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MARKET CONDITIONS

16,000,000
Arizona 328,359 314,373 14,000,000
12,000,000
Cadlifornia 1,578,057 1,594,673
10,000,000
Florida 1,438,063 1,523,726 8 000,000
Nevada 604,684 619,051 6,000,000
Texas 642,402 677,462 4,000,000
Hawai' 261,829 275,600 2,000,000 -
* 21.17 million frips us Europe Asia, Mexico and
Oceania Careibbean
* 14.2 million overnights to the US and South
Pacific

+2.0% vs 2018

W 2019 m 2018
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Number of Direct Seats by City

-

Jan-Sept, 2018 Air Canada WestJet Total
Calgary 14,382 25152 39,534
Edmonton -- 8,646 8,646
Toronto 4512 -- 4,512
Vancouver 118,722 171,624 290,346
Total 137,616 205,422 343,346
Jan-Sept, 2019 Air Canada WestJet Total
Calgary 12,121 32,284 44,405
Edmonton -- 8,646 8,646
Toronto 5,161 -- 5,161
Vancouver 123,455 175,218 298,673
Total 140,347 216,148 356,885
% change Air Canada WestJet Total
Calgary -15.7% 28.4% 12.3%
Edmonton -- 0.0% 0.0%
Toronto 14.4% -- 14.4%
Vancouver 4.0% 21% 2.9%
Total 2.0% 5.2% 3.9%

Source: OAG, US BTS
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TRAVEL TRENDS
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DISTRIBUTION CHANNELS

©

CA)

28%

Websites
via computer

Websites/
Applications
via mobile phone

recommendations
from family and

TOP MOTIVATORS

Beaches/Seaside Attractions

Cultural Historical Attractions
Local Lifestyle
Dining/Gastronomy

Urban Attractions/Nightlife

Websites/
applications
via tablet

Giving back and
sustainability is
important to
Canadian travelers

-

Personal advice
from travel
professionals/




OTAs AND SEARCH ENGINES ARE LEADING My
PLANNING RESOURCES |

7%
4% 52% 52% 50% 51%
47% 47%
41% 41% 42’% 42% 42%
37% 38% 8% 37%
33% 33%

I I I 26% 26% o5z 27%

Online Travel Agency Search Engines Travel Review Sites Discussed with Comparison Travel Sites Hotel Sites

Family /Friends
B cenz(ie-23 B mienniais (24-35) [ Gen X (36-55) Boomers (56+)
0xpedla group 235, Piease indicate all ofthe resources you used when you planned your lastinp? (Please select all that apply) 13

“ media solutions
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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

m 18-34 m 35-64 m 65+
segmenting millennials

BROAD AUDIENCE SUBSEGMENTS

millennials
student new professional mature adult




Priority Markets:

Alberta (Calgary and Edmonton)
Ontario (Toronto)
Balance of Canada (Montreal)

D < N T
B e W, o
=
° o

ﬁé Snowbirds/Retirees

Romance
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CONSUMER STRATEGY
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CONSUMER STRATEGY

m Social Media (Organic and Paid)

Adara fravel
= Digital Media (Display and Video) segments Custom

white list

Retargeting
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CONSUMER STRATEGY

General approach

Branding message

KUKINT 222

. Extend season ST, . . .. ° Unique experiences
. Increase stay . Culture: Aloha Spirit, friendly &
0 Increase spend welcoming
. Multiple island . Natural Resources: sustainable
. Safe
. Bucket list fravel
. Diverse accommodations

hoto Credit: Hawaii Tourism Authority / Heather Goodman

Hawaii is Open for Business

lest assured, the State of Hawai'i is fully open for business and travellers should not be
lissuaded at all from making or planning trips to one of the most acclaimed island
1iscapes in the world.
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MEDIA PREFERENCES

Weekly reach by demo

120%

100% —- —9
- o

===
80%
=@—|nternet

=8—Magazine
60%
° =0-Newspaper
Radio
40% —e—Television
O—

20%

0%
18-24 25-34 25-54 55+
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CONSUMER STRATEGY

1 [#] Status & FPhoto Q Check In

n Jasper's Market

Receive 20% off your entire purchase when you visit
us anytime in September!

luxury/affluent romance experience seekers snowbirds
70,000 - 80,000 35,000 - 40,000 1,500,000 - 2,000,000 10,000 - 15,000

Come check out our fresh,
local produce for 20% off! © Learn More
oW0
vl L] -+
B -
B
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NETWORK

...........

