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• 21.17 million trips

• 14.2  million overnights to the US

• +2.0% vs 2018
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MARKET CONDITIONS 

2018 2019p 

Arizona 328,359 314,373 

California 1,578,057 1,594,673

Florida 1,438,063 1,523,726

Nevada 604,684 619,051 

Texas 642,402 677,462

Hawai‘i 261,829 275,600
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TRAVEL TRENDS



7DISTRIBUTION CHANNELS

TOP MOTIVATORS

Giving back and 
sustainability is

important to
Canadian travelers



MEDIA PREFERENCES



TARGET AUDIENCE



CANADA’S MOST POWERFUL AUDIENCE 16.1 MILLION OVER 45
Canada’s Zoomer (45-plus) population controls about 70% of the nation’s wealth & accounts for 

60% of all consumer spending

TARGET AUDIENCE

21%

60%

19%

18-34 35-64 65+



Affluent Traveler

Romance
Affluent traveler

Romance

Experience seekers

Snowbirds/Retirees

Priority Markets:
British Columbia (Vancouver)
Alberta (Calgary and Edmonton)
Ontario (Toronto)
Balance of Canada (Montreal)



CONSUMER STRATEGY



13CONSUMER STRATEGY

23%

77%

CHART TITLE

Social Media (Organic and Paid)
Digital Media (Display and Video)

Adara travel  
segments

NativeRetargeting

Custom
white list



• Extend season
• Increase stay
• Increase spend
• Multiple island

• Unique experiences
• Culture: Aloha Spirit, friendly & 

welcoming
• Natural Resources: sustainable
• Safe
• Bucket list travel
• Diverse accommodations

General approach Branding message

CONSUMER STRATEGY



MEDIA PREFERENCES
Weekly reach by demo
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MEDIA PREFERENCES
Minutes per week per capita
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CONSUMER STRATEGY

luxury/affluent
70,000 – 80,000

romance  
35,000 – 40,000

experience seekers 
1,500,000 – 2,000,000

snowbirds  
10,000 – 15,000



18CONSUMER STRATEGY

Public Relations focus:
• Luxury/affluent
• Romance
• Culture/culinary
• Adventure/outdoors/nature
• Family

Valentine’s Day Contest with W Network

John Catucci and Big Food Bucket List 
Take Hawai‘i 

Hawai‘i Promotion with eTalk



TRADE STRATEGY



20TRADE STRATEGY

Communication:
• Trade publications campaign
• Eblast
• Newsletters



21TRADE STRATEGY



22TRADE STRATEGY
Education:
• Aloha Canada 2020
• Webinars
• Trade shows
• FAM trips
• Hawai‘i Destination Specialist Program



MCI
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Target: Top 20 corporations PCOs/Travel firms

SITE shows

MCI Fam

MCI

Strategies:
• Leads
• Conversion
• Partnerships
• High-need periods
• Education/training
• PR & Communications
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Ignite Campaign

MCI

Total unique subscribers:
28,165 planners
3,234 suppliers



RESPONSIBLE TOURISM
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RESPONSIBLE TOURISM

Consumer:
• Digital
• HTCAN Social networks 
• E-blasts
• Editorial 

MCI:
• Branding
• Culture
• Community
• Resources
• Education

Trade:
• Educational  
• Partners
• Newsletters
• Aloha Canada
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RESPONSIBLE TOURISM

Kuleana Campaign 
partnerships
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