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CONSUMER TRENDS



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 

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 traditional travel agencies

What they like to do

How to accommodate them

How to attract them

Industry players should rethink their assumptions about Chinese outbound tourists

CONSUMER TRENDS



INTEGRATE
D DIGITAL 
MARKETIN

G 
STRATEGY

CONSUMER TRENDS



TARGET AUDIENCE



MILLENNIUM 
INDIVIDUALIST (MI) 

FAMILY 
TRAVELERS 

AFFLUENT  
BESPOKE 

PACKAGE (ELITE) 

1.Desirability 2.Accessibility
3.Disposable 

Income
4.US Visa 
Issuance

Beijing

Shanghai 
Chengdu
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Mainstream Front of Social Short Video Marketing

Data source: Sensor Tower; TikTok platform

2016 2017 2018

Jul. Aug. Sept.

Initial products

officially launched

10 million plus

30 million plus

Topped the list of free products on 

Thailand and Japan App Stores

70 million 

plus
150 million 

plus

Douyin turned out to be the most 

downloaded iPhone App globally 

in Q1

Nov.

MAU: 450 million

DAU: 200 million

Daily video views: 20 billion

IDM STRATEGY



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

+ Inspiring 
UGC

+ KOL 
Content 

Coop

+ Brand 
Image

+ Conversion

+……

+ User 
Interaction

Official Account Page Demo 

IDM STRATEGY



Xiaohongshu
Young people's lifestyle platform and consumption decision guide

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.

XIAOHONGSU



Travel

Photography

Gourmet

KOLs

Xiaohongshu
Youth’s lifestyle platform and 

consumption guide
KOLs in-depth content coop, 
enforcing endorsement, and 
inspiring organic travel UGC

IDM STRATEGY
Destination 

“Checking-In” 

Point by KOL 

Ultimate 

Landscape 

Photography

Gourmet

Recommendation

Destination 

Travel Tips
1 42 3



Mafengwo Travel

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

60,000 global travel destinations, 600,000 new travel guides and itinerary 

recommendations, 760 million travel-guide downloads, and is considered as 

"China's travel bible“. 

China's Leading Travel UGC Platform

MAFENGWO TRAVEL



Mafengwo
China's Leading Travel UGC Platform

KOLs Travel Content Cooperation

1 2 3

Travel VLOG1

Travelogue2

Travel Guide3

Vlogs for scenery, gourmet and local 

culture.

In-depth personal travel notes to 

evaluate the scenic spots, natural 

landscape, hotels, food, attractions, 

shopping etc. 

Travel guides and tips respectively for MI, 

Family and Elite travelers based on the

preferences.

KOLs Content 
Forms

IDM STRATEGY



The campaign concept is to move away 
from stereotyped beach resort sceneries to 
offer an authentic local Hawaiian 
experience and let the travelers to define 
the uniqueness of Hawaiian Islands. 

CORE BRAND MESSAGE



To drive demand by improving brand 

awareness of the Hawaiian Islands. To 

showcase the culture of Hawaiʻi, 

history and people along with our 

natural beauty. 

CORE BRAND MESSAGE



To avoid formulating a “one size fits all” journey for all 

Hawaiian Islands. The consumption needs of Chinese 

tourists are constantly fluid and evolving.



梨视频X抖音
#夏威夷年轻力V l o g周刊#  

Pear Video X Douyin (TikTok) 
#Hawaiʻi youth force vlog 
weekly# - MI Market

Nov 2019

Day1 Day 4 Day 8 Day 10

限时挑战 10天穿越夏威夷
Time-limited challenge 

10 days to travel in 
Hawaiʻi – MI Market

ʻOhana foodie travel 
guide campaign 
#带全家吃遍夏威夷
Eat like a local# 
- Family Market

CAMPAIGN DEMO



Partnership with luxury travel platform Ctrip HH Travel #TOP 10 ultimate journeys in Hawaiʻi# 

CAMPAIGN DEMO



B2C2B STRATEGY



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

Meethawaii.com 

B2B - Trade & MCI FAM, Trade Shows, 
OTA Itinerary design, Airlines Coop

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

OTA

MCI 

Organizer

Airlines

Social Media 

&  Payment  

Tencent 
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TRADE MISSION 2020



MCI



Unique 
attractions

Tailored 
China 

programs

Politically 
China 

friendly

Fresh Air and 
Cleanness 

Safety and 
Stability

New hot 
spot 

destination

Industry 

Collaboration

B2B MCI 

WeChat Platform

1 To 1

Relationship Building 

• Compelling offers

• MCI Incentive & 
Rewards program

• Leverage 
MeetHawaii.com 
content and suppliers

• Build direct connection 
between clients and 
suppliers

• Targeted industry and 
leads

• Attend key trade shows

• Maintain and develop 

MCI

Destination 

6 Selection 

Criteria



1 Accessibility and Ground Transportation Solution  

2 Accommodation and Meeting Facilities 

3 Themed Dinner / Gala Dinner / Awards Night  

4 Team Building Activities 

5 Hawaiian Cultural Event / Performance / Local Immersion 

6 Sightseeing of Local Icons and Scenery 

7 Mix of Both Chinese and Local Cuisines 

8 Chinese Language Tour Guides and Service Support 

9 Shopping Facility and Exclusive Offers 

10  Relate to Corporate Culture / Objectives 

11 Corporate Social Responsibility (CSR) Activities  

12 Iconic Location for Group Photo 

 

MCI Destination 
Package Program

MCI



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 consortium 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. 

RESPONSIBLE TOURISM
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	The campaign concept is to move away 
	The campaign concept is to move away 
	from stereotyped beach resort sceneries to 
	offer an authentic local Hawaiian 
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	•
	•
	•
	COMMUNICATE ROOTED, KULEANA and TRAVEL TIPs messaging 
	creatively and respectfully into our digital and social media 
	campaigns and platforms from KOLs to Short Videos.
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	•
	•
	LEAD a focus group consortium involving industry stakeholders to 
	ensure consistency of messages to all Chinese visitor groups. 
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	INCORPORATE HTA’s Hawaiian cultural initiatives, Hawaiian values 
	and traditions into the strategic and creative processes.
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	•
	•
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	branding differentiator in the world’s most competitive Chinese 
	outbound market to build a long
	-
	term ROI. 
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