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MARKET CONDITIONS
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Presentation Notes
I’m Irene Lee from Hawaii Tourism Korea.  It feels so good to be here in this warm climate because it’s starting to get really chilly in Korea, like below 0 degrees, celcius. 



Chill in 
inter-Korean 

relations

Trade War 
between South 

Korea and 
Japan

MARKET CONDITIONS 

1.8% Korean 
GDP growth              

in 2019

Fluctuating 
FX rate

1$ = 1,168.46 KRW 
(as of Oct 2019)
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Speaking of chill weather, our relationship with North Korea displays no signs of warming up at the moment.  Trump twitted 2 days ago to North Korean leader Kim Jongeun asking for another summit meeting.  But Kim has no interest in giving Trump another meeting to brag about unless he gets something substantial in return.  I guess the keyword here is unpredictable & inconsistent.  ��Now Korea & Japan relations have deteriorated sharply because of wartime labor issues and subsequent trade retaliations.  With Koreans boycotting Japanese products, Japanese beer imports in August fell 97% and 99.9% in September than last year – indicating a de facto shutdown of all Japanese beer imports.  Also, a Japanese clothing brand giant, Uniqlo’s sales plummeted 40-50% in July & August.  

A boycott of Japan led to an 82% decline in travel bookings to Japan in October according to Hana Tour. It fell 77% on-year in August and 75% in September.  And at rival Mode Tour it plummeted 92% in October.��

https://www.fpri.org/article/2019/07/tensions-between-south-korea-and-japan-benefit-no-one/
https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&ved=&url=https://www.express.co.uk/news/world/900072/north-korea-news-south-korea-talks-donald-trump-twitter-credit&psig=AOvVaw2qH7DSFZfOQl7E0ok6Vuvf&ust=1573533856631057
https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&ved=&url=https://handconracul.tk/korean-won-currency-forecast&psig=AOvVaw3BKC6aZ35qxQWCNGsg6Ltn&ust=1573534082456639


KOREA OUTBOUND TRAVEL
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• 30 million Korean outbound trips are expected in 2019 (YoY 4.5%) *Source: KTO
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Strong outbound travel – about 4% growth to about 30 M trips this year.
Once we reach a plateau in a few years, the growth rate will slow down.
�



Japan China Vietnam U.S.A. Thailand Hong Kong Philippines Taiwan Macao Singapore
2018 7,538,997 3,900,000 3,435,406 2,210,597 1,612,459 1,421,411 1,295,862 1,019,122 812,842 587,197
2017 7,140,165 3,854,869 2,415,245 2,334,839 1,717,867 1,487,670 1,607,821 1,054,380 874,253 631,297
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Source: Korea Tourism Organization
Unit: paxKorean visitor arrival to the U.S.: 

2.2 million pax in 2019 (YoY -1%) 

*Source: NTTO
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AIR SYNOPSIS
6

• Delta increased its stake to 9.21% in Korean Air's 
parent company Hanjin KAL 

• Hyundai Development Co (HDC) - Mirae Asset 
consortium, wins bid for Asiana Airlines
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Currently 4 airlines servicing from Korea to Hawaii��Delta increasing its share in Korean Air to help defending ownership�Asiana Airlines has been on sale for some time.  �Hyundai teamed up with Mirae and formed a consortium and just won the bid for Asiana.
Hyundai strengthening its mobility business.�Mirae owns Hyatt Regency Waikiki & Fairmont Orchid.  They just purchased 15 luxury hotels in the U.S. And expanding its tourism business.

Korean Air to increase to 2 daily service from December



TRAVEL TRENDS
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TRAVEL TRENDS
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There’s growing public concerns over environmental issue. Major South Korean companies are introducing a range of eco-friendly consumer products to take advantage of these public sentiments over plastic waste. 
The increasingly hectic lifestyle has also given birth to easy-to-consume, health-oriented goods, bringing drastic changes to how and what people eat and how people move.  
 
