’ slogan that represents the close ties between Korea and Hawai'i, the mission will leverage the relationship with trade partners and discuss future co-op opportunities during marketplace events.  
HTK will provide opportunities for Hawai‘i partners to make meaningful and strong connections with major travel agencies in the targeted cities.




AR HAWALLISLAND

« Korean arrival status: total 24,597 pax (-12.3%) (vs. 2017:
27,554 pax)

 Continued efforts & ROIs:

Celebrity visit to Hawai'i Island generated 102,500 reach
through integrated social media channels

Over 15 golf tour products from recent Busan FAM (via
JAL's NRT-KOA route) and more MClI leads coming

Hana Tour's branch office in Kona re-activated

Celebrity golf FAM (Aug) - generate extensive media
buzz from future celebrity projects

Advertorial placements in leading media
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Korean visitors to the island of Hawaii has been dropped to total 24,597 pax (-12.3%) due to volcano issues last year.
(versus 2017: total 27,554 pax / +33%)

Celebrity Ambassador’s visit to the Island: as a celeb endorsement marketing, HTK will bring celebrity to the island of Hawaii to generate extensive media buzz on the island.
Co-op with JAL Busan: Expanding the HTK’s comprehensive regional marketing campaign <BUSAN Market Activation>, HTK will be also booming up MICE & Golf travel demands for Hawai‘i in the nations’ secondary market of Busan in collaboration with Japan Airlines (JAL) Busan. In addition, as a part of Neighbor Island Promotion, HTK and JAL will be promoting the JAL’s PUS-NRT-KOA route (via JL958 & via JL770) for the visitors to explore the island and better understand Hawai‘i.  (*As JAL will be partnering with HA from this year for Joint Venture, HTK will be utilizing this opportunity for neighbor island promotion.)
Hana Tour revived its branch office in Kona and conduct Hawaii Island promotion to focus on the island of Hawaii. (*8월 이달의 도시) HTK will collaborate with Hana Tour to boom-up the sales volume of Kona products during ‘Destination of the Month’ promotion.� Exp. ROI: Hana Tour is planning to send about 300 pax/month to the island of Hawaii throughout the co-op promotions with HTK
Big 3 Entertainment Fam Tour: HTK will run an Entertainment Fam with the “Big 3” entertainment giants in Korea – SM, YG, and JYP – in April. The purpose of the project is to actively draw celebrity projects to the Hawaiian Islands. Team-leader level personnel from the companies will be invited to the trip, and HTK will showcase O‘ahu and Island of Hawai‘i as ideal film location destinations. The site inspection itinerary will include various natural attractions and hotel properties on the islands.� Exp. ROIs: Draw various celebrity project to Hawaii and generate extensive PR value through press release the artist’ social media post
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MCI| OVERVIEW

 Korea MCI Market Landscape:
increasing demand of VIP groups and r
seeking for long-haul destinations

« New MCI Initiatives:

» Extra incentives to groups that
use HCC and visit the neighbor
islands

« Target high-yield industries
(finance, insurance, education,
and entertainment)

« Corporate FAM, MCI family R
workshop and VIP reception ,
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Korea MCI Market Landscape  MCI groups from Korea have increasingly been seeking long-haul destinations beyond the usual intra-Asia short-haul destinations. According to the destination survey conducted by Asia GMTs & Island Chapter Subcommittee early this year, the popular MCI destinations in the long-haul segment include Europe, Phuket (Thailand), Singapore, and U.S mainland. 

New MCI Initiatives: 
Encourage multi-island travels by extra cash incentive programs. ($10/pax)
Promote target core groups (Insurance, Sports, and Entertainment, Finance segments), aiming to increase group’s visitor spending by providing shopping certificates
Provide incentive support to help offset costs for attendees who use meeting space at HCC and fly to the neighbor islands
Further develop long term relationships with airlines to help secure group rates and seats for interested groups 
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MCI| OVERVIEW

* MCI Opportunities for 2019:
* Insurance/Finance
Entertainment
Edu/eco tourism from schools/universities
LPGA/golf promotion
Government: extended short-term training or site inspections

 Upcoming MCI leads in the next 6 months

« Lotte’s affiiated corporates (250 pax / Apr) —for LPGA
Championship attendance

« AFRO Financial (400 pax / Apr):. an invitee from 2018 Meet
Hawaii corporate event
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Focused industry 
Entertainment
Edu/eco tourism from schools/universities 
LPGA/golf promotion 
Government:  extended short-term training or site inspections 

Upcoming MCI leads in next 6 months
Lotte’s affiliated corporates (250 pax / Apr) – for LPGA Championship attendance
AFRO Financial (400 pax / Apr): one of invitees of 2018 Meet Hawaii corporate event)



MAHALO!
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