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Lumi Papa Hoʻokō B 
1801 Alaākea Kalākaua 

Honolulu, Hawaiʻi 96815 

Hawai‘i Convention Center 
Executive Board Room B 
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Honolulu, Hawai‘i 96815 
 

Papa Kumumanaʻo 
AGENDA  

 
1. Ho‘omaka 

Call to Order 
 

2. ‘Āpono I Ka Moʻoʻōlelo Hālāwai 27 Pepeluali 2019 
Approval of Minutes from the February 27, 2019 HTA Marketing Standing Committee Meeting 

 
3. Hopena Hoʻomōhala Hou No Hawaiʻi Mokupuni – Waihona Kālā Hokona Pōʻino HTJ 2018 

Hawai‘i Island Recovery Results – HTJ FY 2018 Emergency Marketing Fund   
 

4. Hopena Hoʻomōhala Hou No Hawaiʻi Mokupuni – Waihona Kālā Hokona Pōʻino HTUSA 2019 
Hawai‘i Island Recovery Results – HTUSA FY 2019 Emergency Marketing Fund 

 
5. Papahana Hoʻomōhala Hou No Hawaiʻi Mokupuni – Ka Hoʻomau I Ke Kālā Pōʻino HTJ  

Hawai‘i Island Recovery Efforts – Proposal for Continued Emergency Funding HTJ 
 

6. Papahana Hoʻomōhala Hou No Hawaiʻi Mokupuni – Ka Hoʻomau I Ke Kālā Pōʻino HTUSA 
Hawai‘i Island Recovery Efforts – Proposal for Continued Emergency Funding HTUSA 

 
7. Hōʻike A Ke Kikowaena Hālāwai O Hawaiʻi No Ka Waihona Kālā Hokona Holuholu No Ka ʻAha 

Meia O ʻAmelika 2019 
Hawaiʻi Convention Center – 2019 US Conference of Mayors Marketing Flexibility Fund Update 

 
8. Manaʻo No Ka Hōʻikeʻike ʻOihana Hoʻokipa Kupulau 

HTA Spring Tourism Update feedback  
 

9. Hoʻokuʻu 
Adjournment 

 



 
 
*** ʻAha Hoʻokō: Ua hiki i ka Papa Alakaʻi ke mālama i kekahi hālāwai kūhelu i kū i ka Hawaiʻi Revised Statutes 
(HRS) § 92-4. E mālama ʻia kēia hālāwai kūhelu nei ma lalo o ka § 92-5 (a)(4), § 92-5 (a)(8) and §201B-4(a)(2) no 
ka pono o ko ka Papa Alakaʻi kūkā a hoʻoholo ʻana i nā nīnūnē a nīnau i pili i ko ka Papa Alakaʻi kuleana me ko ka 
Papa Alakaʻi loio. He hālāwai kūhelu kēia i ʻole paulele ʻia ka ʻikepili a i mea hoʻi e mālama kūpono ai ko Hawaiʻi 
ʻano, he wahi i kipa mau ʻia e nā malihini. 
 
*** Executive Session: The Board may conduct an executive session closed to the public pursuant to Hawai‘i 
Revised Statutes (HRS) § 92-4. The executive session will be conducted pursuant to § 92-5 (a)(4), § 92-5 (a)(8) and 
§201B-4(a)(2) for the purpose of consulting with the board’s attorney on questions and issues pertaining to the 
board’s powers, duties, privileges, immunities, and liabilities; and to discuss information that must be kept 
confidential to protect Hawai‘i’s competitive advantage as a visitor destination.  
 
Kono ʻia ka lehulehu i ka hālāwai no ka hoʻolohe a hāpai manaʻo waha paha no nā kumuhana i helu ʻia ma ka 
papa kumumanaʻo. Inā hoihoi i ka hāpai manaʻo kākau, hiki ke hoʻouna ʻia i ke Keʻena Kuleana Hoʻokipa O 
Hawaiʻi ma mua o ka hālāwai ma o ka leka uila iā Isabella@gohta.net; ma o ka leka i ka helu wahi o luna; a i ʻole 
ma o ke kelepaʻi i ka helu o luna. Inā pono ke kōkua ma muli o kekahi kīnānā, e hoʻomaopopo aku iā Isabella Dance 
(973-2254 a i ʻole isabella@gohta.net), he ʻekolu lā ma mua o ka hālāwai ka lohi loa. 
 
