AWAT TOURISM

2019 Annual Visitor
Research Report



ABOUT THIS REPORT

The 2019 Annual Visitor Research report provides the final statistics on Hawai1’s visitor industry in
2019 and a comprehensive comparison with 2018 visitor data. Included in this report are
characteristics and expenditures data from visitors who came to Hawai?’ by air or by cruise ships.
Visitor statistics are categorized by Hawai’’s Major Market Areas (MMA), by select countries, purpose
of trip, accommodation type, first-time or repeat visitor status and by island. Statistics about visitor
room inventory, hotel occupancy, room rates and air seat capacity are also included.

2019 statistics presented in this report reflect immigration data from the U.S. Department of
Commerce National Travel and Tourism Office (NTTO), updated air fare statistics from DIIO Mi.
airline database (DIIO) and final reports received from airlines and cruise ships.

This report was produced by the Tourism Research staff of the Hawai‘i Tourism Authority (HTA).
The HTA is headed by Mr. Chris Tatum. This report was prepared by Jennifer Chun, Minh-Chau
Chun, Lawrence Liu, Ariana Kwan and Joseph Patoskie.

STR Inc. provided hotel occupancy and room rate statistics.

Cover photo by Tor Johnson: Pali Coast and Mokapu, North Moloka‘.

To download this report, go to: www.hawaiitoutismauthority.org/research/annual-visitor-research-
reports/ and click on 2019 Annual Research Report [pdf].

For more information on the content of this report, contact the HTA at (808) 973-2255.
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SUMMARY OF 2019 VISITORS TO HAWAI*‘I
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ALL VISITORS (BY AIR AND BY CRUISE SHIPS)

In 2019, total visitor spending and visitor arrivals to Hawai‘ increased compared to 2018, marking the
eighth consecutive year of record growth in both categories. Total spending by visitors to the Hawaiian
Islands gained 1.1 percent to a new high of $17.84 billion. When adjusted for inflation, total visitor
spending declined 1.5 percent compared to 2018 (Figure 1). A total of 10,386,673 visitors came by air
service or by cruise ships to the state, an increase of 5.0 percent from the previous record of 9,888,845
visitors in 2018 (Table 1). Total visitor days were up 2.4 percent. The average spending per day by
these visitors ($196 per person) was lower compared to 2018 (§198).

Figure 1. Total Visitor Spending: Nominal & Real
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Source: 2019 State of Hawai‘i Data Book Table 7.35.

Arrivals by air service increased 4.9 percent to 10,243,165 visitors. Additionally, there were 143,508
visitors who came to the islands by cruise ships', up 12.6 percent from 2018 (Table 1).

Total Spending by Category:

e Lodging, the largest spending category by all visitors to Hawai‘i, increased 2.7 percent to $7.65
billion and comprised 42.8 percent of total visitor spending in 2019 (Table 69).

e Food and beverage, the second largest category, rose 2.6 percent to $3.72 billion or 20.8 percent
of total visitor spending.

e Shopping expenditures of $2.35 billion decreased 2.7 percent from 2018.

e Spending on transportation (-2.8% to $1.73 billion) also decreased, while entertainment and
recreation expenses (-0.1% to $1.62 billion) were similar to the previous year.

! Limited characteristics and expenditures for visitors who entered Hawai‘i on board a cruise ship are reported separately
in the Cruise Visitors section and are not included as part of the statistics reported for visitor arrivals by air.
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e Supplemental business spending dropped 3.5 percent to $128.2 million. These are additional
business expenses spent locally on conventions and corporate meetings by out-of-state visitors
(i.e. costs on space and equipment rentals, transportation, etc.) that were not included in personal
spending.

VISITORS (ARRIVALS BY AIR)

Spending by air visitors to the islands rose 1.1 percent to $17.66 billion in 2019, boosted by growth in
arrivals (+4.9% to 10,243,165 visitors). The average daily spending of $197 per person (-1.1%)
decreased compared to 2018 (Tables 1 & 70).

The average daily census showed that July was the busiest month for air visitors in 2019 (286,419
visitors per day) (Table 7). The average party size was 2.24 visitors (Table 2).

