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Southeast Asia has some of the fastest growing economies in the world due to
rapid population growth, rising trade and investment flows. Southeast Asia’s
middle-income population will be forecasted to more than double to 400
million by 2020.

Source: Department of Statistic 
Malaysia 

Source: Department of Statistic 
Singapore

Source: Badan Pusat Statistik
(Statistics Indonesia) 

Source: National Statistical 
Office of Thailand

MARKET OVERVIEW

Presenter
Presentation Notes
This middle-income population (more than double to 400 million by 2020) represents a massive growth in target market with spending power for the Six Island of Hawaii.
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2018 Southeast Asia Visitors
to Maldives

237,163 pax*

2018 Southeast Asia Visitors
to Hawai‘i

58,046 pax

COMPETITION AND 
BRANDING

5-Hour flight 

Source : MIDT, *preliminary data, January to December 2018 

Presenter
Presentation Notes
2017 Southeast Asia Visitors to Maldives – 221,990 pax (+6.8%), whereas Hawaii’s growth from 2017 is (+33%), 43,657 pax. Looking at the tremendous growth of Southeast Asia Visitors to Hawaii, we are confident that Hawaii will certainly outperform Maldives in the upcoming years as the premium destination for SEA travelers.
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Portrait Hawai‘i as the idyllic destination that fulfills all needs

Incredible 
Geology

Rich 
Culture

Fascinating 
History

Silver 
Travelers

Affluent 
Travelers & 
Romance

Presenter
Presentation Notes
Portrait Hawaii as the idyllic destination for the target audiences below through the abovementioned aspects:
Silver Travelers 
Affluent Travelers
These target audiences have more flexibility in terms of making their own travel decision, as these group of people have time and spending power on luxury travel. 
Incredible Geology
Hawaii is formed by a series of active volcanoes, the Hawaiian Islands are certainly unique in their geology. For example, Kauai's Na Pali Coast, Maui's Mount Haleakala, or Hawaii Island's Mauna Kea. What’s even more, Tourists can even experience 4 different climate zones when they visit the Island of Hawaii, ranging from Wet Tropical to Polar Tundra.
Fascinating History
The start and the end of WWII – Pearl Harbor
There is only one Royal Palace – Iolani Palace in the state of America
Rich Culture
Tourist can experience the unique Aloha Spirit when they visit Hawaii. Tourists will be welcoming by the locals with open arms. There is truly nothing better than the sense of community and love you will find in Hawaii that practices strong Aloha spirit.
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Frequency reduced to 4x
weekly from April 1 to April 24 &
July 1 to July 23, 2019.
Reduced 9,048 seats capacity, 
with 128,179 seats capacity left 
for the remaining of 2019.

Presenter
Presentation Notes
AirAsia X is temporary reducing flight frequency to Hawaii from 7x times weekly to 4x times weekly due to soft load 
D7001 KUL1400 – 2125KIX2325 – 1230HNL 333 x124�D7002 HNL1600 – 2025+1KIX2200+1 – 0400+2KUL 333 x124
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Aspiration

Distinguish Hawai‘i 
from other 

competitors as a 
premium 

destination by 
focusing on high-
end tour product 

development

Education

Educate potential 
visitors to Hawai‘i 

about how to 
travel throughout 

The Hawaiian 
Islands in a 

sensitive manner

Consideration

Engage influencers 
to curate content 

that aspire and 
position Hawai‘i as 

a premium 
destination 

2019 Key Strategies

Presenter
Presentation Notes
2019 Key Strategy to tackle responsible tourism
Through Aspiration, Education and Consideration
Aspiration
Create a strong top-of-mind awareness among affluent travelers through Social Media and Media that Hawai‘i has unique attractions, rich culture and mesmerizing nature. Meanwhile, promoting high-end tour product development and aiming at increasing visitor expenditure by attracting high-spending visitors.
Education
Work closely with leading travel agencies and Hawaiian Stakeholders to develop informational campaign and to educate potential visitors to Hawai‘i about how to travel throughout The Hawaiian Islands in a sensitive manner. For example, this can be executed during Southeast Asia Trade Mission to further educate and enhance local travel trade destination knowledge across The Hawaiian Islands. On a side note, educational content such as “how-to travel around Hawaii” and “Things not to do in Hawaii” can be published on gohawaii’s social media channels as well.
Consideration
Engage renowned influencers to curate content as well as educate their followers about the Hawaii island in a sensitive manner. 
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KEY INITIATIVES FOR 2019

01
#MYHawaiiLove

Story
MYHawai‘i

Day

02

Awe-inspiring 
journey to 
paradise

03
MYHawai‘i
Chat-Bot

05

04 Discover
#HawaiiExperie
nceTheDream

Presenter
Presentation Notes
Initiative 4: Talk to Mr. Hawaii Chat Bot
As we tap into the Industry 4.0, brands/businesses have changed their way of gathering data and doing business. Artificial Intelligent (AI) has becomes a more significant tool for a brand/business to improve their marketing strategies.
Nowadays, Artificial Intelligent is being widely used to gather data/information about potential consumers and even our airline partners such as Scoot and Air Asia are using AI as their consumer care service. 
Mr. Aloha chat bot is not only created to further understand the behaviors of potential travelers and their interest on Hawaii. It is also created to act as the first point of contact for a business and it provides 24/7 customer support with immediate response. Having said that, it helps to improve user experience because users is looking forward to an immediate response when they reach out to a brand via social media channels.
In order to encourage Southeast Asia users to interact with Mr. Aloha Chat Bot, a social media contest will be rolled out to drive engagement for the launch of Mr. Aloha Chat Bot. The users are required to create a luxury 6D5N #HawaiiExperienceTheDream itinerary which must include neighboring island by interacting with Mr. Aloha Chat Bot to further understand the attractions, culture and gastronomy in Hawai‘i. 
This contest is anticipated 250 entries
After the campaign ended, HTSEA can further utilize the data gathered through Mr. Aloha Chat Bot to create a more personalize content on gohawaii social media channel in order to spark conversation with its potential travelers as the always-on strategy.
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Educate
• Through 

Destination 
training especially 
during the Aloha 
Trade Mission in 
Malaysia & 
Indonesia.

Inspire
• Create new 

content through 
collaboration with 
influencers to 
reposition Island of 
Hawai‘i through 
#MYHawaiiLoveSt
ory

Always-On
• Increase social 

positing of Island 
of Hawai‘i in both 
FB & Instagram 
ensuring constant 
top of the mind-
recall



MCI OVERVIEW

Source
Market

Agent / 
Industry # of Pax Date Duration of

Stay

Malaysia
Automobile 50-60 pax September 

2019 7 nights

Insurance 280 pax May 2020 4 or 5 nights
Singapore Incentive 40 pax 2020 3 or 4 nights

Incentive 60-80 pax 2020 4 or 5 nights

July, 2018
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Presenter
Presentation Notes
MCI is one 
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