Members of the public are invited to attend the public meeting and provide oral testimony on any agenda item. 
Written testimony may also be provided on any agenda item by submitting the testimony prior to the meeting to the 
HTA by email to isabella@gohta.net; by mail at the above address; or by facsimile transmission. Any person 
requiring an auxiliary aid/service or other accommodation due to a disability, please contact Isabella Dance (973-
2254 or isabella@gohta.net) no later than 3 days prior to the meeting so arrangements can be made. 



Agenda item # 2: 
 

Approval of minutes 
from the February 27th, 

2019 HTA Marketing 
Standing Committee 

Meeting 
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MARKETING STANDING COMMITTEE MEETING 
HAWAI‘I TOURISM AUTHORITY 
Wednesday, February 27, 2019 

Hawai‘i Convention Center  
1801 Kalākaua Avenue, Honolulu, Hawai‘i 96815 

MINUTES OF MARKETING STANDING COMMITTEE MEETING 

COMMITTEE MEMBERS PRESENT: Sean P. Dee (Chair), Fred Atkins, George 
Kam, Kyoko Kimura 

COMMITTEE MEMBERS NOT PRESENT: Kelly Sanders, Sherry Menor-McNamara 

BOARD MEMBER PRESENT: Rick Fried 

HTA STAFF PRESENT: Chris Tatum, Karen Hughes, Keith Regan, 
Minh Chau-Chun, Ronald Rodriguez, Joseph 
Patoskie, Caroline Anderson, Lawrence Liu, 
Chris Sadayasu, Laci Goshi, Marc Togashi, 
Jadie Goo, Kalani Ka‘anā‘anā 

GUESTS: Rep. Richard Onishi, John Monahan, Eric 
Takahata, David Baronfeld 

LEGAL COUNSEL: Gregg Kinkley 

1. Call to Order

Presiding Officer Sean Dee called the meeting to order at 12:05 p.m. Kalani Ka‘anā‘anā offered 
pule.  Mr. Ka‘anā‘anā noted that February is ʻŌlelo Hawai‘i Month.  

Mr. Dee stated that Terryl Vencl, the Maui County Mayor’s Tourism Liaison, was listening on 
the line, and that there were no plans to go into Executive Session.   .   

2. Approval of Minutes from the November 28, 2018 HTA Marketing Standing Committee
Meeting.

Mr. Dee requested a motion to approve the minutes from the November 28, 2018 HTA 
Marketing Standing Committee Meeting. George Kam so moved and Fred Atkins seconded the 
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motion, which was approved by all Committee members present. 

3. Discussion Regarding Previous Initiatives Approved Outside of the Brand Management 
Plan and in Need of Committee Update from Contractors 

 
The Committee discussed Hawaii Island relief statistics.  John Monahan stated that funding 
through the end of February will be expended, and marketing has seen strong results in the 
West Coast.  A comprehensive report of the results will be ready in March, and a Japan report 
will be ready on March 15th. 
 
Kyoko Kimura noted that Japan Airlines’ Kona flight is not doing well, and a recent flight only 
had 70 passengers despite a maximum capacity of 300 passengers.  Chris Tatum said that the 
load factor is concerning, but that HTA is aware and will develop creative solutions to prevent 
losing flights.   
 
Mr. Atkins stated that marketing funding had also been approved on Kauai.  There was a 
downturn in January of about 9.7% which, he said, should put Kauai on the radar from a 
marketing standpoint.  Mr. Atkins added that Kauai may need support for the reopening of 
roads and parks (which were closed due to flooding).  Mr. Tatum stated that once Haena Park 
is reopened it is important to manage the situation and talk to the community about what can 
be done regarding enforcement of restrictions on visitors and parking.  Mr. Fried asked 
whether the park would be open to all of the public or just buses.  Mr. Atkins responded that it 
was a radical plan but that it is also an opportunity to become a model for the state.   
 
Mr. Fried said that it is taking longer than expected for the Arizona Memorial to be repaired.  
Mr. Tatum said that he had had a discussion with a representative from Senator Brian Schatz’s 
office.  The repair is complicated because it is not only about funding, but rather the process 
and ensuring that things are done right.  
 

