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YEAR-OVER-YEAR U.S. GDP GROWTH
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Source: HVCB analysis of Economist Intelligence Unit 09/2019




. DOLLAR FORECASTED TO
GROW AT SLOWER RATE
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B analysis of Economist Intelligence Unit data as of 1/2019
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U.S. ARRIVALS & SPEND
AS OF Q3 2019P

Expenditures PPPD Visitor arrivals

Source: HVCB analysis of HTA Q3 2019P data




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

Scheduled nonstop air seats U.S. Mainland to Hawai'

9,735,988

7,453,841 ‘ ‘ ‘ | |

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019



Alaska Airlines
American Airlines
Delta Air Lines
Hawadaiian Airlines
Southwest Airlines
Sun Country
United Airlines

Total

1,689,975
1,420,718
1,195,571

2,268,013

16,632
2,628,724

9,219,633

1,770,772
1,425,763
1,137,366
2,352,206
284,025
47,139
2,728,919

9,746,190

+81,086
+5,045
-58,205
+84,193
N/A
+30,507
+100,156

+526,557

U.S. AIRLIFT GROWTH CONTINUES
I T -

+4.8%

+0.4%

-4.9%

+3.7%

N/A

+183.4%

+3.8%

+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 ol

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



Americans are regaining sanity (but 768 mn days still unused)

Average Days Used

20.3

18

16

14

¢\

AMERICA'S VACATION TREND

Long Term Average
(1978 to 2000)

If Americans returned to vacation patterns seen between
1976 and 2000 (averaging 20.3 days per year), this would
equate to 447 million additional days of vacation used.

21.2 Days

usage of paid time off

peaked in 1981

22

(2005-2010)
Americans took
an average of 18.1 17.4 days
days annually.




Travel continues to gain American wallet share

Consumer spending on lodging
Real, per capita GDP and spending on lodging

Percentage change since 1980
300%

250%
200%
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100%
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0%

-50%
1980 1985 1990 1995 2000 2005 2010 2015

Note: Meausres leisure travel spending on lodging by US households. Data thorugh the first quarter of 2019.
Source: Bureau of Economic Analysis; Oxford Economics

271%

Spending on lodging has
increased 271% since
1980 (real, per capita
basis)

91%
GDP has increased 91%

since 1980 (real, per
capita basis)
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\
DOMESTIC TRAVEL
SPENDING TO GROW

U.S. Domestic leisure travel forecast

m 2019F m 2020F

3.8%

2.9%

Travel Expenditures Person Trips

1.87% 1.7%

Source: U.S. Travel Association



INTEREST, TIME, PERSONAL FINANCES
AND AFFORDABILITY REMAIN POSITIVE

Compared to one year ago, how would you
rate the following?

m Less/worse About the same m More/beftter
] Q3 2019 4 45% 50%
Interest in travel
Q3 2018 54 50% 45%

Q3 2019
Q3 2018

14%
15%
. Q3 2019 16% 45% 40%
Personal finances
Q3 2018 17% 49% 7
23%
24%

. 46% 40%
Time for travel

50% 35%

H

Affordability of S 50% 26

travel Q3 2018 52% 24%

Source: HVCB analysis of MMGY Global travelhorizons Wave 111 2019 data



U.S. AIR TRAVELER SENTIMENT

TRACKS CLOSELY WITH ARRIVALS

= Sentiment =\/isitor arrivals
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D EXPLORER

Buy a Pair,
Give a Pair

For every pair purchased,
a pair is distributed to someone in need.

November, 2019



Have Selected a Destination Based at

Least Partially on Information Viewed on
Social Media

Yes

Have Selected a Destination Based at

Least Pardially on Information Viewed on
Social Media

Facebook
Instagram
YouTube
Pinterest
Twitter
Snapchat

62%
53
53
36
24
23

AVID EXPLORER
INFLUENCE OF SOCIAL MEDIA

Interested in Visiting

Hawai'i

70%*

Interested in Visiting

Hawai'i

63%*
54*
53
37
24
23

Not Interested in Visiting
Hawai'i

55*

Not Interested in Visiting
Hawai'i

55%
45
51
30
21
19

17
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Media Channel

fiv G

D Digital
L

% Qutdoor
In-Cinema
o0 0

' ¥ ¥

/ Magazine
=

2020 Baseline Media Landscape and Target Analysis | HVCB
Source: Gfk/MRI 2018 Doublebase Study

Usage

Heavy

Moderate

Heavy to
Moderate

Light

Light

AVID EXPLORER MEDIA
CONSUMPTION

Usage Highlights

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)

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

The Avid Explorer Never Been targets love adventure and are eager to
watch films in theaters that reflect that sentiment (147)

They are not heavy magazine readers (85) and only use them when
convenient or faced with few other options

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)

N
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HTA PILLARS

Hawaiian Natural

Community @ = jture Resources

Marketing

November, 2019
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Island Brands
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Cinema

SPOTLIGHT

CINEMA NETWORKS
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NATIVE CONTENT
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=
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GREAT BIG STORY

(S ©
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SOCIAL MEDIA
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Jitsios susscriBe Q

