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MARKET CONDITIONS
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Market conditions

Japan’s economic overview

0.3% 
GDP growth 
forecasted

(2020)

2.2% 
unemployment 

rate
(Jul 2019)

26-year low

1.2% 
growth in 
employee 

compensation
(2020)
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Market conditions

Currency exchange

107 ¥ 
exchange 

rate 
(Sep 2019)

37.1% 
consumer 

confidence 
index 

(Aug 2019)

10% 
consumption 

tax
(from Oct 2019)
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Key trends

1. Global economic threats

• US-China trade war

• Escalating tensions between Japan and South Korea

Market conditions



2.   Japan’s outbound travel instability

• Consumption tax hike

• Declining population 

(lowest level in recorded history)

• Inclination to save

• Appeal of closer destinations

• Natural disasters

July, 2018
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Market conditions

Key trends

Presenter
Presentation Notes
Declining population - 2018 Japan birth rate hit lowest level in recorded history at 918,397, decline of 27,668 from previous record low in 2017
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Japan natural disasters (2018) 

Natural Disasters Dates 
(2018) Area Economic Loss

Earthquake 9/9 Hokkaido $1.25+ billion

Typhoon 21 
(Jebi) 8/28 - 9/5 Kinki $13+ billion

Typhoon 20
(Cimaron) 8/18 - 8/24 Kinki, Shikoku $100+ million

Typhoon 12
(Jongdari) 7/25 - 8/3 Kinki, Kanto $715+ million* 

(China included)

Torrential Rains 6/28 - 7/9 Kinki, Chugoku $10+ billion

Earthquake 6/18 Kansai $3.25+ billion

Market conditions

Total major natural disasters: 6
Total economic loss: $28.3 billion
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Natural Disasters Dates 
(2019) Area

Typhoon 19 (Hagibis) 10/11-13 Kanto, Koushinetsu, Tohoku

Typhoon 15 (Faxai) 9/5-9 Chiba, Kanto

Torrential Rains 8/26-28 Saga, Fukuoka, Kyushu

Earthquake 8/4 Fukushima, Tohoku

Earthquake 6/18 Yamagata, Tohoku

Earthquake 5/25 Chiba, Kanto

Earthquake 5/10 Miyazaki, Kyushu

Earthquake 2/21 Hokkaido

Earthquake 1/3 Kumamoto

Market conditions

Japan natural disasters (2019) 

Total major natural disasters: 9
Total economic loss: TBD



3. Japanese Outbound Market

• 11.2 million total Japanese 

outbound travelers (incl. business 

trips) as of August 2019 (+8.3%)

• Hawai‘i holds an 8% Share

July, 2018

Market conditions

Key trends

Hawai‘i
8%

USA
19%

Korea
17%

China
16%

Taiwan
10%

Thailand
9%

Hong Kong
7%

Vietnam
5%

Spain
3%

Germany
3%

Australia
2% Other

1%
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4.  2020 Tokyo Olympics

• Temporary boost to Japan’s economy 

(increase in personal consumption and 

inbound travel demand)

Market conditions

Key trends



• New product development

• New opportunities for first-timers from regional 

cities

Market conditions

Air seat synopsis

1. 16 new international slots at Haneda Airport 

3-5 slots anticipated for Hawai‘i
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2.   Rise of FIT travelers from Tokyo

• Narita and Haneda comprise of 70% of market

3.   Airline partnerships spur competition

4. Japan airlift to Hawai‘i forecasted at 2.17 million seats 

in 2020 (+10%)

Market conditions

Air seat synopsis



TRAVEL TRENDS



• Rise of environmental stewardship messaging

• Departure from single channel to multi-level 

platform marketing

• User Generated Content (UGC), influencer and 

micro-influencer marketing

Travel trends

Media preferences: Digital, digital, digital!



How do consumers shop for destination inspiration?