Figure 2. 2019 Air Visitor Personal Daily Spending by Category and Selected MMA
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e On a daily basis, air visitors in 2019 spent $85 per person on lodging, similar to 2018. Visitors
spent less on shopping ($20), transportation ($19) and entertainment and recreation ($18)
compared to 2018 while food and beverage expenses ($41) were about the same (Figure 2, Table
70).

e Lodging was the largest daily expense for most visitor markets except for Chinese visitors who
spent more on shopping (Table 80).
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AIR VISITORS BY MAJOR MARKET AREAS

Figure 3. Four Largest Markets’ Share of Total Visitor Spending
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Figure 4. Visitor Arrivals from Four Largest Markets (by Air)
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U.S. WEST

In 2019, air capacity from the U.S. West grew 5.5 percent from the previous year to 8,564,295 seats
and accounted for 62.9 percent of total air seats to the Hawaiian Islands (Table 94).

The U.S. West continued to be Hawai‘l’s largest market in terms of visitor spending, visitor days and
visitor arrivals. In 2019, visitor spending increased 5.5 percent to $6.95 billion. U.S. West air visitors’
share of total visitor spending (39.2%) was up from 2018 (37.6%) (Figure 3, Table 1).

e Daily spending dropped slightly (-0.5%) to $175 per person (Figure 2, Table 71).

e U.S. West visitors spent slightly more on lodging ($83) compared to 2018. Spending on food and
beverage ($37), transportation ($19) and entertainment and recreation ($15) decreased while
shopping expenses were similar to the previous year.

e Arrivals increased 9.3 percent to 4,595,319 visitors and visitor days rose 6.1 percent(Figure 4, Table
13).

e The U.S. West continued to have the largest highest of repeat visitors (80.6%) among all the
MMAs.

e True independent travelers comprised 83.5 percent of U.S. West visitors in 2019.

e Ofhu hosted 43.6 percent of U.S. West visitors in 2019, 35.2 percent went to Maui, 17.1 percent
went to the island of Hawai‘i and 15.9 percent went to Kaua‘l. Arrivals to these four islands
increased compared to 2018.

e Half (50.2%) of U.S. West visitors stayed in hotels, 19.0 percent stayed in condominiums, 12.4
percent stayed in rental homes, 11.5 percent stayed with friends/relatives and 10.5 percent stayed
in timeshares. More U.S. West visitors stayed in bed and breakfasts (+13.6%), rental homes
(+11.3%) and hotels (+10.6%) compated to 2018. Stays with friends/relatives (+6.3%), in
condominiums (+5.4%) and in timeshares (+1.8%) also increased from the previous year.

e Tight out of ten U.S. West visitors in 2019 came to vacation (82.1%), 10.3 percent came to visit
friends/relatives, 3.4 percent came for meetings, conventions and incentives (MCI) and 2.4
percent came to honeymoon.

e Arrivals from California, the largest single state contributor, grew 11.9 percent to 2,637,893 visitors.
There were also more visitors from Washington (+5.8% to 628,836 visitors), Oregon (+6.1% to
281,280 visitors), Arizona (+12.8% to 220,549 visitors), Colorado (+8.3% to 205,036 visitors),
Utah (+6.5% to 173,552) and Nevada (+16.8% to 128,742) compared to 2018 (Table 17).

e In terms of average daily census, June was the busiest month for U.S. West visitors in 2019,
followed by July and December.

U.S. EAST

Air capacity from U.S. East rose 7.6 percent to 1,182,495 seats in 2019 and comprised 8.7 percent of
total air seats to Hawai‘l (Table 94).

Spending by U.S. East visitors increased 3.4 percent from 2018 to $4.68 billion. U.S. East’s share of
total visitor expenditures (26.4%) was up from the previous year (25.9%). Daily spending by these
visitors rose to $213 per person (+1.2%) (Figure 3, Table 1).

e Lodging expenses increased to $§95 per person in 2019 (Figure 2, Table 72).
e These visitors also spent more on food and beverage ($43) compared to 2018.

e They spent less on transportation expenses ($22) while entertainment and recreation ($22) and
shopping ($19) expenses were similar to the previous year.
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e Arrivals and visitor days increased 4.7 percent and 2.2 percent, respectively. Of the 2,276,520 U.S.
East visitors in 2019, 58.5 percent were repeat visitors to the islands (Figure 3, Table 15).

e Over half of U.S. East visitors went to O‘ahu (58.0%), 36.6 percent visited Maui, 20.4 percent
visited the island of Hawai‘i and 17.8 percent visited Kaua‘i. Arrivals increased on O‘ahu (+5.8%),
Maui (+4.2%) and on the island of Hawai‘i (+2.2%) but declined on Kaua‘t (-2.3%) compared to
2018.