Koreans perceive travel as understanding and learning new things about the culture.
They value the travel experiences to transform one’s life better after the travel
This is new trend of Transformational Travel, which means traveling in order to stretch one's horizons, and to learn new ways of living based on the experience of other cultures.  We have been saying experiential travel, but this is one step further. Travel experiences will transform one’s life better after the travel. 


Hana Tour, leading wholesaler in Korea will transform its operation and service , and will launch its new FIT platform in next February. They will be a giant OTA to compete with global OTA players.  Global players such as Kayak & Skyscanner are collaborating with NAVER or MyRealTrip to capture the FIT demands in Korea and are expanding its marketing campaigns targeting Korean millenials. 


http://blog.naver.com/PostView.nhn?blogId=joongyoungb&logNo=221336753328


TARGET AUDIENCE
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KOREA’S KEY TARGET SEGMENT
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Target audiences are getting sophisticated, and travel market matures. 
Previous target audiences were identified by demographics. 
But Even you are in same age group, our personality can be completely different. Each individual has different interests when travel.
Korean travelers want to connect with a travel destination on an emotional level
 
We defined target audiences based on psychographic segmentation based on their social class, lifestyle, interest, behavior and personality characteristics.
Key target markets for Hawaii are identified as millennial minded travelers, aspireres, explorer, mainstreamer and first time visitors. 
 
Millennial minded travelers are not millennials but they are millennial minded.  For example Irene is not a millennial by age, but she has a mind set as millennials. She follows travel behaviors of millennials.  Millennial minded travelers value experiences and customized itinerary based on individual’s interests. 
 
Aspireres, they like to shop, and try new restaurant and hot instagrammle place to share on social media. 

Explorerers want to experience new adventures and new outdoor activities. For example, Sammie travels because she wants to explore new adventures in destinations. 

Mainstreamers are typical family travelers. Liz may be in the same age group as me, but she falls under mainstreamer as she travels with family. Mainstreamers prefer to stay in well-known hotel brands, follow the package tour itinerary. They value the safety at most. 

Lastly, we target First time visitors who haven’t visited Hawai‘i yet. The reason we separated this target segment is to go after millions of Koreans who have not been to Hawaii yet.  We feel that we should take a different marketing approach to motivate them to consider Hawaii as their next vacation destination.
 



KEY STRATEGIES
1 2 3 4 5 6
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Based on market condition, re-defined target audience and HTA’s 4 pillars, we developed key 6 Korea strategies. 
 
First, we Drive destination brand awareness in sense of cultural values.
Second, Drive high-value visitation, increase Per Person, Per Day Spending and Visitor Expenditures for Hawaii
Third, Maintain high-value air services to Hawai‘I such as Korean Air, Asiana Airlines.
Forth, Maintain the cultural integrity of the Hawaiian language, customs, practices, music, dance, cultural and historic sites, and imagery in all marketing initiatives.   
Fifth, Collaborate with Hawai‘i’s visitor industry to optimize results and leverage resources.  
Our Six core strategy is to Promote Hawai‘i as a MCI destination with special focus on the state-owned Hawai‘i Convention Center and citywide convention growth.   

HTA’s 4 pillars
Brand marketing
Cultural integrity
Natural resources
Industry & community Collaboration

New Target Market Segment Identification
Fly to Hawaii, Get Inspired Branding Campaign
Extended Consumer Marketing in 2020
Longer Stay, High Spending Strategies in B2B Marketing Programs
Education Programs for Responsible Tourism will be kicked off


 





CONSUMER STRATEGY
• New Hawai‘i branding campaign

• Aloha media university

• #Stories of aloha
• Sense of Hawai‘i

 Sounds of Hawai‘i
 Arts of Hawai‘i
 Taste of Hawai‘i

12
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Hawai‘i Brand Position in Korea
O‘ahu

Maui

Moloka‘i
Kaua‘i

Lāna‘i

Island of Hawai‘i
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The key branding slogan for Hawaii Tourism in Korea will be “Fly to Hawai‘i, Get Inspired”. 
 