• Word of mouth, digital, various media

• Rise of conscious consumers - locavores, glamping, 

societal impact concerns

• Experienced-based consumption 

• Workation - travel combining work and vacation

• Sustainability/health tourism/wellness

Travel trends

General channel distribution



• Rising world tourism population

• Japan’s steady outbound travel growth 

• Rebound of competing destinations 

• Europe, Thailand, Vietnam, Guam

• Growing ecotourism initiatives

• Japan labor reform initiatives

Travel trends

General travel trends



TARGET AUDIENCES



• Household Income $100,000+

• Households/families with multiple generations 

• Consumers in their 30s and 40s

• Single households targeting health/wellness, 

nature and workations

• Couples with and without children

• Millennials

Target audiences

Trip persona targets

JTB, HIS, JAL, ANA, JCB, CPB, Japan sub-committee 



Multi-generationExperience 

seekers -

millennials

High value 

travelers

Romantic

couples

Target audiences

Trip persona targets

Presenter
Presentation Notes
The affluent traveler – desire to participate in exclusive meetings/events with others from affluent communities
Romantic couples – couples engaged to be married, Hawai‘i dream wedding, once in a lifetime experience
Millennials – value unique travel experiences with a purpose/global citizenship
Interested in volunteer work with heightened environmental sensitivity
Multigenerational families – value travel experiences with children



Target audiences

Key geographic target areas

MAJOR REGIONS
Kanto and Kansai

CITIES WITH DIRECT FLIGHT SERVICE
Nagoya, Sapporo and Fukuoka

CITIES WITH STRONG FEEDER FLIGHT ACCESS
Sendai, Niigata, Hokuriku, Hiroshima, 
Ehime, Kagoshima and Okinawa

Sapporo

NagoyaFukuoka

SendaiNiigata

Hokuriku

Hiroshima

Okinawa

Ehime

Kagoshima

Kanto

Kansai



CONSUMER STRATEGY



Consumer strategy

General approach

• Target marketing – speak to defined audiences to 

attract and convert high-value travelers

• Amplify content - educate visitors on Hawai‘i’s natural 

resources and authentic Hawaiian culture while 

driving engagement



Consumer strategy

• Industry and nonprofit partnerships - develop community 

initiatives that enhance residents’ and visitors’ experiences

• Signature events – promote positive resident and visitor 

interaction

• 4 pillars marketing campaigns – align all initiatives with brand 

marketing, Hawaiian culture, natural resources and 

community

General approach



• Hawai‘i through lens of the past

• Hawai‘i is not about the beach,  Diamond Head, 

shaved ice and loco moco

Consumer strategy

Core brand messaging



• Hawai‘i today

• Enlighten visitors about the aloha spirit through 

experiences and education

• Inspire a deeper appreciation of Hawai‘i’s natural 

beauty, local community, historic significance and 

cultural depth

Consumer strategy

Core brand messaging



• Capitalize on the rich historical and cultural alignment 

between Hawai‘i and Japan

• Tailor messaging to appeal to specific interests of target 

audiences 

(High value traveler, romance, millennial, first-timer and 

further differentiate by island)

Consumer strategy

Core brand messaging



• Select platforms that align with target audiences

(digital, OOH, social media)

• Promote collaborative content/2-way UGC campaigns

• Target marketing efforts specific to each island

• Differentiate repeat and first-timer strategies

• Position surfing as Hawai‘i’s state sport to capitalize on 2020 

Tokyo Olympics introduction

Consumer strategy

Advertising, PR, media FAMS, promotions



1. Affluent market

• Mileage club and credit card members

• Product development with retail outlets

2. Romance market

3. Regional city first-timer acquisition

4. Millennial market ambassador program

Consumer strategy

Campaign targets



• Build upon HVCB’s Share Aloha and Hawai‘i 

Rooted campaigns

• Expand library assets to include vertical videos, 

VR, short movies

Consumer strategy

Creative assets



TRADE STRATEGY



Trade strategy

Travel trade initiatives
• Top airlines, wholesalers, OTAs and retail 

agents – sales/promotions with highest ROI

• Educational training programs using 

enhanced technology (webinar, VR)