e Three out of four U.S. East visitors came to vacation (76.6%), 11.0 percent came to visit
friends/relatives, 6.1 percent came for MCI purposes and 4.0 percent came to honeymoon.

e Fight out of ten U.S. East visitors were true independent travelers (80.7%).

e Over half of U.S. East visitors stayed in hotels (58.8%), while some stayed in condominiums
(13.8%), with friends/relatives (12.0%), in rental homes (11.6%) and in timeshates (8.6%). Usage
of rental homes by U.S. East visitors rose 10.4 percent from 2018. More visitors also stayed in bed
and breakfasts (+5.1%), hotels (+4.2%) and with friends/relatives (+4.8%).

e There were more visitors from Texas (+8.6% to 336,563 visitors), Illinois (+6.5% to 157,541),
New York (+5.2% to 154,937), and Florida (+5.4% to 138,005 visitors) compared to 2018 (Table
17).

e In 2019, June was the busiest month for U.S. East visitors based on average daily census, followed
by July and December.

JAPAN

Air capacity from Japan decreased 2.1 percent to 1,999,204 seats. This represented 14.7 percent of
total air seats to Hawai‘i in 2019 (Table 95). Japan continued to rank third in visitor spending, visitor
days and arrivals behind U.S. West and U.S. East.

Visitor spending increased 4.8 percent to $2.25 billion in 2019, boosted by growth in visitor arrivals
(+5.8% to 1,576,205) and visitor days (+4.7%). Daily spending of $242 per person (+0.2%) was similar
to 2018. Japanese visitors’ share of total spending was 12.7 percent in 2019, up from 12.2 percent in
the previous year (Figure 3) (Table 1).

e Lodging ($84) and shopping ($65) expenses decreased compared to 2018.

e Japanese visitors continued to spend three times more per day on shopping ($65) than U.S. West,
U.S. East, Canadian or European visitors.

e Japanese visitors in 2019 spent more on food and beverage ($51) and entertainment and recreation
($19) while transportation expenses were about the same as the previous year.

e Of the total Japanese visitors in 2019, 68.3 percent had been to Hawai‘l before, up from 66.9
percent in the previous year (Table 20).

e Most Japanese visitors went to O‘%hu (94.7%), 10.8 percent visited the island of Hawai‘i, 3.0
percent visited Maui and 1.6 percent visited Kaua‘i. Arrivals increased on O‘ahu (+6.7%) and
Kaua‘i (+2.1%) but declined on Maui (-3.6%) and on the island of Hawai‘l (-3.3%) compared to
2018.

e A majority of Japanese visitors came on packaged trips (58.5%). True independent travelers
(37.7%) comprised a lower percentage compared to the previous year (39.7%).

e Hotels continued to be the primary choice for lodging, used by 82.3 percent of Japanese visitors
in 2019. Some visitors stayed in condominiums (+12.7%), timeshares (6.5%) or with
friends/relatives (1.2%). More visitors stayed in timeshares (+14.3%), hotels (+5.5%),
condominiums (+3.6%) and with friends/relatives (+8.1%) compared to 2018.

e Three out of four Japanese visitors in 2019 came to vacation (74.2%), 12.3 percent came to
honeymoon and 5.4 percent came for MCI purposes.
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e Based on average daily census, the busiest month for Japanese visitors in 2019 was August,
followed by September and December.

CANADA

Air capacity from Canada dropped slightly (-0.9%) to 484,613 seats compared to 2018.. There were
fewer seats to Honolulu (-5.4%) and Kona (-4.8%) which offset growth in seats to Lihu‘e (+9.8%)
and Kahului (+2.4%). Seats out of Canada comprised 3.6 percent of total air seats to Hawai‘t in 2019
(Table 95).