More Koreans are becoming to perceive travel as a way of understanding and appreciating alternative ways of life and learning new things about the culture.
 
This is new trend of Transformational Travel, which means traveling in order to stretch one's horizons, and to learn new ways of living based on the experience of other cultures. Travel experiences will transform one’s life better after the travel. 
 
When Koreans arrive in Hawaii, their life will be changed after inspiration. This is the core message that we want to deliver. 




MEDIA REVERSE MISSION
14
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We will conduct the Hawai‘i media reverse mission branded as ‘Aloha Media University’. We want to have Hawaii mission more unique and differently next year. 
Reverse media mission is to hold Korean media marketplace in here and to give opportunities for local PR partners. 
Core strategy for reverse media mission is to provide authentic experiences. By participating this event, Korean media understand deep culture of Hawaii and brand, and then produce qualified media contents.
 
 




#STORIES OF ALOHA
15
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Korean consumers are replying on social media when they search the travel information. Also Koreans are top in the world in bragging their travel experiences. (^^)
To encourage consumer’s interactions, we will launch brand new social media campaign named StoriesOfAloha. 
With Stories of Aloha as main theme, we will maintain its official social media channels like facebook, instagram and youtube which is newest. 
Our facebook and instagram is leading social media channels in terms of followers and engagements among tourism destination in Korea.
 
We will maintain the social media channels with curated contents that micro influencers created. 
Micro-influencers are knowledgeable, passionate, affordable and the most influential to push consumers to make decision.  
We will work with top photographers/YouTubers/Influencers to create influential contents.


http://www.google.co.kr/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&ved=2ahUKEwjEoq3rirnkAhVLw4sBHa1UCp8QjRx6BAgBEAQ&url=http://pngimg.com/imgs/logos/instagram/&psig=AOvVaw2Zvnn-j3Tng8MIv_Jrlw8m&ust=1567752313545750
http://www.google.co.kr/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&ved=2ahUKEwjEoq3rirnkAhVLw4sBHa1UCp8QjRx6BAgBEAQ&url=http://pngimg.com/imgs/logos/instagram/&psig=AOvVaw2Zvnn-j3Tng8MIv_Jrlw8m&ust=1567752313545750


SOUNDS OF HAWAI‘I 
IN PARTNERSHIP WITH MELON
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Korean millennial is pursuing value-oriented consumption. They spend less on everyday necessities but spend more on experiences like travel, entertainment, cultural activities and gourmet experiences. 
Capturing this consumer trends, we will organize the consumer campaigns called sense of Hawaii that highlight cultural aspects of Hawai‘i.
 
First consumer campaign is Sounds of Hawaii. 
We will collaborate with Melon with 28 million subscribers, which means more than half of Korean total populations use its streaming services when they want to listen the music. Melon is equivalent to spotyfi.
We will create Aloha DJ in Melon to provide Hawaiian songs with background information, which will inspire consumers by bringing the desires to know Hawaii more in depth, and eventually make their travel plans. 





• Leverage art of Hawai‘i for destination 
exposures 

• Collaborate with artists based in Hawai’i 
to organize art exhibition to promote 
destination along with its deep culture

• Total volume of Korean art business in 
2017 has been increased 25% to about 
US$ 492 million, compared to the 
previous year

ARTS OF HAWAI'I
IN PARTNERSHIP WITH ARTISTS
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Koreans’ interests on art are rapidly increasing in Korea. The overall art business in Korea has been grown up 130% by last year, the market was about 500 million dollars. 
Also the Gallery & Museum tours are one of the most popular weekend activities for Koreans. 
Reflecting these trends, we will leverage art and culture of Hawaii as part of integrated travel campaign in Korea by tie up with department stores, consumer fairs. Just to make sure, we will not promote any single artist and property but provide partners opportunities equally to local partners. 



