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Annual Chinese Visitation to the U.S., 2013-2018
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MARKET CONDITIONS -

TOP CHINESE LONG-HAUL DESTINATIONS AND SHARE OF LONG-

HAUL TRAVEL FROM CHINA, 2015 AND 2018
CHINA MARKET SUMMARY, 2018
SHARE OF

SHARE OF LONG- VISITATIONS, 2018 . . .
DESTINATION HAUL TRAVEL, 2015 SORS-HZUL (N MILLIONS) U.S. Visitations from China 3 million

- Travel Spending $18.3 billion
$6,950

Average Spending Per Visitor

1 United States 15.3% 12.9% 3.0

2 France 12.8% 91% V¥ 2.1
3 Russia 6.7% 90% A 21 Total U.S. Travel Exports $34.5 billion
4 Germany 81% 6.9% W 16 U.S. Travel Trade Balance $29 billion
5 Australia 6.0% 6.2% A 1.4

VWP Member ;reeTradet Global Entry  Preclearance Open Skies
Total Long-Haul Travel 100% 23.1 greemen

X X X X X

Source: Tourism Economics and U.S. Department of Commerce (for U.S. arrivals)
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MARKET CONDITIONS -

International Trade Administration
¥ Industry and Analysis
o /¥ National Travel and Tourism Office

FAST FACTS:
UNITED STATES TRAVEL AND
TOURISM INDUSTRY
—2018—

International Visitors to the U.S. (2018) 2018 U.S. Travel Exports (for all purposes including education)
Total: 79.6 million Total: $256.1 billion
1 Canada 21.2 million S. Korea 2.2 million +3% 1 China $34.6 billion India $15.8 billion
2 Mexico 18.5 million Brazil 2.2 million -2 Canada $22.2 billion Brazil $12.3 billion

O VWO~
O Voo N

3 U.K. 4.7 million Germany 2.1 million 3 Mexico $20.9 billion S. Korea $9.5 billion
4 Japan 3.5 million France 1.8 million 4 Japan  $16.3 billion Australia $8.6 billion
-6% 5 China 3.0 million 110 India 1.4 million 5 U.K $16.2 billion |10 Germany $8.3 billion
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Visitation to U.S. Destinations % of Inbound

TEXAS 5%?9?
D.C. (METRO AREA) el
FLORIDA ilﬁOZ
HAWAI' 66%
WASHINGTON 530

CALIFORNIA

MASSACHUSETTS |9'| iﬁ.22
NEVADA 1ﬁlai

PENNSYLVANIA | 3Gz
NEW YORK 25.88
ILLINOIS A
0.00 5.00 10.00 15.00 20.00 25.00

2018 = 2017 m2016

29.76

30.00

MARKET CONDITIONS

Source: Tourism Economics and U.S. Department of Commerce (for U.S. arrivals)
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What they like to do

How to accommodate them

How to attract them

Myth
Shop! Shop! Shop!

Exclusively visit iconic landmarks

Short length of stay

As travel gain experience, decline
In package tours

Only have taste for Chinese cuisine

Cash/Union Pay transaction only

Rely on fraditional travel agencies

BAWA!'I TOURISM

CHINA

CONSUMER TRENDS

Industry players should rethink their assumptions about Chinese outbound tourists

Reality
Experience matters more

Diverse travel needs

Longer length of stay

Air + hotel package on the rise and
activities booking in destination

Fine dining highly valued
Alipay/WeChat is a must

Friends/family and social media
play pivotal role, digitally savvy

-



CONSUMER TRENDS

China Mobile Payment Volume = China Mobile Internet Usage (Data) =
+209% vs. +116% Y/Y Led by Alipay + WeChat Pay Continues to Accelerate +189% vs. +162% Y/Y

China Mobile P t Vol China Mobile P t Share* ;
SRS SIS PR S O e ke S . China Cellular Internet Data Usage & Growth Y/Y

Others

WeChat

Pay AliPay
38% 54%

= China Mobile Data Consumption —Y[Y Growth

Hillhouse
Capital Hillhouse
Capital
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TARGET AUDIENCE

AFFLUENT
BESPOKE
PACKAGE (ELITE)

MILLENNIUM FAMILY
INDIVIDUALIST (MI) TRAVELERS
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INTEGRATED DIGITAL MARKETING
(IDM) STRATEGY
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Tencent

IDM STRATEGY

Built on connecting — Tencent’s ecosystem is integral into everyday life in China

Social Software and Lifestyle and Daily
Networking Entertainment Information Tools Services'
a) & n a S RS
L Ly O \
QQ Qzone Tencent Tencenl Tencent WeChat QQ Mail DianPing elong
Pictures Sports Pay
0 Nt ; d 7R M’ . 58 m
WeChat Moments QQ Games KuaiBao Optimal Applications WeiPiao
Music Stocks Maps Manager

Buzz
off o~ B

Messenger Facebook YouTube Netflix

DE oo [E

Bloomberg

Instagram Spotify
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Buzzfeed ESPN

Flipboard

© P M

Chrome PayPal Gmail

> R &

Google Play Google
Maps

1 Py S
[
Uber Yelp Expedia
® -
Craigslist Amazon Ticketmaster



Why WeChat?

