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2018 TAIWAN'S TOP 10
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INCOMING TAIWAN VISITORS
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MARKET TRENDS

FIT Boom
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CHALLENGES

Southbound Policy Intense Competition Presidential Elections
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TARGET AUDIENCE
— HIGH VALUE TRAVELERS

Affluent Millennials Families Romance Seekers
— Avid Leisure — Reunion & Educational — Include LGBTQ

Experienced, highly Parent-child bonding Getaways for
educated, well- Cultural learning urbanites

fraveled Filial piety by children Overseas weddings,
High propensity for honeymoons &
Experiences babymoons

Highly engaged with LGBTQ community
social media
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MAJOR CAMPAIGNS
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Aloha
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MALAMA ‘AINA
Target Audience: HVT — Millennials (Avid Travelers) Digital Marketing . 0 O
Marketing Mix: KOL Fam, Social Video, °VOUTUhe @ - @

Advertising, PR, Trade
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L ALOHA FAMILY PICNIC FESTIVAL

Target Audience: Families Potential Partners
Marketing Mix: Outdoor, PR, TV ADs,
Social Content, KOL, Mini Trade Fair
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LEl FOR LOVE
Target Audience: Couples & LGBTQ Digital Marketing °YOUTUhe 0 r@

Marketing Mix: Floral Theme Itineraries, YouTube,
Brand Alliance, Social Media, Trade
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S CUISINE OF ALOHA
Target Audience: HVT - Millennials Digital Marketing °YOUTUbE 9 r@j

Marketing Mix: Social Media, Online TV Channel,
Celebrity Chefs, Food Trucks, Travel Fair

Potential Partners
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TAIWAN ALOHA MISSION

Objective:

« Secure leads for leisure & MCI business

« Educate partners on island dispersal

« Support partners in product development

Description:

« Leisure & MCI business

« Face-to-face business appointments

« Leisure tfrade, MCI Intermediaries, Incentive
Planners, Corporates

Potential Partners:
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LEAD DEVELOPMENT

Island
Chapters

Corporation Large MCI Hawai‘i Tourism “
Clients Intermediaries Taiwan Sl Lol luic

« Mega Group

* Large Group Small MCI AIT, DAC,
* Mid-sized Group Intermediaries ANTOR

« Small-sized Group Associations

3rd Parties Hawai‘i Industry
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TARGET CORPORATIONS
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RESPONSIBLE TOURISM

Year Round Social Media & PR
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SANCTUARY OF ALOHA
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