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MARKET CONDITIONS



YEAR-OVER-YEAR U.S. GDP GROWTH
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U.S. DOLLAR FORECASTED TO 
GROW AT SLOWER RATE
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U.S. ARRIVALS & SPEND 
AS OF Q3 2019P

3.46 million (+10.5%)$173.79 (-1.32%)

1.75 million (+4.0%)$212.08 (1.19%)

5.21 million (+8.2%)$187.68 (-0.52%)

PPPD Visitor arrivals

U.S. West

U.S. East

Total U.S.

$3.59 billion (+2.5%)

$842 billion (+4.1%)

$5.17 billion (+5.3%)

Expenditures

Source: HVCB analysis of HTA Q3 2019P data



NONSTOP AIR SEATS TO HAWAI‘I 
HIT RECORD HIGHS IN 2019

Source: HVCB analysis of Diio Mi data



U.S. AIRLIFT GROWTH CONTINUES

2018 2019F
Volume 
Change

Percent 
Change

Alaska Airlines 1,689,975 1,770,772 +81,086 +4.8%

American Airlines 1,420,718 1,425,763 +5,045 +0.4%

Delta Air Lines 1,195,571 1,137,366 -58,205 -4.9%

Hawaiian Airlines 2,268,013 2,352,206 +84,193 +3.7%

Southwest Airlines 284,025 N/A N/A

Sun Country 16,632 47,139 +30,507 +183.4%

United Airlines 2,628,724 2,728,919 +100,156 +3.8%

Total 9,219,633 9,746,190 +526,557 +5.7%



OUTBOUND U.S. OVERSEAS TRAVELER 
MARKET SHARE 2018 VS 2017

Total U.S. Outbound Travelers Market Share of Outbound U.S. Travelers

2018 2017 Percent Change 2018 2017
Point 

Change

Hawai‘i 6,368,851 5,841,530 +9.0% 10.1% 9.9% +0.2 pt

Mexico (by air) 10,075,187 9,810,713 +2.7% 16.0% 16.7% -0.6 pt

Caribbean 8,702,217 8,320,516 +4.6% 13.9% 14.2% -0.3 pt

Europe 17,742,258 15,792,769 +12.3% 28.2% 26.9% +1.4 pt

Asia 6,252,903 5,770,890 +8.4% 10.0% 9.8% +0.1 pt

Canada (by air) 4,591,876 4,815,830 -4.7% 7.3% 8.2% -0.9 pt

Grand Total 62,809,722 58,795,531 +6.8% 100.0% 100.0% 0.0 pt
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TRAVEL TRENDS



DOMESTIC TRAVEL 
SPENDING TO GROW
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U.S. Domestic leisure travel forecast
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Source: U.S. Travel Association
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INTEREST, TIME, PERSONAL FINANCES 
AND AFFORDABILITY REMAIN POSITIVE

Source: HVCB analysis of MMGY Global travelhorizons Wave III 2019 data



U.S. AIR TRAVELER SENTIMENT 
TRACKS CLOSELY WITH ARRIVALS

Source: HVCB analysis of MMGY Global travelhorizons Wave III 2019 data and HTA 2007-2019P data 14



TARGET AUDIENCE



AVID EXPLORER

November, 2019
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AVID EXPLORER 
INFLUENCE OF SOCIAL MEDIA

November, 2019
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AVID EXPLORER MEDIA 
CONSUMPTION
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Media Channel Usage Usage Highlights 

Digital Heavy

• Spends on avg. 29 hours per week online 

• Digital guides their lives completely and they would feel disconnected 

without it (125). They use it for entertainment, communication and rely on 

it to keep them up to date with latest styles and trends (151)

• Very active on social media and checks it throughout their day (127)

Outdoor Moderate 
• The Avid Explorer Never Been’s notice transit ad placements, such as ads 

in airports (223) and ads inside taxis (227) when they are out on the go

In-Cinema
Heavy to 
Moderate 

• The Avid Explorer Never Been targets love adventure and are eager to 

watch films in theaters that reflect that sentiment (147)

Magazine Light
• They are not heavy magazine readers (85) and only use them when 

convenient or faced with few other options

TV  Light
• The Avid Explorer Never Been does not usually tune-in to Linear TV live (66), 

but instead chooses to watch the content on their own time and on their 

own devices/streaming services (192)

2020 Baseline Media Landscape and Target Analysis |  HVCB

Source: Gfk/MRI 2018 Doublebase Study 



CONSUMER STRATEGY



HTA PILLARS 

Community
Hawaiian 
Culture

Natural 
Resources

Marketing

November, 2019
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A look ahead to 2020.



2020 NATIONAL BASELINE CAMPAIGN



E V E R G R E E N  S T O R Y T E L L I N G

Building Island Brands



Advanced TV



Cinema



NATIVE CONTENT



SOCIAL MEDIA



Objectives

Continue to deliver cost-effective contemporary 

storytelling in an editorial context

Coordinate

With Statewide, Island Chapters, GMTs, and 

industry partners

Focus

Key storylines along Cuisine, Culture, Authentic Soft 

Adventure

Connect

Develop deeper long-term relationships with the 

evolving landscape of content developers

PUBLIC RELATIONS



TRADE STRATEGY



Trade Objectives

Maintain leisure arrivals to 

Hawai`i, drive high value 

visitation & extend the 

Hawaiian Islands Brand

Awareness & 
Communication

Education & 
Training

Partner 
Marketing

TRAVEL TRADE



Trade Strategy

• Trade communications

• Travel agent portal

• Training programs – live / on-line / 

webinars

• Sales blitzes

• Industry conferences / 

tradeshows

• Trade media – communicate 

branding and drive certifications

• Tactical cooperative marketing

TRAVEL TRADE



RESPONSIBLE TOURISM



Educating Visitors Through 

On-Island Kuleana Messaging 

In Alignment with HTA’s pillars

• Marketing

• Hawaiian Culture

• Natural Resources

• Community



Educating Visitors Through 
On-Island Kuleana Messaging

• A total of 20 videos were created for Maui, O‘ahu, island of 
Hawai‘i, Kaua‘i and statewide versions 

• Select videos were translated and subtitled in Japanese, 
Korean and Chinese 

• Maui videos launched in 2018 and have already generated 
over a million impressions 

• Paid social for all islands started in June 2019 and will run 
through December; YTD have garnered almost 11mm* 
impressions 

• For Q4, videos will run on in-room channel (Hōkū TV, Real 
Hawai‘i TV, WHERE TV, Outrigger TV, Spectrum In-room) and 
Robert’s Hawai‘i Airport Express Shuttle

*Impressions as of 10/29/19



THE HAWAIIAN ISLANDS



BRAND GUIDELINES

November, 2019
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Brand Story

• History

• Challenges

Our Brand

• Brand purpose

• Unique positioning

• Things to avoid

• Messaging

Our Brand Assets

• Our brand voice

• Core elements

• Logo usage

• Color palette

• Typography

• Photography

Brand Application

• Digital

• TV

• Print

Our Island Brands

• Kaua‘i

• O‘ahu

• Moloka‘i

• Lanai

• Maui

• Island of Hawai‘i



SOCIAL MEDIA COORDINATION

November, 2019
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GOHAWAII.COM

November, 2019
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