Spending by Canadian visitors, Hawai1’s fourth largest visitor market, decreased 2.4 percent to $1.08
billion in 2019. Canadian visitors’ share of total spending was 6.1 percent, down from 6.3 percent in
2018. Arrivals declined 1.6 percent to 540,103 visitors and visitor days dropped 2.8 percent. Daily
visitors spending of $165 per person (+0.4%) was slightly higher than the previous year (Figure 3,
Table 1).

e Canadian visitors spent slightly less per day on lodging ($80), but slightly more on food and
beverage ($35) compared to 2018. Transportation ($18), shopping ($14) and entertainment and
recreation (§12) expenses were about the same (Figure 2, Table 74).

e Three out of four Canadian visitors (75.0%) flew direct from international ports while the
remainder arrived on flights from the U.S. mainland (Table 22).

e Repeat visitors accounted for 64.6 percent of Canadian visitors in 2019.

e Direct air service contributed to more Canadians visiting Maui (51.3% of Canadian visitors) than
O‘ahu (42.1% of Canadian visitors).

e The majority Canadian visitors were true independent travelers (81.0%).

e Close to half (44.0%) of Canadians visitors stayed in hotels, 32.8 percent stayed in condominiums,
15.1 percent stayed in rental homes, 8.7 percent stayed in timeshares and 4.9 percent stayed with
friends/relatives.

e Most Canadian visitors in 2019 came to vacation (91.8%), 3.3 percent came to visit
friends/relatives, 3.2 percent came for MCI purposes, and 2.8 came to honeymoon.

e January was the busiest month in 2019, followed by February and March.
EUROPE

Total visitor spending by Europe MMA declined 17.8 percent to $268.1 million in 2019 as a result of
decreases in visitor arrivals (-4.9% to 137,908), visitor days (-6.4%) and lower daily spending (-12.2%
to $151 per person) compared to the previous year (Table 1).

e These visitors spent less on lodging ($60), food and beverage ($36), transportation ($25),
entertainment and recreation ($16) and shopping ($10) compared to 2018 (Table 75).

e There were more visitors from Italy (+1.7%) and Germany (+1.0%) but fewer visitors from
United Kingdom (-11.4%), France (-6.0%) and Switzerland (-5.6%) than in the previous year
(Table 11 and Table 12).

e The majority of European visitors (77.8%) came on domestic flights (Table 24).
e August, July and September were the busiest months for European visitors in 2019.
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Figure 5. Europe MMA, UK & Germany
Visitor Arrivals: 2010 - 2019
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Visitors from Germany

Germany accounted for the largest share of European visitors (33.6%) in 2019. Arrivals increased
1.0 percent to 46,299 visitors (Figure 5, Tables 11 & 12). These visitors stayed an average of 14.53
days, the longest among all visitor groups.

The majority were first-time visitors (71.1%) (Table 20).

Seven out of ten German visitors went to O‘ahu (72.5%), 51.4 percent went to Maui, 41.2 percent
went to the island of Hawai‘l and 33.8 percent went to Kaua‘i.

Seven out of ten German visitors were true independent travelers (71.7%).

Over half of German visitors stayed in hotels (58.9%0) while others stayed in rental homes (16.4%),
condominiums (11.2%), in bed and breakfast properties (7.8%) or with friends/relatives (8.6%).
Eight out of ten visitors in 2019 came to vacation (81.0%), 8.5 percent came to honeymoon, 7.0
percent came to visit friends/relatives and 4.6 petcent came for MCI purposes.

Visitors from United Kingdom

Arrivals from the United Kingdom (U.K.) declined 11.4 percent to 41,219 visitors in 2019 and
comprised 29.9 percent of the European market (Figure 5, Tables 11 & 12).

Six out of ten U.K. visitors were first-timers (64.9%) to Hawai‘l (Table 25).

The majority of U.K. arrivals visited O‘ahu (70.2%), 35.8 percent visited Maui, 21.8 percent visited
the island of Hawai‘i and 13.8 percent visited Kaua‘i.

A larger percentage of visitors in 2019 were true independent travelers (64.1%) compared to the
previous year (60.2%).

Seven out of ten U.K. visitors stayed in hotels (67.4%). Some stayed in rental homes (11.1%),
condominiums (11.0%), with friends/relatives (8.7%) or in timeshares (3.7%).

Eight out of ten U.K. visitors in 2019 came to vacation (79.8%), 8.2 percent came to visit
friends/relatives, 6.7 percent came to honeymoon and 4.2 percent came for MCI purposes.
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OCEANIA

Air capacity from Oceania decreased 7.2 percent to 494,582 seats. There were fewer seats from
Auckland, New Zealand (-17.7%) compared to 2018. From the Australia market, there were fewer
seats from Melbourne (-10.8%) and Sydney (-2.0%) while seat capacity from Brisbane (+0.6%) was
similar to the previous year. Oceania seats comprised 3.6 percent of total air to Hawai‘ in 2019 (Table
95).