4. 2019 Contractor Updates 
 
Mr. Dee recognized Karen Hughes to provide an update on HTA’s marketing contractors.  She 
began her presentation by stating that the meeting, conventions, and incentives team (MCI) 
has been eliminated and its duties and responsibilities will be redistributed to existing 
contractors.    
 
Ms. Hughes then discussed regional marketing.  The Canada contract has moved from $2.2 
million to $800,000 because HTA’s spend over time tripled but revenue has remained about the 
same.  The Europe contract went from $850,000 to $400,000.  Europe and Canada were the 
only two markets where HTA spent significantly more over the last five years but could not 
demonstrate that the revenue withstood that.  There has been an update on the Europe and 
Canada marketing plans that will be presented at the next contractors meeting.  Ms. Hughes 
added that she hopes that HTA will able to maintain its brand presence with the adjusted 
funding. 
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Mr. Atkins asked whether the current exchange rate has any effect.  Ms. Hughes responded 
that in Canada the exchange rate declined 7.6% last year which has definitely had an impact.  
She added that Air Canada is upgrading their Rouge flight service to the Dreamliner which will 
appeal to a higher level customer.   
 
In regards to Southeast Asia, Ms. Hughes said there is potential for demand to increase so 
$200,000 was put back into that market through the same company that HTA was working with 
before, AVIAREPS.  AVIAREPS was able to quickly turn around a marketing plan over the 
Chinese New Year, and AVIAREPS will be at the Spring Update meeting.  Ms. Hughes and Mr. 
Tatum clarified that Taiwan is separate and the Southeast Asia plan covers mainly Thailand, 
Malaysia, and Singapore.  Mr. Tatum said that they had gone out to the hotels to find out 
where they felt the opportunities were, and the feedback was that they saw opportunity from 
Southeast Asia from the group side.  For example, Cathay Life is coming in April.  Mr. Tatum 
added that even in China, with ongoing visa challenges, it is important to be a part of the 
market now so that when changes occur we are already a part of it.   Therefore, HTA is looking 
at all of these markets. 
 
Mr. Dee asked for clarification that HTA has restored the funding for Southeast Asia and 
restored the incumbent marketing firm.  Ms. Hughes confirmed.  Mr. Dee said that he 
estimated, based on Ms. Hughes’ presentation that there was a net $1.8 million in savings and 
asked whether that funding would be allocated immediately or carried over.  Mr. Tatum 
responded that HTA is working with HVCB and HTJ to do another program for Hawai‘i Island, 
which will likely be presented at the next meeting.   
  
Ms. Hughes said that there is a call scheduled for the next week with Brand USA, which has had 
good experience in the Chinese market and Asia overall.  They will be sharing information on 
their RFP process, how they measure the political climate, and visa situations.  Mr. Dee noted 
that the ITB Asia event is coming up in Singapore, and although it may not be appropriate for 
Hawaii to present because of the return on investment, Brand USA does have a large presence.  
He said that Hawaii currently does not have a presence within Brand USA, but it used to and he 
asked Ms. Hughes to ask Brand USA what the current status.  
 
 
5. Spring Tourism Update Process and Input 
 
Mr. Dee recognized Ms. Hughes to provide information on the Spring Tourism Update.  Ms. 
Hughes said that there are 530 registered participants so far, despite the fact that this is the 
first year that HTA is charging a fee to attend.  There will be an internal meeting on Monday for 
contractors, where Mr. Tatum will discuss HTA’s new vision, strategic updates, and a brand 
review.  Mr. Monahan will HVCB will present on branding to ensure consistency, sharing the 
process of branding, what assets are available, and how to coordinate so that marketing efforts 
are needlessly duplicated.  The public meeting will begin with a presentation on Community 
Enrichment and Hawaiian Culture by Mr. Ka‘anā‘anā and Caroline Anderson, to signal that that 
is the core message and everything that HTA does revolves around that.  Mr. Tatum will present 
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a strategy update, Ms. Hughes will present a marketing update, each of the contractors will do 
an update, there will be an update with government leaders led by Mr. Tatum, and there will be 
a workshop led by Mr. Ka‘anā‘anā and his team. 
 