1.1B 90 mins

€ Ar
’ You have time tonight?

Yep. Let's have dinner
toghther.

. Sounds great!

b

50% of users use
WeChat for at least 90
mins a day

@ >1M

% of All Monthly Active  Total Mini Programs on
Users born in 80s or 90s the WeChat Official
Account Platform
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Monthly active users
Weixin + WeChat

IDM STRATEGY

R

WeChat Penetration in China Tier 1-5 Cities

Tier 1 93%
Tier 2 69%
Tier 3 43%

Tier 4 27%

Tier 5

NG



IDM STRATEGY
R

Businesses can establish an Official Account to connect with consumers through WeChat's
natural and intimate chatting interface.

K B WeChat [
) Payments
RebeccaMinkoff - Services

Rl — D AL % &K, Rebecca L > &
Minkoff bA(4 2 %6 B 31 DRVIR T REEH Official Content
ISR, HBNERERS LML Accounts
EE -MTraoEFa =2 HE-»®

TREN
J) | - °.90
Unfollow — Advertising ...
% 5
& Promotion
. Mini
Business on Programs Consumers
ERMR WeChat

. — > Incentives
Cards &

Offers @

Cloud

Business Official Account Example
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IDM STRATEGY

MAU: 450 million

Daily video views: 20 billion

Mainstream Front of Social Short Video Marketing DAU: 200 million

Average Smartphone Time Spent per MAU per Month

Initial products
officially launched

8 Moblle Short Form Video
30 million plus
« Other Topped the list of free products on 70 million 150 million
Thailand and Japan App Stores plus plus

Reading 10 million plus

uGames
u Oniine Video
Browser, Input Method, App Store

8 Communication & Soclal Networking

\

2016

Jul.  Aug. Sept. Nov.

Data source: Sensor Tower; TikTok platform
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IDM STRATEGY

First step in short video marketing:
Set up official Duoyin account for Hawaii

+ Inspiring
UGC

+ KOL
Con:;ng
Co

é Conversion
+ Bran
Im

[ —
U
Inf;rom

Official Account Page Demo
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us Xiaohongshu

Young people’s lifestyle platform and consumpftion decision guide 3! (

In Xiaohongshu, users post little moments of their lives through short video, graphic and other forms.
As of March 2019, Xiaohongshu had more than 220 million users which continued to grow rapidly,
70% of whom were born in the 1990s.




Destination
“Checking-In”

Xiaohongshu Point by KOL

Youth's lifestyle platform and o320 Ll
consumption guide
KOLs in-depth content coop,

il T EE
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enforcing endorsement, and
inspiring organic travel UGC

#T¥ Lalaland Ittt BEFHAXE
EH O EF 2N Ot
—HRUXBABXE/B—RH2MHR
XR45 W M Laguna Beach4s T — 34/ i &Y % 3 2

e Y L P S s £ 4

Qeso yns (04

¢ BEHA

IDM STRATEGY
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Mafengwo Travel
China's Leading Travel UGC Platform

UGC jointly created by hundreds of millions of FIT fravelers, which has more than

60,000 global travel destinations, 600,000 new fravel guides and itinerary
recommendations, 760 million tfravel-guide downloads, and is considered as
"China's tfravel bible".




Mafengwo

China's Leading Travel UGC Platform
KOLs Travel Content Cooperation

Travel VLOG

Vlogs for scenery, gourmet and local

culture.

Travelogue
In-depth personal travel notes to
evaluate the scenic spofts, natural

landscape, hotels, food, attractions,

shopping etc.

‘ Travel Guide

Travel guides and tips respectively for Ml,
Family and Elite fravelers based on the

preferences.

.i }lﬁ[ljﬁ 1S + %5
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HERIRITVLOG
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IDM STRATEGY
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To avoid formulating a “one size fits all” journey for all
Hawaiian Islands. The consumption needs of Chinese
tourists are constantly fluid and evolving.