TASTE OF HAWAI‘I 
IN PARTNERSHIP WITH SSG 

• Refresh image of Hawai‘i as a culinary 
destination full of sustainable food

• Collaborate with SSG, the largest retailer in 
Korea owned by Samsung

• ‘Tasty Hawai‘i Market’

18
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 To enhance the image of Hawai‘i as a culinary destination full of sustainable foods in nationwide; we will tie up with leading retailer, SSG.
SSG is sister company of Samsung, and Korea version of Amazon. Their influence in food industry is really huge, and even they create new culinary trends.  
We will organize a Hawai‘i food festivals highlighting both culinary and sustainable scenes of Hawai‘i.



TRADE STRATEGY
• Airline co-op programs

• Meet  your #OhanaMoment

• 1 week on each Island (1OI)

19



Aloha 
millennial 
promotion
for FIT branding 

campaign 

Hawai‘i 
heritage 

promotion
for sustainability/ 
neighbor islands 

initiatives 

Hawai‘i OTA 
campaign

for special- themed FIT 
products

Aloha priority 
campaign

for new-lux Hawai‘i 
product

AIRLINE CO-OP PROGRAMS
20
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[KE] Aloha priority campaign: to expand premium travel segment & launch new-lux Hawai‘i products
[OZ] Hawai‘i OTA campaign: Develop special- themed products in collaboration OTAS
[HA] Hawai‘i heritage promotion: Roll out sustainability initiative and promote Neighbor Islands
[LJ] Aloha millennial promotion: Target millennial-minded travelers in partnership with consumer brands as well




MEET YOUR #OHANAMOMENT

Objectives
Position Hawai‘i as ultimate 
generation-by-generation family 
trip destination

Market Background
Korea’s No.1 wholesaler Hana Tour 
showed 91% YOY growth in 3 
generation trips 

21
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Travel as a mean to respect parents and seniors is one of new trends in Korea. With this trends, 3 generation family travel became new family niche market segment. 
Hana Tour reported the bookings of 3 generation trips grew 90% by last year. 
We will position Hawaii as leading destination for generation family travelers with full of meaningful Aloha moments and also curated travel itinerary.   
We will utilize multiple sales/online adverting promotions to stimulate the family demands to Hawaii. 




1 WEEK ON EACH ISLAND (1OI)

Market background
Korean visitors’ length of stay: 7.72 
days (YTD September 2019), up 
3.8% (Source: DBEDT)

Objectives
Bolster extended stays and high 
spending on the Hawaiian Islands

22
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Length of stay by Korean visitors are getting longer. One-month living in overseas is new travel trends in Korea among explorers. According to Interpark, nation’s leading OTA, travelers who went for one month travel increased 198% compared to last year.
This trend means, Korean travelers now prefer to experience a specific destination with deep understanding. 

101 is longer stay program encouraging Korean travelers to stay a week on each island. 
Team will introduce 101 longer stay campaign to the market in collaboration with wholesalers who provides longer and tailored itinerary.  This is the promotion that we need the supports from hotel partners, we will actively involve the hotels who are interested in developing longer stay program in the package itinerary. 
At the same time, We will also invite influencers who will experience one week on each island and develop promotional contents.




MCI
• MCI market background

• Lead development from key corporate-target events

• Golf promotion and initiatives 

23
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No more than 3 slides:

Deployment
Target Audience (key vertical segments)
Lead Development strategy




MCI MARKET BACKGROUND
24
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Korean MCI groups are seeking long-haul destinations beyond intra-Asia destinations. 
MCI group stay shorter than leisure, which is 4 to 5 nights in Hawaii. 
Bleisure means business trip adding their leisure trips afterward. It is on rising trends in Korea. 
For the seasonality, the shoulder seasons for leisure travelers are the peak seasons for MCI. It is reverse. 
We have national general elections on April next year which will affect the MCI demands from governments side.   
 