• Augment FAM tours by collaborating with 

airlines, partners and stakeholders

• Customize promotions for trade partners that 

align with goals/objectives

60%

40%

% of total Japanese travel to Hawai‘i

Package FIT



• HTJ’s hallmark educational platform promoting 

Hawai‘i and its history, culture and community

• Over 18.5k Hawai‘i specialist travel agents in 

210 branches

• Wholesalers’ new hire training programs

• Charitable contributions to local NPOs

Trade strategy



MCI



MCI

MCI strategy

• Position Hawai‘i as the closest U.S. destination with 

consistent airlift and abundant accommodation options

• Develop new initiatives targeting specific MCI markets

• Leverage strong wholesaler/organizer relationships to 

generate quality leads



• Incentive

• Education

• Sports

• Entertainment

• Attendance building

7. MCI

Target audience



• Smaller groups to neighbor islands

• Incentive and education

• Regional city strategies

• Cities that utilize feeder flights

• MICE seminars and workshops

• Airline joint promotions

• Responsible tourism focused organizations

7. MCI

Lead generation



RESPONSIBLE TOURISM



Responsible tourism

Distribution of Hawai‘i Rooted, Kuleana and 
travel tips

• Translate and repurpose HVCB and DLNR assets for 

distribution across Japan

• Showcase segments through digital marketing platforms

• Target environment/nature media in outreach efforts



• Create sustainable tourism package products with 

promotional support

• Facilitate activities that educate/promote Hawaiian 

culture (e.g., Hōkūleʻa documentary, ‘Ōlelo Hawai‘i 

study sessions)

• Work with local NPOs to enhance visitor experiences and 

build community engagement

Responsible tourism

Responsible tourism initiatives



• Sea Cleaners beach clean-up with HTO: 
Japan initiatives include Hawaiian 
Airlines at Chigasaki on 10/5 and 
Kamogawa (Kyoto) on 10/6

• Sea turtle display at JATA’s Tourism Expo 
in Osaka using marine debris 

• ‘Ōlelo Hawai‘i workshop

Responsible tourism activities

Responsible tourism



• Work with the DLNR, UH and NOAA to share 
informational materials with Japanese visitors

• Local 2030, Aloha + Challenge
• Collaboration with Blue 

Planet Foundation and AKB48
• Educational seminar and movie blitz onboard 

the Hōkūle‘a in cities including Sapporo, Tokyo, 
Yokohama, Nagoya, Osaka and Hiroshima

Responsible tourism activities

Responsible tourism



Putting it all together…



Brand Marketing

In 2020, HTJ will drive its core 
brand messaging to target 
audiences and attract high-
value visitors in the affluent, 
romance, multi-generation and 
millennial markets while 
capitalizing on the Olympic 
Games in Tokyo.

Presenter
Presentation Notes
Enlighten visitors about the aloha spirit through experiences and education
Inspire a deeper appreciation of Hawai‘i’s natural beauty, local community, historic significance and cultural depth




Hawaiian Culture

Aloha Program will be used as 
the vehicle for cultural 
practitioners to inspire 
Hawai‘i experiences and 
educational opportunities that 
perpetuate Native Hawaiian 
culture while sharing Hawai‘i’s 
rich history.

Presenter
Presentation Notes
Aloha Program – 45k member base; 210 branches
Practitioners - Kalani, Aaron, Kuipo, etc.




Natural Resources

In addition to new package 
development, responsible 
tourism will be reinforced by 
educating visitors to respect 
Hawai‘i’s fragile environment 
pre-arrival and while on island 
through joint initiatives with DLNR, 
UH and NOAA.

Presenter
Presentation Notes
Translate and distribute on flights, tours; rapid ohia death.




Community

Focus will be made on building 
community engagement by 
collaborating with local NPOs 
and promoting events that 
enhance experiences for visitors 
and residents. 

Presenter
Presentation Notes
HTJ worked with over 24 local NPOs to date (6 per year)
Collaboration with UH sports (exchange program)
Nikkei veterans
ANA music week




HTJ’s implementation framework for 2020 will be 
guided by the 4 pillars that represent the 

essential investment towards Hawai‘i’s visitor 
industry future and long-term success.

Brand Marketing Hawaiian Culture Natural Resources Community



MAHALO
有難うございました！
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