Mr. Dee asked Mr. Tatum to explain the shift in branding from Hawaii Tourism Authority to 
Hawaii Tourism.  Mr. Tatum said that the change reflects a philosophy and thought process 
because tourism generates revenue and the State allocates the money, so HTA wants to make 
sure that people know it is not just about the revenue generated by taxes, but also investing 
back in the community.  HTA is working with its public relations company to make sure that the 
community knows that what the industry does invests back in the community. 
 
Mr. Atkins asked how we can let the public know that HTA is working on more than just the 
tourism industry (ie also investing back in the community)?  Mr. Tatum responded that HTA is 
looking for candidates for the Director of Communications, and HTA is working with the public 
relations company to provide direction on their goal.  He stated that, ideally, HTA will be more 
engaged in everything including activities like paddling and hula.   
 
Mr. Atkins said that this year HTA had allotted $500,000 to Kauai and the local community had 
contributed matching funds.  The Chamber of Commerce wanted to have an event in which 
HTA presented the check to show HTA’s buy-in.  Mr. Atkins asked whether this might be a 
conflict with HTA’s direction.  Mr. Tatum said that if that is what they want and they believe it 
will help accomplish our goals in the community then that’s great.  HTA should not be saying 
how great it is but it is something tourism-generated, so we want to make sure that we are 
showing that. 
 
6. Sports Strategy Update 
 
Mr. Dee recognized Ms. Hughes to provide the sports strategy update.  Ms. Hughes stated that 
there is $1.5 million in the strategic sports fun, the total fund is $8.135 million, and about 
$33,000 is left after all of the outstanding contracts.  Mr. Atkins asked if that included the 
money that was saved when the sports consultant contract ended.  Ms. Hughes responded 
affirmatively but later corrected her response and said that there is $258,000 left that was 
supposed to have been spent on the sports consultant.  Mr. Fried asked whether HTA would be 
hiring another sports consultant and Mr. Tatum responded that it would not.  Mr. Tatum said 
that there are great programs coming up including the LA Rams in August and the LA Clippers in 
October.  HTA will be evaluating all of the programs to make sure that they are executed well 
and are worthwhile.   
 
Mr. Tatum stated AVP will be returning in September.  HTA recently held a meeting with AVP in 
which HTA asked AVP to be more engaged in the community, including clinics on the neighbor 
islands.  He noted that the response from AVP was positive.  In response to Mr. Fried’s 
question, Mr. Tatum said that with input from the industry, board members, and the 
community, HTA will be able to vet the sports programs appropriately.  Mr. Fried noted that the 
sports consultants had said they would bring events that HTA would not otherwise have had 
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access to, but he was not sure if they had actually delivered on that.  However, they provided 
good metrics on how to evaluate these events. 
 
Mr. Tatum said that there was a productive call with the LA Rams that week.  The Rams are 
excited about coming to Hawaii and HTA is working with them to conduct clinics.  Mr. Atkins 
asked for more information about what the Rams plan to do with the community around the 
island.  Mr. Tatum responded that HTA is going to work with the Rams to start doing activities 
starting in June. John Monahan is working on media exposure and Mufi Hannemann from HLTA 
is working on engaging with the schools. 
 
Ms. Hughes directed the Committee to the meeting packet which included a work plan that 
each sport event has that includes actions and deliverables.  Mr. Dee said that these work plans 
have been missing in the past but they are put into contracts and allow for an effective debrief 
so that plans can be optimized.  Mr. Dee asked whether the intent was to have these work 
plans for AVP and all future marquee events and Ms. Hughes responded in the affirmative. 
 
Mr. Atkins asked whether any of the 2019-2020 marketing dollars will be needed to execute 
sports events in 2018-2019, and whether the Rams and Clippers are paid for in the 2018-2019 
budget.  Mr. Tatum said that the budget was reviewed and there was about $4 million out the 
$79 million left.  With those leftover funds, HTA then looked at what could be done in regards 
to Hawai‘i Island, a scholarship fund, and other projects. Mr. Togashi added that one multi-year 
is the PGA contract.  Mr. Dee said that AVP is approved and the PacRim contract still to be 
evaluated for the future.  Mr. Atkins asked whether the Rams was a one-time deal.  Mr. Tatum 
said that the discussion with the Rams is to see how it goes and whether there’s positive 
feedback from the community and from the exposure.  Mr. Dee thanked the HTA staff for their 
work on the Rams deal, because the project plan in the Rams contract is detailed and 
unambiguous, and provides the best opportunity for a return to the state.  On the AVP deal, 
there was a strong push for community involvement. The event was the season-ending 
tournament, with eight countries representatives, and HTA insisted on a purse that was equal 
for men and women.   
 