Visitors from Oceania spent a total of $895.1 million in 2019 down 14.4 percent from the previous
year. Visitor arrivals (-12.6% to 363,551) and visitor days (-14.8%) decreased but daily spending
(+0.5% to $262 per person) was slightly higher compared to 2018 (Figure 6, Table 1).

Figure 6. Oceania MMA
Visitor Arrivals: 2010 - 2019
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e Visitors from Australia accounted for 79.2 percent of all visitors from Oceania, while 20.8 percent
were from New Zealand (Table 11).

e September was the busiest month for visitors from Oceania in 2019, followed by July and June.
Visitors from Australia

e Arrivals from Australia decreased 11.4 percent to 287,995 visitors in 2019 (Figure 6, Table 28).
These visitors stayed an average 9.48 days.

e Their daily spending rose to $268 per person from $267 per person in 2018 (Table 83).

e These visitors spent more on lodging ($100) and food and beverage ($58), spent less on shopping
($53) and transportation ($16), while their entertainment and recreation ($27) expenses were
similar to the previous year.

e Most Australian visitors went to O‘ahu (98.0%) while 17.6 percent went to Maui, 13.4 went to the
island of Hawai‘i and 9.7 percent went to Kaua‘i (Table 28).

e Over half of Australian visitors in 2019 have been to Hawai‘l before (53.1%).
e A higher percentage of visitors (57.9%) were true independent travelers compared to 2018 (56.1%).
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Most Australian visitors in 2019 stayed in hotels (88.0%). Some stayed in condominiums (8.0%),
rental homes (4.7%) and timeshares (2.2%).

Australian visitors primarily came to vacation (90.7%), 3.4 percent came for a honeymoon, 2.0
percent came to visit friends and relatives and 1.3 percent came for MCI purposes.

Visitors from New Zealand

Arrivals from New Zealand declined 16.7 percent to 75,556 visitors in 2019 (Figure 6, Table 29).
The average length of stay was 9.14 days.

Daily spending by these visitors rose to $242 from $229 in 2018 (Table 84).

These visitors spent more on lodging ($88), shopping ($55) and food and beverages ($50) but
spent less on entertainment and recreation ($21) and transportation ($16) expenses compared to
2018.

Opver half of the visitors in 2019 were repeat visitors (52.6%) (Table 29).

Nearly all New Zealand visitors went to O‘ahu (98.1%), 13.3 percent went to Maui, 11.6 went to
the island of Hawai‘i and 5.8 percent went to Kaua‘i.

The majority of visitors were independent travelers (63.4%).

OTHER ASIA

Air capacity from Other Asia decreased 10.9 percent to 482,717 seats in 2019. There were fewer seats
from Seoul Korea (-7.0%) compared to 2018. From the China market, there were more seats from
Shanghai (+6.4%) but significantly fewer seats from Beijing (-65.7%). Seats from Taipei, Taiwan rose
25.0 percent from the previous year. Other Asia seats accounted for 3.5 percent of total air seats in
2019 (Table 95).

Visitors from Korea

There were 229,056 visitors (+0.3%) from Korea in 2019, similar to the previous year (Figure 7,
Table 31).

These visitors spent $285 per person daily, down from $292 in 2018 (Table 81).

They spent less on lodging ($91), shopping ($74) and transportation ($24), while food and
beverage ($64) and entertainment and recreation ($27) expenses were about the same.

Among Korean visitors in 2019, 73.7 percent were first-time visitors (Table 31).

Nearly all Korean visitors went to O‘ahu (98.4%), 12.8 percent went to Maui, 11.0 percent went
to the island of Hawai‘i and 3.1 percent went to Kaua‘t.

A higher percentage of Korean visitors in 2019 were true independent travelers (58.7%) compared
to 2018 (54.3%).

Most Korean visitors stayed in hotels (85.3%) while some stayed in rental homes (9.3%) and in
condominiums (8.3%).

Seven out of ten Korean visitors in 2019 came to vacation (68.4%), 26.4 percent came to
honeymoon, 2.4 percent came for MCI purposes, 1.7 percent came to get married and 1.5 percent
came to visit friends/relatives.
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Figure 7. Other Asia MMA
Visitor Arrivals: 2010 — 2019
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Visitors from China

Arrivals from China dropped 25.3 percent to 92,082 visitors in 2019 (Figure 7, Table 32).