GEAR ADVENTURE HEALTH TRAVEL CULTURE FEATURES VIDEO PODCAST

Snorkel with Anelakai Adventures

PUBLIC RELATIONS

— Best Hawaiian Islands for Different Kinds of Travelers

Menu AFAR Q

Continue to deliver cost-effective contemporary ~ ©29°°
storytelling in an editorial context O\

, Kailua-Kona, Hawaii

{ Manta rays—those 3,000-pound giants—are revered in Native Hawaiian culture and even

celebrated in the Kumulipo, a creation chant. Off the coast of Kailua-Kona, on the western
edge of the Island of Hawaii (or Big Island), tourists don snorkels and watch the resident
I rays mghmme feedmg routines under LED lights. With Anelakai Adventures, led by

Coordinate s
With Statewide, Island Chapters, GMTs, and 2 e iy

vogueworld SUBSCRIBE @
. o

Will it be lava lows or luxury resorls? Waikiki Beach, Pear] Harbor, or humph
whales? Settle that diffienlt "which island to visit”™ question onee and for all

Focus
Key storylines along Cuisine, Culture, Authentic Soft

- ) Deep in Hawaiian Cowboy Country, Female
Adve I’TI-U re Pau Riders Keep Family Traditions Alive

Connect
Develop deeper long-term relationships with the
evolving landscape of content developers
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Maintain leisure arrivals to
Hawai'i, drive high value
visitation & extend the
Hawaiian Islands Brand

TRAVEL TRA

Awareness & Education &
Communication ligeligligle

Parther
Marketing

DE




Five Ways to Experience the Real
Hawaii Island

« 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

Learn More >

A

HAWAT

Destination Specialist
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Educating Visitors Through
On-Island Kuleana Messaging
In Alignment with HTA’s pillars

Marketing
Hawaiian Culture
Natural Resources
Community



Ond \:Iisit Oahu

»
World champion surfer. Duane Desoto is Y ARTSPEER R ABALARIN G FOUR
passionate sbout ocean safety education. He Aloha o~ Kanai
shares some easy tips to keep in See More

A
Educating Visitors Through
On-Island Kuleana Messaging

* Atotal 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 = ‘ |
* Mauivideos launched in 2018 and have already generated O0® 13 7 Comments 49 Shares Atk e
1. . R [f] Like () Comment &> Share BR i G e
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 (Hoku TV, Real
Hawai‘i TV, WHERE TV, Outrigger TV, Spectrum In-room) and Yﬂu TUhe

Robert’s Hawai‘i Airport Express Shuttle

*Impressions as of 10/29/19



THE HAWAIIAN ISLANDS



Brand Story
History
Challenges

Ouvur Brand

Brand purpose
Unique positioning
Things to avoid
Messaging

Our Island Brands

« Kaua'i

« O'ahu

« Moloka'i
 Lanai

« Maui

* |sland of Hawai'i

36

BRAND GUIDELINES

Ouvur Brand Assets

« Qur brand voice
« Core elements
 Logo usage

« Color palette
 Typography

« Photography

Brand Application
« Digital

« TV

* Print

November, 2019



9:15 w T 9:117
< gohawaii ®
Cliff Kapono Isaac Banca. Kyle Reutner Kaui Kanak. Lync

Witness some of the
newest land on Earth.

~

See More

9:20 “

< GOHAWAIIUK
Posts

)

‘HI gohawaiiuk
Hawai'i (big istand)
% 2 3

o7 @

Qv
4 Liked by gohawaii.hk and 22 others

gohawaiiuk Channel your inner thrill
seeker and get the heart racing on an
abseil down the beautiful...

J-H gohawaiiuk

SOCIAL ME

o1

< GOHAWAIIUK
Posts

4

gohawaiiuk

Qv

@ Liked by letkainoahappen and 39
others

gohawaiiuk A result of the 2018 volcanic
activity of Kilauea and the newest black
sand beach in Hawaii, Pohoiki...

W

Hl gohawaiiuk

)
1

DIA COOR

9:22 wll T .-

< GOHAWAIINZ
Posts

J-H gohawaiinz

Qv W
168 views - Liked by talwarjay and
skimso

gohawaiinz E hele me ka puolo - leave
every place, person, or condition better
than you found it. See how the next...

AR QA B O A

9:23

< GOHAWAIITW
Posts

_Hl gohawaiitw
=

Qv
34 likes
gohawaiitw .

BEE! |
CENKRMITRBRERES ..

See Translation

A QA & O
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DINATION

= - 9:24 w! T -

< GOHAWAIIDE
Posts

HI gohawaiide
= Hawaii

Qv N
4 Liked by gohawaiiuk and 90 others

gohawaiide Wir driicken allen 110 Athleten
und Athletinnen aus Deutschland ==,
m Osterreich = und der Schweiz ...

tamikaaze Letztes Jahr waren wir life
dabei & L,
gohawaiide @tamikaaze Wow, ein
unvergessliches Erlebnis und eine
ganz besondere Stimmung!

GroBartig! <2
See Translation
o Q Q o A

November, 2019
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GOHAWAIL.COM

NNING

e
ISLANDS EXPERIENCES CULTURE AWA' | A}\j ‘ PL,

ISLANDS

SCROLL
TO
CONTINUE

November, 2019
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