Mr. Dee noted that the last strategy deck is still on Ascendent letterhead and AVP and a couple 
of other things are not included because they had not been finalized yet, but that he would 
send it to Ms. Hughes for her reference. 
 
7. Island of Hawaii Recovery Program 
 
Karen introduced a promotional video produced by HTJ that markets Hawaii Island to Japan.  
She noted that some of the shots showing lava may be removed.  Ms. Hughes said that she and 
Eric Takahata have talked to some of the key hotels and their sales people for the Japanese 
market, and they expressed that they wanted something that tugged at the heartstrings but 
also with the message that the “Discover Hawaii” campaign articulates.  Ms. Hughes said that 
she believed that the promotional video struck that balance.  She added that the engagement 
on the video is approximately three minutes.   
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Ms. Hughes said that there is a brand ambassador named Nicole Ishida, a Japanese model, tv 
host, and journalist, whose favorite island is Hawai‘i Island.  There are plans for her to come to 
Hawaii Island to do a tie-in with a Japanese breakfast show, and to expand the “Discover 
Hawaii” campaign with outdoor expansion to Osaka, Nagoya, Sapporo, and Fukuoka.  Although 
Delta Airlines is pulling out of Fukuoka, Hawaiian Airlines may be pulling in.   
 
A Committee member asked who produced the promotional video. Ms. Hughes responded that 
HTJ produced it.  Mr. Takahata said that the company that did the video is based in Japan and 
that it is the first video they have done for HTJ.  They came and filmed once, but HTJ and the 
focus group were not satisfied so they returned and re-shot it.  He noted that while retention 
on videos on Youtube is normally just a few seconds, the retention on this video is nearly three 
minutes.   
 
Ms. Hughes said that HVCB going to Hawaii Island to do photoshoot to take advantage of the 
blue skies.  The message is “the Story of Creation.”  There is new land, new beaches, and a 
crater that was once about 78 cubic yards is now 1.2 billion cubic yards.  The messaging will also 
be that there has never been a better time to visit Hawaii Island and we have checked with our 
contractors and partners to ensure that there are good deals and that there are value offers to 
go along with the messaging.   
 
Ms. Hughes recognized Mr. Tatum to present a project that he has been working on to promote 
Hawaii Island.  Mr. Tatum said that HTA will be doing a bus tour to promote Hawaii Island, 
beginning on the West Coast and working its way up California.  The tour plans to engage the 
television shows and wholesalers to get them excited about Hawaii Island.  He added that an 
update will be provided at the next Board meeting.  Mr. Monahan said that the volcano has 
changed and so this is a rebranding effort to show that this is the new brand of Hawaii.  There is 
a new volcano, new black sand beaches, and a new crater.  The bus tour is a kickstart of this 
rebranding effort.  Mr. Atkins said that the air quality and visibility on Hawaii Island is vastly 
improved.   
 
Kyoko Kimura asked whether this would be funded through emergency funding.  Mr. Tatum 
said that this would be funded through new requests for money that HTA has not spent yet this 
year, but not from emergency funding.  Mr. Dee said that he has heard from constituents, 
owners, and partners that they are struggling so anything that can be done will be appreciated. 
 
Mr. Dee asked Rep. Onishi for the status of the short and long-term prospects for the recovery 
of Volcanoes National Park.  Mr. Onishi said there have been challenges because the park 
administrator is currently on assignment to the mainland, so it has been challenging trying to 
communicate between the park service and the county.  Right now, large tour buses are not 
being allowed in so the tour buses are off loaded outside of the park and visitors board smaller 
buses to enter the bus.  He said that we need to figure out what the park service needs to 
address safety concerns, especially with the roadways.  It would be a large step to be able to 
get the larger buses to the ranger station because that is where the visitor information and 
displays are.  The county has been working with private land owners in Pahoa to see if they can 
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open a museum with artifacts from the Jagger facility, which was damaged but the artifacts 
contained therein were stored in various places.  Part of the money being provided by the 
legislature is being put towards kick starting this effort.   
 
