
FALL TOURISM UPDATE

Molly Jou

Trade & MCI Marketing Director



MARKET CONDITIONS



3

MARKET OVERVIEW

2.9%
GDP Growth

3.8% 
Unemployment Rate 

3%
Disposable Income

USD$1 = TWD$30
Exchange Rate

63%
Outbound Visitors

50.3% 
Mobile Payment



JAPAN MAINLAND 

CHINA

HONG KONG KOREA THAILAND VIETNAM MACAO USA SINGAPORE MALAYSIA

4,825,948 

4,172,704 

1,696,265 

1,086,516 

679,145 659,123 605,468 569,180 354,667 316,926 

4.3% ↓

0.9% ↓

42018 TAIWAN’S TOP 10 
OUTBOUND TRAVEL DESTINATIONS

4.5% ↑

6.2% ↑

22.2% ↑

2.7% ↑22.6% ↑ 16.8% ↑

6.9% ↑8.5% ↑

Source: Taiwan Tourism Bureau, MOTC



INCOMING TAIWAN VISITORS

574,512 569,180

304,251 

19,463 17,523 

20,771 

2017 2018 2019 (YTD)

USA Hawai‘i 

52.8% ↑

4% ↑

Source: HTA Data & Taiwan Tourism Bureau
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FLIGHT SYNOPSIS

Year Frequency Capacity Passenger Load Factor

2018 104 31,824 25,660 80.6%

2017 105 31,223 27,277 87.4%

2016 105 32,475 26,101 79.7%

Taipei – Honolulu

A350-900 Flight



TRAVEL TRENDS



8

MARKET TRENDS

Experience First

Living Green Rapid Mobilization FIT Boom

Travel Solo
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CHALLENGES

Intense CompetitionSouthbound Policy Presidential Elections



TARGET AUDIENCE



TARGET AUDIENCE 
– HIGH VALUE TRAVELERS

Affluent Millennials 

– Avid Leisure 

Families 

– Reunion & Educational
Romance Seekers 

– Include LGBTQ

• Experienced, highly 

educated, well-

traveled

• High propensity for 

Experiences

• Highly engaged with 

social media

• Parent-child bonding

• Cultural learning

• Filial piety by children

• Getaways for 

urbanites

• Overseas weddings, 

honeymoons & 

babymoons

• LGBTQ community



CONSUMER STRATEGY



Hawai‘i ~

Sanctuary of Aloha

《回歸初心探索永續夏威夷》



MAJOR CAMPAIGNS

《回歸初心探索永續夏威夷》

Malama

‘āina

Aloha Family 

Picnic Festival

Cuisine of 

Aloha

Lei for Love

H a w a i ‘ i  ~  

S a n c t u a r y o f A l o h a



MALAMA ‘ĀINA

Target Audience: HVT – Millennials (Avid Travelers)
Marketing Mix: KOL Fam, Social Video, 

Advertising, PR, Trade 
Year Round Social Media & PR

Digital Marketing

Potential Partners



ALOHA FAMILY PICNIC FESTIVAL

Target Audience: Families
Marketing Mix: Outdoor, PR, TV ADs, 

Social Content, KOL, Mini Trade Fair

This is amazing!

LIVE

Year Round Social Media & PR

Digital Marketing

Potential Partners

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwic7frrttrkAhUT7HMBHTzHAJQQjRx6BAgBEAQ&url=/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&ved=&url=%2Furl%3Fsa%3Di%26rct%3Dj%26q%3D%26esrc%3Ds%26source%3Dimages%26cd%3D%26ved%3D%26url%3Dhttps%253A%252F%252Fwww.facebook.com%252Fpacificislandsinstitute%252F%26psig%3DAOvVaw3iVReToSITnLEtH1UfYA9k%26ust%3D1568898042254407&psig=AOvVaw3iVReToSITnLEtH1UfYA9k&ust=1568898042254407&psig=AOvVaw3iVReToSITnLEtH1UfYA9k&ust=1568898042254407


LEI FOR LOVE

Target Audience: Couples & LGBTQ
Marketing Mix: Floral Theme Itineraries, YouTube, 

Brand Alliance, Social Media, Trade
Year Round Social Media & PR

Digital Marketing

Potential 
Partners



18CUISINE OF ALOHA

Target Audience: HVT - Millennials
Marketing Mix: Social Media, Online TV Channel, 

Celebrity Chefs, Food Trucks, Travel Fair Year Round Social Media & PR

Digital Marketing

Potential Partners

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&ved=2ahUKEwiRtdj9v9rkAhUPWX0KHXm5CrgQjRx6BAgBEAQ&url=https://www.youtube.com/channel/UCJE5F1G6MQYFjGkvZsX9ZJw&psig=AOvVaw3poEdIWA5xsLdESH2SfF2D&ust=1568900505811880
https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&ved=2ahUKEwjZ7M2wwNrkAhXbF3IKHVmBBccQjRx6BAgBEAQ&url=https://beyondhonolulu.com/hawaii-food-and-wine-festival-schedule/&psig=AOvVaw35vHe-ghRf2OICi8DUdauj&ust=1568900599334861
https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&ved=2ahUKEwjk14movdrkAhVuILcAHdGNA8UQjRx6BAgBEAQ&url=https://logos-download.com/1652-ana-all-nippon-airways-logo-download.html&psig=AOvVaw0P8Cm_aCYjEY13nmTeHIOU&ust=1568899784615819


TRADE STRATEGY
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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 trade, MCI Intermediaries, Incentive 

Planners, Corporates

Potential Partners:

Taiwan’s Signature B2B Event



MCI
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LEAD DEVELOPMENT

A

AIT, DAC, 
ANTOR

Associations

Channel 

Corporation

Clients

Channel B

Large MCI 

Intermediaries
Hawaiʻi Tourism

Taiwan
Global MCI

Island 

Chapters

Hawaiʻi Industry 

Partners

3rd Parties
Small MCI 

Intermediaries

• Mega Group

• Large Group

• Mid-sized Group 

• Small-sized Group
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TARGET CORPORATIONS



RESPONSIBLE TOURISM



RESPONSIBLE TOURISM  

Year Round Social Media & PR

MALAMA ‘ĀINA



HAWAI‘I ~ 
SANCTUARY OF ALOHA

Community Hawaiian Culture Marketing Natural Resources
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