Valentine’s Day Contest with W Network

John Catucci and Big Food Bucket List
Take Hawai'i

Hawai‘i Promotion with eTalk

N

CONSUMER STRATEGY

Public Relations focus:
* Luxury/affluent
« Romance
« Culture/culinary
 Adventure/outdoors/nature
* Family
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TRADE STRATEGY
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TRADE STRATEGY

2001 comaining bayterizne and ot
i an affort 10 protec cor roefs.

puting together packages for clierds,
nclucing istory and mieary buffs, A
i tange of resourcesis avalable at
agents gohswaica

Communication:
- Trade publications campaign
 Eblast

itravel2000 partners
with Uplift to offer
pay-over-time

i olser brought o ure,
Koual, expecialyathe Naorth Share “Ousr partnesship wih Uplit allows
pacted aness, org
e, recpened i june 2015,

ing. Haena st

o' tour

The team was cut in ful force earfer

hes morh ot Ve everr spce 1 Exobs
for

* Newsletters

sessans presented by the ilands ho

Tollowed

anthe park, beach and ral,she says.

e de
Chawin, Director of e nd developed 8 reservaten

Sakes, Oah Visitors Burea tem for viskation. Thirty days out
¥ 5001 10 vsi

Yy and

e prefesred cate Reseruations can
e made ot gohaeno.com.

e goced newsis e reservaton sy Wrauel2000 and Uil are progressive,

o that understand

f5m on the ste. s st one of many | travel tachvioiogy. Above 3, we 30

Seps Howai s taking 1o Lrther respan ot tuly passeanate 3bout (ravel 31

ravel Cober riatives mcade he 10 wil Folp mor Canadians

e theie v gt one dreans”

move kb the sal of sunsereens by e

Great courses available
to take online

VIA Rail Specialist Program Imagine Your Korea Specialist Hawaii Destination Specialist

Created by VIA Rail experts, this coursewill  Take the Imagine Your Korea Specialist This three-tiered, seif-guided course
7t familiarize you with VIA's products and course todayand leam aboutone of the  delivers in-depth knowledge and Insights
#LetHawaiiFlappen BMA"AN- senvices andwillleave you confidentin  world's most dynamic destinations - beauti-  into the Hawaiian Isiands providing you
gobawais.comlea HintanEe your ability to:sell VIA to your clients. ful, high-tech, friendly and cultured. with effective sales tips and valuable

benefits while becoming a booking pre.
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TRADE STRATEGY

7 Wy HAWAIIAN BEACH BLOWOUT!

geT ANEXTRA 150 OFF

PER COUPLE

TAKE US THERE

-
@ AIR CANADA VACATIONS i‘I_A_WA"ﬁN_\

lllllll

gty

VACANCES
AIR CANADA @
VACATIONS

- T

'“TravelBrands

VWVIEST JET o
vacations

FLIGHT CENTRE

WESTJET 5% e - XD

Say aloha! when saving $200 per room with a minimum 5-night stay at hotels, resorts and
condos in Kauai and Maui.
Alcha! The islancis of Hawaii await yau. From Ma:

I |/ \W’ \|l| -]-OU RISM B‘Mkwi AT bt § :‘U}’"‘fﬂ.g‘efwisoffen e .
‘_I';— Travel: quallied vacations.
' New - April 30, 202¢

CANADA




TRADE STRATEGY

Education:

 Aloha Canada 2020

« Webinars

 Trade shows

 FAM frips

« Hawai'‘i Destination Specialist Program

HawAIAN.

LSLANDS

Blaua’i < OFake s Moleks'i
Teaaa'i - Mani - Flawai's

i AR CANADA
WACATICNS

Upcoming and Recorded Webinars

<kelly@spoiledagent.coms

Hawai'‘i Island - The Possibilities for Adventure are Endless
745 ISLAND gzl

AWA .

Webinar Date: Thursday, July 78, 2019 3:00 PM EDT
REGISTER NOW!