 
 
8. Adjournment. 
 
Mr. Dee thanked the Committee members for attending.  He noted that there were no action 
items to report to the Board and that he would provide a summary to the Board about the 
meeting overall.  Mr. Dee asked for a motion to adjourn the meeting. Mr. Kam so moved, and 
Mr. Atkins seconded the motion, which approved by all Committee members present.  
 
The meeting was adjourned at 1:12 p.m. 

 

Respectfully submitted: 

_______________________________________ 
Janjeera S. Hail 
Recorder 
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	• 
	12 media in attendance 
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	MEDIA BLITZ – LA, SAN FRANCISCO, NYC 
	• 
	• 
	• 
	• 
	Los Angeles 

	• Met with 18 media 

	• 
	• 
	San Francisco / New York 


	• Met with 32 media/influencers 
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	PERFORMANCE RECAP 
	III. COOPERATIVE MARKETING 
	Figure
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	ISLAND OF HAWAII 
	COOPERATIVE MARKETING 
	• 
	• 
	• 
	A targeted and tactical conversion campaign to drive bookings to island of Hawai‘i in Q4 2018 – Q1 2019 

	• 
	• 
	• 
	Leverages off and flights in coordination with the consumer marketing brand media 

	• Tactical/conversion media drives to landing page featuring partner offers 
	HawaiiSpecialOffers.com 


	• 
	• 
	Direct book with island of Hawai‘i partners 
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	ISLAND OF HAWAII 
	COOPERATIVE MARKETING 
	• Fall Program Results to Date 
	• 
	• 
	• 
	SEM Impressions 956,334 +39% over delivery 

	• 
	• 
	Sojern Impressions 7,619,110 +34% over delivery 

	• 
	• 
	Site Re-targeting 4,198,319 


	+332% over delivery • Clicks 59,451 
	Figure
	• Number of Partners 8 
	 -– -July, 2018 23 
	July, 2018 23 
	Visitation to Island of Hawai‘i — Kona 
	U.S. Visitor Arrivals to Kona 
	2019PYTD Kīlauea Eruption 120,000 100,000 
	Figure
	86,850 
	Figure

	Figure
	 80,000 60,000 
	2017 
	2017 
	2018 

	Figure
	Figure
	Figure
	Hurricane Hector Hurricane Olivia
	 40,000 
	Figure
	– Hurricane Lane 
	Kīlauea Eruption May 3 –Sept 4, 2018
	 20,000
	 
	-

	 January February March April May June July August September October November December 
	-

	-
	Source: HTUSA analysis of HTA data, 2017-P2019 
	U.S. Visitor Arrivals 
	July, 2018 24 
	Visitation to Island of Hawai‘i — Hilo 
	U.S. Visitor Arrivals to Hilo 
	2017 
	2018 
	2019P YTD Kīlauea Eruption 
	Figure

	January February March April May June July August September October November December 
	Source: HTUSA analysis of HTA data, 2017-P2019 
	30,794  - 5,000 10,000 15,000 20,000 25,000 30,000 35,000 40,000 45,000 U.S. Visitor Arrivals Kīlauea Eruption May 3 –Sept 4, 2018 Hurricane Lane Hurricane Hector Hurricane Olivia 
	Figure
	July, 2018 
	25 
	MAHALO 
	Figure




	6- Addtl Branding Campaign Presentation - HTUSA.pdf
	Structure Bookmarks
	ISLAND OF HAWAI‘I RECOVERY: 
	INCREMENTAL FUNDING 
	INCREMENTAL FUNDING 
	March 27, 2019 
	Figure
	 -– -July, 2018 23 
	July, 2018 3 
	Visitation to Island of Hawai‘i — Kona 
	Visitation to Island of Hawai‘i — Kona 
	U.S. Visitor Arrivals to Kona 
	2019PYTD Kīlauea Eruption 120,000 100,000 
	Figure
	86,850 
	Figure