CAMPAIGN DEMO -

Day 10

| ) BRETHEAR 10KREFHERR
1 B 2 e e e || TiMe-limited challenge
10 days to travel in
Hawai‘i — Ml Market

L Se -4

B4R X B} 25 ' S T
#BERIRFERDVIogFEH # | I = LS
Pear Video X Douyin (TikTok)
#Hawai‘i youth force viog
weekly# - Ml Market

|| mux@)

X

‘Ohana foodie fravel
guide campaign
#reeRKIZIBE R R

Eaft like a local#
- Family Market

waWRH1bUN@gL

RN Nov 2019



CAMPAIGN DEMO -

Partnership with luxury travel platform Cirip HH Travel #TOP 10 ultimate journeys in Hawai‘i#
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B2C2B STRATEGY
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B2C2B STRATEGY

‘|m

» EE risoy AIR CHINA
Ctrio trj"*’“ﬁ'“’*‘“‘*‘ﬂ B2B - Trade & MCI FAM, Trade Shows, .
6 iz a)-' camsnE OTA ltinerary design, Airlines Coop HAWA"AN_

@TEEE Rz HibE

zuzucha.cam

T ISLANDS

KSREAN AIR 5

ez )vr\
o W

Platform Development, Integration of
WeChat MP, OA, AR w/ Gohawaii.com,
Meethawaii.com

Digital Content
Marketing to drive
Trade Marketing

Transportation

B2C - Content Marketing (KOLs, Media
FAM, Events, Short Videos and PR)

ﬁﬁ%

weibo.com

E AR
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BUYERS PROGRAM 2020

21,000+

Match Made & Prescheduled Appointments Maximize
Business Opportunities

WE CONNECT

THE WORLD OF TRAVEL

13 - 15 May 2020 - Shanghai - itb-china.com

FOUNDING PARTNERS

carssa w] oo =TS e X taka
mer  pgEeir 20E Cminemi SR oty ﬂ BUYERS' ORIGIN
MICE & CORPORATE TRAVEL PARTNERS 850
® i W ~D% .
Py bravolnks ecie 9 Bt BED 8 ravel Chinese Buyers
: CHINESE BUYERS GEOGRAPHIC BREAKDOWN
o TR = HOM smam owT

.......... =3

CUSTOMIZED & THEMED TRAVEL PARTNERS EAST CHINA
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A SR RAT ,
| - D e W O HRe C . i
a S Ve
KGR - _ =~ A
L Quanz s A -
SOUTH CHINA ~ /

GROUP BUYER PARTNERS
LLI7K A 47

¥ s | O o
.........
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Toy.
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«

HOSTED BUYERS

Top And Hand Selected
Hosted Buyers

e

TRADE MISSION 2020

-,
3

CHINA

}4  DIVERsITY

600+

Leading Chinese and International Travel Agencies
Participating In The Buyers Program

Compared With 2018, New Buyer Companies
Account For Over 60%

#) BUYERS' ORIGIN

200

International Buyers

INTERNATIONAL BUYERS GEOGRAPHIC BREAKDOWN

Europe

North-East Asia
Americas

Southern Asia

30%
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MCI N

Unique
aftractions
Industry » Compelling offers
. * MCl Incentive &
spot China
destination programs . Leverage
MeetHawaii.com
Destination B2B MCI content and suppliers
. * Build direct connection
( 6 Se!ecfnon J/ WeChat Plaftform between clients and
Criteria suppliers
- e Targeted industry and
Safety and P%'E%%”y 1To 1 leads
Stability : . . NPRT * Aftend key frade shows
friendl
y Relafionship Building | 1 5ntain and dovelop
Fresh Air and

Cleanness
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MCI Destination

Packa

ge Program ?

5 e 73

MCI

Accessibility and Ground Transportation Solution
Accommodation and Meeting Facilities

Themed Dinner / Gala Dinner / Awards Night
Team Building Activities

Hawaiian Cultural Event / Performance / Local Immersion
Sightseeing of Local Icons and Scenery

Mix of Both Chinese and Local Cuisines

Chinese Language Tour Guides and Service Support
Shopping Facility and Exclusive Offers

Relate to Corporate Culture / Objectives
Corporate Social Responsibility (CSR) Activities

Iconic Location for Group Photo

HAWAI'I TOURISM -

CHINA
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RESPONSIBLE TOURISM

COMMUNICATE ROOTED, KULEANA and TRAVEL TIPs messaging
creatively and respectfully into our digital and social media
campaigns and platforms from KOLs to Short Videos.

LEAD a focus group consorfium involving industry stakeholders to
ensure consistency of messages to all Chinese visitor groups.

INCORPORATE HTA's Hawaiian cultural initiatives, Hawaiian values
and traditions into the strategic and creative processes.

ALIGN WITH HTA's 4 Pillars in B2C2B marketing strategy as
branding differentiator in the world’s most competitive Chinese
outbound market to build a long-term ROI.

HAWAI'I TOURISM

CHINA
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