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OVERVIEW
MARKET CONDITIONS

U.S. Government shutdown lasted 5 weeks

Consumer confidence down -6.4% to 120.2

GDP to grow 2.2% in second half 2019, compared
to 3% in 2018

U.S. unemployment rate is at 4%

U.S. dollar continues to appreciate

U.S. - China tariffs, sanctions and regulatory issues
continue to evolve with regard to trade and tourism


Presenter
Presentation Notes
U.S. Government shutdown lasted 5 weeks.  800,000 federal workers furloughed more than a month.  Losses will be seen in discretionary spending categories and it is hopeful spending will resume in late second and third quarters

Consumer Confidence down -6.4% to 120.2, but still remains high.  

GDP growth 2.2% in second half 2019, slower growth compared to 3% in last 3 quarters of 2018

U.S. unemployment rate is at 4%.  Job openings are at all-time high

U.S. dollar continues to gradually appreciate against other currencies in 2019, Brexit weights on GBP

U.S. - China tariffs, sanctions and regulatory issues continue to weigh on trade and tourism.
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AIRLIFT

U.S. seats to Hawai‘i up 2.9% in 2019 to 9.5 million from
9.2 million in 2018

U.S. West up 2.5% and U.S. East up 6.1%

U.S. mainland direct service growth to neighbor islands
continues into 2019

North American carriers are expected to deliver the
strongest financial performance in 2019 with a $16.6
billion net profit (up from $14.7 billion in 2018)

« Ancillary fees - North American carriers have this past
year raised first and second bag fees to offset any
increases in fuel


Presenter
Presentation Notes
Forecasted increase of U.S. seats to Hawaii up 2.9% in 2019 to 9.5 million from 9.2 million in 2018. 

U.S. West up 2.5% and U.S. East up 6.1% - The addition of Hawaiian’s Boston –Honolulu and Delta’s Detroit – HNL service in East contributes to the increase in seats. This does not take into account the Southwest flights.

North American carriers are expected to deliver the strongest financial performance in 2019 with a $16.6 billion net profit (up from $14.7 billion in 2018) Profits are further buffered by high load factors and ancillary revenues.

U.S. mainland direct service growth to neighbor islands continues into 2019.  Oakland-LIH, Seattle to Kona – to name a few. 

Fuel surcharges -International Carriers are more likely to add a surcharge whereas North American carriers have this past year raised first and second bag fees to offset any increases in fuel or labor.
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VISITORS” VALUES



Presenter
Presentation Notes
Brand “Me” - Seeks and shares self-fulfilling experiences 
Enrichment - Purposefully explores to broaden perspective
Authentic - Curious to experience and understand the real Hawaiʻi
Local Obsession - Culturally respectful and open-minded
Responsibility - Actively supports environmental and cultural sustainability 
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AVID EXPLORERS
PERCEPTIONS OF HAWAI'I

71%
65%

59% 59%
31%
25%

36%
30%

Quallity culinary and Historic and cultural  Offers authentic New activities and
dining experiences things to do experiences experiences

®m Importance of Destination Attributes (Extremely/Very Important)

B Applies to Hawai‘i

Source: DKSA data
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Presentation Notes
While travelers recognize that Hawai‘i delivers on key attributes, it is often the location-specific experiences such as unique history, culture, cuisine, and activities that actually drive the Avid Explorer to choose a vacation destination. These Avid Explorers, however, are much less familiar with what Hawai‘i has to offer beyond sun and sand. 
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HAWAI‘l ROOTED
CAMPAIGN




Hl Hawaii - gohawaii.com (Default)
Sponsated - @

Lyndsey Haraguchi-Nakayama has been a farmer her

whaole life. Her family has been producing Hanalei-

grown taro for five generations, and they have no

plans of slowing down. #HawaiiRooted

#letHawaiiHappen

Facebook Video

Experience an
ecotour of taro fields
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Learn More

Instagram Story

-~
Learn More

Instagram Video




gohawaii.com

The Nobility of Cane

A story on the island of Oahu

o5 Like () comment £ Share Y

Facebook Video Instagram Story Instagram Video
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found locally in
Hawaii,
gohawail.com

S
From Spear to Fork LEARN MORE
A story on the island of Maui °

Learn More Learn More

() comment

Facebook Video Instagram Story Instagram Video



2019 MEDIA PLAN

hulu _
' Traveler @
vidzoamp SPOTLIGHT GREAT BIG STORY .
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MAUI POST ARRIVAL VIDEO
— CULTURAL SUSTAINABILITY

https://www.youtube.com/watch?v=g-E-YsNZJuY
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Maui Post Arrival Video – Cultural Sustainability


https://www.youtube.com/watch?v=g-E-YsNZJuY

MAUI POST ARRIVAL VIDEO
— OCEAN HEALTH

https://www.youtube.com/watch?v=5 AKOS1WFxM
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Maui Post Arrival Video – Cultural Sustainability


https://www.youtube.com/watch?v=5_AKQS1WFxM




ISLAND OF HAWAI‘Il RECOVERY

74 ISLAND Z/

AWA

Awareness

Conversion

J \

Consumer Marketing — Refreshed Hawai‘i Island
Brand Attributes

Still and video shoot

Social media campaign w/industry partners

Satellite media tour

Hosting Press & Influencers on-island
Paid digital media

Paid social media

Paid media: Q’4 2018, Q’2-4 2019

Cooperative Marketing - Conversion

Bus tour: coordinated industry sales,
marketing & PR west coast blitz
Paid digital media: Sojern, SEM,
Retargeting
Flight: November 2018 - February 2019

- Coordinated with consumer media
Call-to-action: HawaiiSpecialOffers.com
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Hawaii Roo

Keoni Kabolo‘a‘a
HAWAI‘I VOLCANOES NATIONAL PARK
INTERPRETIVE RANGER

6,275 views - 4 comments
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W 9o hawaii
Hawai'i Volcanoes National Park
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®PBP Liked by marisanakama and
5,672 others
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Witness some of the
newest land on Earth.
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See More
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* NEED TO REPLACE THE HTA LOGO WITH OUR LOGO *


MCI OVERVIEW - 3 YEAR PACE

OTB January 2019 for
2019, 2020 and 2021
Sum of
Cioum Contract
of Lead
Rooms
Island of Hawai‘i 70 64,473
Kaua‘i 40 41,853
Maui 150 153,287
O‘ahu 94 74,421

Grand Total 354 334,034

OTB January 2018 for
2018, 2019 and 2020

Island of Hawai‘i
Kaua‘i

Maui

O‘ahu

Grand Total

Count
of Lead

75
40
116
70
301

Sum of
Contract
Rooms

80,296
39,032
124,707

49,995
294,030
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Presentation Notes
2018 exceeded 2017’s annual production by 37% and our goal by 21%.  New to Hawaii also exceeded last year and goal by 29%
3 three pace is healthy  - The island by island breakdown is on the screen and overall we are 13% ahead of this same period last year .
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MCIl OVERVIEW

 MCI opportunities and challenges
 Island of Hawai‘i
 Response time ... and it’s not just us saying it
 Working as partners not as competitors

e Leisure demand

 Upcoming:
 MCI seller-specific webinars in March and May

« Aggressive statewide MCI training later this year - CMP
approved components and certification through HVCB
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