	Figure
	 80,000 60,000 
	2017 
	2017 
	2018 

	Figure
	Figure
	Figure
	Hurricane Hector Hurricane Olivia
	 40,000 
	Figure
	– Hurricane Lane 
	Kīlauea Eruption May 3 –Sept 4, 2018
	 20,000
	 
	-

	 January February March April May June July August September October November December 
	-

	-
	Source: HTUSA analysis of HTA data, 2017-P2019 
	U.S. Visitor Arrivals 
	July, 2018 4 

	Visitation to Island of Hawai‘i — Hilo 
	Visitation to Island of Hawai‘i — Hilo 
	U.S. Visitor Arrivals to Hilo 
	2017 
	2018 
	2019P YTD Kīlauea Eruption 
	Figure

	January February March April May June July August September October November December 
	Source: HTUSA analysis of HTA data, 2017-P2019 
	30,794  - 5,000 10,000 15,000 20,000 25,000 30,000 35,000 40,000 45,000 U.S. Visitor Arrivals Kīlauea Eruption May 3 –Sept 4, 2018 Hurricane Lane Hurricane Hector Hurricane Olivia 


	OUR MISSION 
	OUR MISSION 
	Expand the island of Hawai‘i brand. 
	-Communicate the unique cultural, cuisine, and adventure experiences that can only be had on the Island of Hawai‘i. 
	-Expand the definition of what visitors typically associate with the island: volcanoes 
	-Expand the definition of what visitors typically associate with the island: volcanoes 
	Figure
	Figure
	Figure
	Island of Hawai‘i 
	Program Overview & Timeline 
	FY’2019 
	APRIL 2019 
	“Blue-sky” asset development shoot. (PR & social media programs continue) 
	Figure
	MAY 2019 
	Host top-tier digital influencer on-island. (PR & social media programs continue) 
	FY’2019 Phase III Budget: $1,500,000 
	JUNE 2019 
	Initiate paid social media program for new influencer campaign. (PR continues) 
	Figure
	Figure
	JULY 2019 
	Paid digital native campaign starts. (Social Media & PR programs continue) 
	AUGUST 2019 
	Paid digital native campaign continues. (Social Media & PR programs continue) 
	Island of Hawai‘i 
	Program Overview & Timeline 
	FY’2020 
	SEPTEMBER 2019 OCTOBER 2019 
	USW Bus Tour hits the road. (Equinox, digital native USW Cooperative Conversion media, cooperative Campaign begins. conversion, and PR Digital native campaign programs continue) begins. Equinox program begins. (Social Media & PR continue) 
	Continuation of FY’2020 Phase III Budget: $1,500,000 
	NOVEMBER 2019 
	(Equinox, digital native media, cooperative conversion, and PR programs continue) 
	DECEMBER 2019 
	(Equinox, digital native media, cooperative conversion, and PR programs continue) 
	Figure
	Figure
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	CONSUMER 
	Figure
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	OUR OBJECTIVE 
	OUR OBJECTIVE 
	Activate digital, social & influencer programming to educate & drive awareness about island of Hawai‘i, inspiring visitors to visit now 
	Change perception from, “I want to visit…” 
	Figure
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	the 
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	STRATEGY 

	WHO WE’LL TARGET 
	WHO WE’LL TARGET 
	Avid Explorers more likely to book travel in the near-term: 
	Avid Explorers more likely to book travel in the near-term: 
	● 
	● 
	● 
	In-market for travel 

	● 
	● 
	Interested in outdoor/adventure, cuisine and culture 

	● 
	● 
	Have an affinity for Hawai‘i and other competitive travel destinations 



	Additional relevant audiences that might lie outside of the Avid Explorer age range: 
	Additional relevant audiences that might lie outside of the Avid Explorer age range: 
	● 
	● 
	● 
	Existing IOH social fans and repeat visitors 

	● 
	● 
	● 
	Lookalikes based on: 

	○ 
	○ 
	○ 
	people actively engaging with IOH content on social 

	○ 
	○ 
	IOH website visitors 



	● 
	● 
	People actively researching other competitive travel destinations 


	STRATEGY 


	HOW WE’LL REACH THEM 
	HOW WE’LL REACH THEM 
	Owned content to educate & inspire people to visit through the official voice of Go Hawai‘i 
	Owned content to educate & inspire people to visit through the official voice of Go Hawai‘i 
	Digital content to educate & inspire people to visit through the partner’s editorial voice & style 