Daily spending by Chinese visitors decreased to $329 per person from $349 per person 2018 but
continued to be the highest among all visitor groups (Table 80).

Chinese visitors spent less on shopping ($99) per day compared to 2018 ($115).

This group also spent less on lodging ($96) and transportation ($37) while their food and beverage
($54) and entertainment and recreation ($36) expenses were similar to the previous year.

Eight out of ten Chinese visitors in 2019 were first-time visitors (77.7%) to Hawai‘i (Table 32).
Most Chinese visitors went to O‘ahu (96.2%), 37.4 percent went to the island of Hawai‘, 21.1
percent went to Maui and 4.1 percent went to Kaua‘l.

There was a higher percentage of true independent travelers (49.8%) in 2019 than in the previous
year (44.5%).

Most Chinese visitors stayed in hotels (82.5%). Some stayed in condominiums (16.7%), in rental
homes (4.9%) or with friends/relatives (2.7%).

Eight out of ten Chinese visitors in 2019 came to vacation (82.3%), 7.9 percent came for MCI
putposes, 4.8 percent came to honeymoon and 2.7 percent came to visit friends/relatives.

Visitors from Taiwan

Arrivals from Taiwan increased 38.3 percent to 24,242 visitors in 2019 (Figure 7, Table 33).
Contributing to the growth in arrivals were more than 4,000 visitors who came in May 2019 as
part of an insurance group’s incentive trip.

These visitors spent more on a daily basis ($251 per person) compared to 2018 ($241) (Table 82).
Their shopping ($64), food and beverage ($53), transportation ($29) and entertainment and
recreation ($27) expenses were higher, but their lodging expenses ($71) decreased from the
previous year.

Seven out of ten (70.0%) Taiwanese visitors in 2019 were first-timers to Hawai‘i.
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e Opver half of the Taiwanese visitors in 2019 were true independent travelers (59.4%).

e Most of the Taiwanese visitors went to O‘ahu (97.8%), 24.8 percent went to the island of Hawai,
16.2 percent went to Maui and 3.8 percent went to Kaua‘i.

e The majority of Taiwanese visitors stayed in hotels (71.7%) while others stayed in condominiums
(16.7%), in rental homes (7.2%) or with friends/relatives (10.0%).

e Seven out of ten Taiwanese visitors came to vacation in 2019 (65.3%), 12.2 percent came to
honeymoon, 11.0 percent came for MCI purposes and 7.0 percent came to visit friends/relatives.

LATIN AMERICA

Total spending by visitors from Latin America MMA dropped 9.1 percent to $64.7 million in 2019.
Arrivals (-8.8% to 25,344 visitors) and visitor days (-6.4%) decreased and daily visitor spending (-2.9%
to $234 per person) was lower compared to the previous year. (Figure 8, Table 1).

Figure 8. Latin America MMA
Visitor Arrivals: 2010 - 2019
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e These visitors spent more on food and beverage ($47), but spent less on lodging (§95),
transportation ($29), shopping ($24) and entertainment and recreation ($22) compared to 2018
(Table 78).

e Visitors from Brazil comprised 40.7 percent of Latin America MMA in 2019, followed by visitors
from Mexico (40.6%) and Argentina (18.7%) (Table 11).

e Tirst-timers accounted for 69.7 percent of Latin American visitors in 2019 (Table 34).
e The majority of Latin American visitors were true independent travelers (68.1%).

e Three out of four visitors from this market went to O‘ahu (75.1%), 35.6 percent went to Maui,
22.1 percent went to the island of Hawai‘i and 13.3 percent went to Kaua‘i.

e The majority stayed in hotels (66.0%), 13.5 percent stayed in rental homes, 9.6 percent stayed with
friends/relatives, and 7.3 percent stayed in condominiums.
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AIR VISITORS BY SEGMENT

TRAVEL METHODS

A higher percentage of total air visitors in 2019 were true independent travelers (73.3%) compared
to the previous year (72.7%) (Tables 2 & 3).

True independent travelers comprised the majority of the visitors from U.S. West (83.5%), Canada
(81.0%), U.S. East (80.7%), Europe (70.2%), Latin America (68.1%), New Zealand (63.4%),
Taiwan (59.4%), Korea (58.7%) and Australia (57.9%).

