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OVERVIEW-
MARKET CONDITIONS

o Australia

« Economy stable - GDP growth at around 3%
 High employment figures and wage growth
 Federal election in May

« USD - AUD $0.72 - $0.73

« New Zealand
* Predicted GDP growth of between 2.5-3.5%

e Outbound is at record levels

* NZD began 2019 firm at US$0.67
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Presentation Notes
Australia
GDP growth for Australia is forecast at 3 percent for 2019 and 2020, supported by substantial activity in public spending, business investment and exports.
High employment = wage growth and encourage consumer spending
Federal election in May will affect future policy directions
While the Aussie dollar fell in 2018 it remained resilient and forecast to remain steady against USD – AUD 0.72 – 0.74 cents
Solid growth for outbound travel in 2018 continued - 5.8% increase on the previous year. Travel to the USA remains consistent.

New Zealand
The New Zealand economy is predicted to see GDP growth of between 2.5 percent and 3.5 percent over the next few years.
Outbound travel from New Zealand is at record levels with over 3 million annual departures
After a long period of stability, the New Zealand dollar weakened against the USD during 2018, but rallied towards the latter part of the year. The NZD began 2019 firm at US$0.67cents



—

COMPETITION AND
BRANDING

 The competition:

e South East Asian destinations
offering competitively priced luxury
packages

« Airlines influencing the market
through new routes and aggressive
pricing E.g. Qantas and Air New

Zealand
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Qantas – increased airlift. Has begun flying to Fiji again after a hiatus of nearly 20 years. Is also upgrading aircraft on the Sydney to Bali route from a Boeing 737 to Airbus 330, which will offer the lie flat Bus Class suites. This will add 650 seats per week on the route. Together with Jetstar, the additional capacity will see the Qantas Group offer close to 38,000 seats a week between Australia and Bali.

Experiential value that Hawaii offers
Culturally compatible with Aussie and Kiwis
Safe

Bali – Qantas – premium seats – additional airlift

NZ – In 2018, Hawaii gained the market share
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COMPETITION AND
BRANDING

e Branding

 Hawai‘i is culturally compatible
with Australian and Kiwi travel

expectations

 Focus on the experiential value

across the six Hawaiian Islands

o Qutstanding Nature; Surprising;
Adventure; Perfect for couples

and families
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Recent research in Australia – those who have visited Hawaii as well as preferers – Perceptions of Hawaii 1. Outstanding Nature 2. Perfect for Couples 3. Perfect for family 4. Surprising 5. Adventure.   
Experiences such as mountain tubing on Kauai, driving the road to hana, and visiting Hawaii Volcanoes NP all rated highly, opportunity to have new conversations with our core segments at a deeper experiential level. Bringing these experiences alive through our commercial offerings (packages, itineraries) Emotive communication that reflects the sense of wonder that people feel about Hawaii.

Experiential value that Hawaii offers
Culturally compatible with Aussie and Kiwis
Safe

Bali – Qantas – premium seats – additional airlift

NZ – In 2018, Hawaii gained the market share


AIRLIFT

Forecasted 5.6% drop in airlift for Oceania in 2019

Alrlift for Australia remains flat

New Zealand sees a settling down between two adversaries
NZ still remains 30,000 seats higher than 2017

OCEANIA 503,166 533,045

New Zealand 129,607 152,259 -14.9

Australia 373,559 380,786 -1.9
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NZ – couple of dot points on reduced seat capacity

Australia – seat capacity remains flat

5.6% 
drop for Oceania overall

1 slide
Cover issues relative to load factors, seat inventory, fuel surcharge, and other factors that might be impacting airlift and pricing



RESPONSIBLE TOURISM

 Sea cleaner initiative

* Responsible tourism and sustainability
* International Coastal Clean-up Day- September

* Hawaii group visited Aotearoa

e Voluntourism

* Immersing in local, authentic and culturally relevant

 MCIl targeted as a growth, high spend sector

» Seasonality and Regional Spread
* Oceania market a good fit for shoulder seasons
» 27% visit a Neighbor Island