	Influencers with the appropriate built-in audiences to bring third-party credibility 
	Figure
	Creative platform with consistent theme to drive cohesive storytelling about the island of Hawai‘i 
	Creative Platform 
	Creative Platform 
	The entire island of Hawai‘i is filled with unique opportunities and experience that visitors can’t see or do anywhere else. These activities include visiting cultural and historical sites, participating in soft adventure and enjoying local cuisine. No island of Hawai‘i experience is the same. Let’s immerse potential visitors in what their time on the island of Hawai‘i could look like. 
	Figure


	ISLAND OF HAWAII 
	ISLAND OF HAWAII 
	CONSUMER -EXAMPLE 
	CONSUMER -EXAMPLE 
	• Buzzfeed program March / April 
	https://app.frame.io/presentations/48e142dd-045c-47f7b0a5-8f692b429e7f 
	https://app.frame.io/presentations/48e142dd-045c-47f7b0a5-8f692b429e7f 
	-


	14 NATIVE EXAMPLES DIGITAL 
	15 SOCIAL EXAMPLES DIGITAL 
	Figure
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	ISLAND OF HAWAII 
	ISLAND OF HAWAII 
	CONSUMER OPPORTUNITY -EQUINOX 
	CONSUMER OPPORTUNITY -EQUINOX 
	• 
	• 
	• 
	• 
	41% of our members have income above $200K and 28% have income above $300K 

	• 
	• 
	34% of our members describe themselves as adventurers and travel enthusiasts 

	• 
	• 
	86% of our members plan to take a vacation in the next six months 

	• 
	• 
	75% of our members value and invest in luxury products and travel 

	• 
	• 
	Furthermore readers most often take Adventure/Exploration Centric trips 
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	EQUINOX 
	EQUINOX 
	• 
	• 
	• 
	• 
	Program Phase I Overview: 

	• 
	• 
	• 
	• 
	Content Creation 

	• Custom creative developed on a multi-part Adventure Awaits featuring 2 Equinox members experiencing adventure on the island of Hawaii 

	• 
	• 
	• 
	Equinox membership communications and contest 

	• HVCB to co-curate adventures across the island of Hawaii 

	• 
	• 
	Communications tools 


	• Furthermore: editorial stories, emails, digital signage in 98 clubs, social posts 

	• 
	• 
	Phase II Summary: Based on Equinox hotel opening on the island of Hawaii 
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	SALES 
	Figure
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	ISLAND OF HAWAII 
	ISLAND OF HAWAII 
	SALES 
	SALES 
	SALES 

	• 
	• 
	• 
	Visitors from the U.S. West continue to enjoy the IOH, we need to educate the sales channel of this opportunity 

	• 
	• 
	Share the “beyond the volcano” island brand positioning 

	• 
	• 
	• 
	Hawaii Tourism coordinated US West key market sales blitz 

	• Multi-faceted Bus Tour in Fall 
	• Multi-faceted Bus Tour in Fall 


	• 
	• 
	In addition to sales team members, include “subject area experts” 


	• Representative of Hawaii Rooted, Hawaii Forest and Trail, Snorkeling/Scuba-diving, Zip-lines, ATV’s, Culturalists, Chefs, Farmers, Helicopter, Ranchers, Fishermen, Stargazing, etc 
	ISLAND OF HAWAII 

	SALES 
	SALES 
	SALES 
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	CONVERSION 

	Figure
	ISLAND OF HAWAII 

	2019 COOPERATIVE MARKETING 
	2019 COOPERATIVE MARKETING 
	• U.S. West Program: 
	• U.S. West Program: 

	• 
	• 
	• 
	Align with West Coast Saturation initiative -Fall 2019 

	• 
	• 
	Communicate re-branding messaging for island of Hawai‘i 

	• 
	• 
	Support top Hawai‘i markets with spot-market digital media flight (markets TBC) 

	• 
	• 
	Provide cooperative marketing opportunity for Island of Hawai‘i partners 
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