A smaller percentage of Chinese (49.8%) and Japanese (37.7%) visitors in 2019 made their own
travel arrangements. Most of these visitors purchased group tours or packaged trips.

Japanese visitors who came on group tours in 2019 spent $252 per person. Daily spending by
group tour visitors from U.S. East, Canada and U.S. West was $251, $216 and $192, respectively
(Table 87).

In comparison, Japanese ($240), U.S. East ($204), U.S. West ($173) and Canadian ($161) visitors
who made their own travel arrangements spent less.

PURPOSE OF TRIP

Honeymoon

In 2019, 516,192 visitors came to honeymoon in the islands, down 2.5 percent from the previous year.
Honeymooners accounted for 5.0 percent of total air visitors to Hawai‘l (Tables 2 & 37).

The largest percentage of honeymoon visitors continued to be from Japan (37.5%) followed by
U.S. West (21.6%), U.S. East (17.8%) and Korea (11.7%).

Honeymoon visitors stayed an average 7.69 days in 2019.

Seven out of ten (69.9%) honeymooners were first-time visitors to the state.

Over half purchased packaged trips (52.7%), 4.1 percent purchased group tours, while 46.7 percent
made their own travel arrangements.

The majority visited O‘ahu (75.3%), 26.8 percent visited Maui, 12.8 percent visited the island of
Hawai‘i and 12.7 percent visited Kaua‘i.

Most honeymooners stayed in hotels (84.7%). Some visitors stayed in condominiums (8.2%),
rental homes (5.6%) and timeshares (3.4%).

Daily spending by Japanese honeymoon visitors was $325 in 2019 ($329 in 2018). U.S. East
honeymoon visitors spent $268 ($281 in 2018), Canadian honeymoon visitors spent $217 ($235 in
2018) while U.S. West honeymooner spent $234 ($231 in 2018) (Table 87).

Get Married

There were 99,097 visitors who came to get married in 2019, a decrease of 3.3 percent from the prior
year. This segment comprised 1.0 percent of total air visitors to the state (Tables 2 & 38).

U.S. West visitors accounted for the largest share of this segment (35.2%) followed by Japan
(32.2%) and U.S. East (18.7%).

In 2019, there were more repeat visitors (53.7%) than first-time visitors (46.3%) who came to get
married in the islands.

Over half (60.5%) of those who came to get married made their own travel arrangements, 38.2
percent purchased packaged trips and 4.9 percent purchased group tours.
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The average travel party size was 2.32 people, similar to 2018.

Seven out of ten (68.2%) visitors from this segment went to O‘ahu, 26.6 percent visited Maui, 14.7
percent visited the island of Hawai‘t and 12.1 percent visited Kaua‘.

The average length of stay was 8.41 days.

The majority (71.0%) stayed in hotels, 13.1 percent stayed in condominiums, 12.0 percent stayed
in rental homes, 5.0 percent stayed with friends/relatives, and 3.8 percent stayed in timeshares.

Meetings, Conventions and Incentives (MCI)

A total of 459,171 visitors came for meetings, conventions and incentives in 2019, down 2.6 percent
from the previous year (Table 39). MCI visitors comprised 4.5 percent of total air visitors in 2019.
The average length of stay was 7.24 days (Tables 2 & 39).

Visitors from U.S. West (33.7%), U.S. East (30.3%) and Japan (18.6%) comprised the three largest
share of MCI visitors.

Two out of three (66.5%) MCI visitors had been to the islands before.

Six out of ten (59.8%) MCI visitors made their own travel arrangements, 31.5 percent purchased
packaged trips and 26.2 percent purchased group tours.

The majority MCI visitors went to O‘ahu (61.1%), 28.5 percent visited Maui, 17.1 percent visited
the island of Hawai‘i and 9.0 percent visited Kaua‘.

Most MCI visitors stayed in hotels (87.6%) while 6.4 percent stayed in condominiums.

In 2019, MCI visitors from U.S. East (§251), Japan ($243), U.S. West ($214), and Canada ($183)
spent more compared to Pleasure visitors, i.e., from Japan ($226), U.S. East ($208), U.S. West
($175), and Canada ($162).

Visiting Friends or Relatives

There were 835,908 visitors who came to see friends/relatives, up 5.3 percent compared to 2018
(Table 40). These visitors accounted for 8.2 percent of all visitors to Hawai‘l. The average length of
stay was 10.75 days. (Tables 2 & 40).