Under this forecast and circumstances, we will drive MCI leads by focusing on high spending industry such as finance, entertainments, investments and education with strong partnership with HCC. 




Meet Hawai‘i 
corporate VIP reception

LEAD DEVELOPMENT FROM
KEY CORPORATE-TARGET EVENTS

Meet Hawai‘i 
corporate weekend

25
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Meet Hawai‘i corporate weekend: Forge a strong connection with key MICE agents/planners and corporate meeting organizers, and airline partners to attract potential MCI leads to Hawai‘I
Meet Hawai‘i corporate VIP reception: Hold a year-end MCI event in partnership with major MCI agencies and their VVIP corporate partners to showcase activities available throughout the 6 islands

 
We will hold MCI workshop full of Aloha moments to give them an inspiration. 
Hawai‘i-themed cultural event will be discussed with Kalani’s team first to follow the authenticity, and then we hold networking workshop to provide in-depth destination information to push the invited corporate to send their incentive groups to Hawaii.  
Targeting high level managements of corporate who are the key decision makers, we will hold Meet Hawaii VIP Reception. This is our new initiative targeting direct management of corporate to generate MCI leads in short term.  






GOLF INITIATIVES 
26

Pitch Hawai‘i as a year-round premium golf destination 

Develop large-scale co-promotion in concert with major golf tournaments in 
Hawai‘i – Sony Open Golf Tournament and Lotte LPGA Golf Championship

Develop new Hawai‘i golf tour products and execute online/offline 
promotions

Presenter
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Golf is key components of MCI trips. Team will leverage Sony Open Golf Tournament and Lotte LPGA Golf Championship to develop large-scale co-promotion with corporates. 
 




RESPONSIBLE TOURISM
• Pre/post arrival campaign

• Go green with aloha

27
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Kuleana Campaign is one part of a multi-pronged approach to share the beauty of the culture of Hawaii while educating visitors on how to travel respectfully while visiting
  
To mitigate the negative effects of over tourism, we will implement educational campaigns. 
First, we will encourage Korean consumer to make a difference while traveling in Hawaii targeting sophisticated travelers. 
Also by collaborating with local partners, we will develop volunteer programs for Koreans to experience Hawaii and leave a positive impact in the community.
  
Our kuleana campaign will be conducted as pre and post arrival campaigns. 
 
We will make sure for Kuelana video to be included in in flights videos so that visitors can be educated about responsible tourism before they are arriving. We will also host the educational seminars for tour operators and also utilized our owned social media channels. 
 
As post arrival, we will release ‘Save the Aina with Aloha’ Videos as another touch point. We will collaborate with travel agencies to send welcome emails to share Kuleana campaign video once again as follow up.
 




ARRIVAL CAMPAIGN

 Volunteer opportunities in Hawai‘i
 Collaboration with local partner for native Hawaiian culture 
 In-flight video and hotel confirmation email 
 Educational seminars

28
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Volunteer opportunities to experience Hawai‘i 
Collaborate with local partner who preserve native Hawaiian culture 
Include Kuleana Campaign message in in flight video and hotel confirmation email 
Hold the educational seminars




GO GREEN WITH ALOHA
29
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 As a continued effort to position Hawaii as sustainable destination, we will expand our new green initiatives ‘Go Green with Aloha’ 
We will co-op with entertainment company, media and celebrities for large scaled of B2C programs.  Invited media, influencer, celebrity groups will participate in the green growth activities such as beach cleaning with local community. 
Team will also utilize influencer’s owned social media channels to introduce their efforts for Hawai‘i’s Sustainability, green growth.




KEY STRATEGIC PILLARS
30
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please mention HTK has proactively supported CEP program. (e.g. Hawai‘i Food & Wine Festival) 
You could either change words instead of kuleana, or provide oral explanation. 
 




MAHALO!
KAM-SA-HAM-NI-DA!
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