A new adventure awaits every day. Hike the dramatic landscapes of an active
wolcano, zIp line aver lush ralnforest, or snorkel amangst eur graceful manta
rays. Lot your clients experience these unfargettable moments while Immersing
themselves into the island lifestyie.

l_—tAWAI'I TOURISM

CANADA

Visit travelweek. ca/contests/experience-the-spirit-of-alohaf to enter
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SITE shows

MCI Fam 3
* H WAII

wmecthawaii.com

Strategies:
 Leads
« Conversion
« Partnerships
* High-need periods
* Education/training

R . PICTURE PERFECT.
e PR & Communications

Learn More.
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MCI

Ignite Campaign

ighite / 

L room 9
Your Hawaiian fourney
Starts Here

Deborah Edwards is the account manager for
rmaetings, corventions and incentive travel for Hawai'i
Tourism Canada. Deborah is your Canadian connection
betweon MCI plannars and Hawail'i partners.

Destination Collection » Hotel Collection » Airline Collection » Convention Centre Collection » Audio Visual Collection » Back to ignitemag.ca

With an exctansive carear spanning ower 20 years in the
travel industry, Deborah has daveloped an extensive
krowledge of the MICE market in Canada. She is your
first point of contact in your jouney 1o the Iskands of
Hawal'i and walcomes you to raach out to her with all
of your Hawai'i questions and RFPs.

She can advisa on istand incantives that are availabla
for dients that qualify, and is a scura of information cn
island partners, DMCs and suppiiers for any need.

DEBORAH EDWARDS
Account Manager - MCI
Hawai'i Tourism Canada Office
130 Queana Qusay East

Suite 1200, West Towar
Toronto, ON MSA OFE

A Hawaiian Welcome

Spectacular scenery made  Diverse idlands and spiris of aloba - Pl 1o meet in
Sfur memoris captures the affure of Hirwaf's paradise

kahua pa'a web mesthawsii.com
leka uila email deb@vorintermational.com
kelepona tel 289.253.9660

Total unique subscribers:

: 28,165 planners
HAWN | TOURISM\ 3,234 suppliers

CANADA




RESPONSIBLE TOURISM
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RESPONSIBLE TOURISM

M Travelweek NEWS T
Co n S U m er‘ Airlines | Cruise | Destinations | Hotels&Resorts = OtherNews  Tour Operators | Travel Agen ‘I'I'AWAI lAN )

« Digital —
« HTCAN Social networks

 E-blasts

« Editorial

MCI:

°

« Brand

ranain
° ( : U "'U re Hawaii — Incredible stories of the people

° Mot to boast, but Hawaii is a special place. There's the climate, the beautiful beaches, and a
) ( m i «collection of outdoor activifies that is second fo none. If you've been, you've likely already
o m U n I experienced the welcoming Alcha spirit.

) R .. . . . But there’s more. Beyond what you may know, there are the people. Incredible people and their

esourc es Hawa" Responslble Tourlsm: Tra\[el TlpS stories that will give you a whole new appreciafion of what's so special about Hawaii.

° We invite you to take a few minutes to meet just a few who are dedicated to cultivating and
Y E d C at o protecting what makes Hawaii 5o unigue.
U on

Mark Moguchi, an ufive chef whose spiril ion to the island’s culture shapes how he

Tra d e ] creates incredible food experiences.
°

Dustin Tester, a women's surfing pioneer who rides Hawaii's biggest waves and empowers other

° E d U C ati o n q I women to overcome fears through the surf school she founded.

Kaumakaiwa Kanakaole, a Kuma Hula {master Hula teacher) whe connects herself and her
° P q ri n e rs students to the islands through the primal power of Hula.

Keone Nunes, a Mative Hawaiian fattooist who bridges physical and spiritual worlds while practicing
° N ews I ette rs his art by using only the traditional tools on the brave and worthy.

4 These are just four of the incredible and inspiring people featured in a collection called “Roofed”.
° A I : h q C q n a d q AWA' l | OU RISM Please enjoy. www.gehawail.com/hawaii-rooted
e ——
v
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RESPONSIBLE TOURISM

B <& [ October 2019 Outbound Ca =[5} August2019 - Hawaiivisital | J spoiled agent™ Membe X [+ v - a X

S| 08 @ | httpsy//www.spoiledagent.com/members/hawaii_tourism.php B ¥ v 7 @

Videos

@ Hawaii Rooted: Lanai Through My Eyes (Y i
Watch later  Share

Kuleana Campaign
partnerships

For Hawaii videos visit download here

250 PM

NI NG e B
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