» Exploring beyond the popular tourist areas
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Sea cleaner initiative
Based around visitors having awareness for the environment and having a positive impact during their stay
2018 saw a group of young environmental leaders visit Hawaii for International Coastal Clean-up Day
2019 has seen a Hawaii group visit Aotearoa, and a group from NZ and Australia to participate in Intl Coastal Clean-up Day in September
Voluntourism
There is a market interest in immersing in local, authentic, culturally relevant initiatives that have a positive impact on the people and place
MCI targeted as a growth, high spend sector who have an interest in including a responsible tourism element
Seasonality and Regional Spread
Oceania market a good fit for shoulder seasons
27% visit a Neighbour Island
Our visitors are interested in exploring beyond the tourist traps and engaging with the people and culture



Sea Cleaners

Responsible and Sustainable – Regional Element/Shoulder

TBL  - corporate and leisure

For MICE clients we organize activities as part of conf program
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SHORT-TERM

OPPORTUNITIES

 Encourage visitation in shoulder periods

 Promoting multi-island holidays

* Incremental visitors via stopovers *

e Highlighting experiences
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Increasing incremental visitors and encouraging Hawaii stop overs enroute to mainland USA
Economic dispersal – encouraging spending on activities and attractions
Increasing neighbor island visitation
Dedicated single island specialist famils
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SHORT-TERM
OPPORTUNITIES

« Co-operative campaigns
e Destination training

o |sland specialist famils

e Public relations

* Blog and e-newsletter

» Social media /Video content [F9' ‘8 |
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Branded co-operative campaigns increase sales – Flight Centre national campaign – co-op in Q1+Q2 - Shoulder periods – how did we do in 2018 on the shoulder periods – look at monthly stats
Branded content across consumer channels – Utilizing our own channels, social media, the blog, newsletter and communicating that message and educating consumer about the neighbor island offerings
HTO is doing more to ensure that we are communicating that depth of brand direct to the consumer



BRANDED VIDEO
CONTENT

https://www.youtube.com/watch?v=nPmVTqi0Dss



https://www.youtube.com/watch?v=nPmVTgi0Dss

Social Media

Stand alone Hawai‘i campaigns
Dedicated Specialist famil
Focus on soft adventure

TV partnership

Additional influencer ‘wow’
activities e.g. American Express
content promo

HAWAI'l ISLAND

1223

l 1,297 27K
-_— 0 Promotions Edit Profile

Hawaii Tourism AU

Aloha! Welcome to the official Hawaii Tourism feed for
ur Hawaii pics and tag #GoHawaiiAU to

—
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Dedicated specialist famil in 2nd half of 2019

NZ TV crew
All Blacks to visit Is of Hawaii

Soft adventure
Stand alone Hawaii campaign
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MCIl OVERVIEW

e Hawali‘i Convention Center
e Cheer & Dance Games 2019
» Golden Oldies Netball 2020

 Promote for large conventions and attendance building

o Upcoming Opportunities
 Golden Oldies Rugby 2022: 4,000 attendees

11
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Hawai‘i Convention Center
Success around sporting events (which is a good fit for our market)
Cheer & Dance Games 2019 
Golden Oldies Netball 2020
Continue to promote for large conventions and work with HCC on attendance building
Upcoming Opportunities
Golden Oldies Rugby 2022: 4,000 attendees
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MCIl OVERVIEW

* Industry Engagement
« Corporate market focus to expand our reach
 Face-to-face meetings, trainings and events
» Host famils through the year

o Offer support during the RFP process

12
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Industry Engagement
Corporate market focus to expand our reach to end clients direct 
Build & maintain our relationships via face-to-face meetings, trainings and events
Host famils through the year 
Offer support to ensure Hawai‘i is on top of their minds during the RFP process 
Communication is key 

Cheerleaders conference May 2019

Netball group 2020 HCC

Dedicated in market specialists

National Franchise Convention – new opportunities.
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