U.S. West had the largest share of this segment (56.5%) followed by U.S. East (30.0%), Japan
(2.7%) and Canada (2.1%).

Eight out of ten visitors (80.3%) from this segment were repeat visitors to Hawai‘i.

Most of the visitors made their own travel arrangements (92.2%).

The majority visited O‘ahu (69.1%), 19.4 percent visited Maui, 18.0 percent visited the island of
Hawai‘i and 10.1 percent visited Kaua‘i.

The average party size was 1.81 persons.

Six out of ten (62.0%) visitors stayed with friends/relatives, 25.8 percent stayed in hotels, 9.5

percent stayed in condominiums, 9.3 percent stayed in rental homes, and 3.7 percent stayed in
timeshares.
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FAMILY VISITORS

There were 2,744,169 visitors who came with children 17 years and under (family visitors), an increase
of 3.1 percent compared to 2018 (Table 41). This group comprised 26.8 percent of air visitors 2019.

e The majority (71.8%) of these visitors have been to Hawai‘i before.

e Many family visitors made their own travel arrangements (73.1%) rather than purchased group
tours (3.7%) or packaged trips (25.7%).

e Six out of ten (61.4%) family visitors went to O‘ahu, 28.4 percent went to Maui, 15.6 percent went
to the island of Hawai‘i and 11.5 percent went to Kaua‘.

e The average party size was 3.94 persons.

e The majority (61.5%) stayed in hotels, 18.5 percent stayed in condominiums, 11.9 percent stayed
in rental homes, 8.5 percent were in timeshares, and 6.5 percent stayed with friends/relatives.

ACCOMMODATIONS

The majority of air visitors in 2019 stayed in hotels (59.7%). Condominiums (16.6%) were the second
most popular choice for lodging followed by rental homes (10.1%), with friends/relatives (9.1%) and
timeshares (8.3%). Stays in rental homes (+8.8%), with friends/relatives (+6.7%), hotels (+4.3%),
condominiums (+1.7%) and timeshares (+1.3%) increased compared to 2018 (Table 2).

e Typically, U.S. West, U.S. East, Japanese and Canadian air visitors who stayed in hotels spent more
per person per day than those who stayed in condominiums, timeshares, rental homes or with
friends/relatives (Table 87).

e In 2019, Japanese air visitors who stayed in hotels spent $262 per day, compared to U.S. East
visitors at $249, U.S. West visitors at $215 and Canadian visitors at $197 (Table 87).

e U.S. East visitors who stayed in condominiums spent $209 daily. Japanese, U.S. West and
Canadian visitors who stayed in condominiums spent $185, $176 and $158, respectively.

e Visitors from U.S. West who used timeshares spent $171 per day. U.S East timeshare visitors
spent $155, Japanese timeshare visitors spent $134 while Canadian timeshare visitors spent $120.

e U.S. East Visitors who stayed in rental homes spent $202 daily. Japanese rental home visitors spent
$184, U.S West rental home visitors spent $170, while Canadian rental home visitors spent $159.

Hotel-Only

In 2019, there were 5,315,028 visitors who stayed exclusively in hotels, up 5.2 percent from the
previous year. The average length of stay was 7.13 days. Hotel-only visitors comprised 51.9 percent of
total air visitors to Hawai‘l (Table 42).

e The majority (77.2%) came to vacation, 7.5 percent came to honeymoon, 6.9 percent came for
MCI purposes and 2.5 percent visited friends/relatives.

e Repeat visitors comprised 63.2 percent of hotel-only visitors in 2019.

e Opver half of hotel-only visitors made their own travel arrangements (58.7%) while 39.5 percent
purchased packages.

e Ofhu had the most number of hotel-only visitors at 70.6 percent, followed by Maui with 24.1
percent, the island of Hawailt with 12.9 percent and Kaua‘i with 8.6 percent.
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Condo-Only

There were 1,335,852 visitors who only stayed in condominiums, an increase of 3.8 percent from 2018.
These visitors stayed an average of 10.39 days in 2019, much higher than those who stayed only in
hotels (Table 43).

e The majority of these visitors had been to Hawai‘i before (80.0%) with an average of 6.78 trips to
the islands.

e Most (86.1%) were true independent travelers.

e Nearly all of these visitors came to vacation (91.3%), 3.7 petrcent came to visit friends/relatives,
2.0 percent came to honeymoon and 1.3 percent came for meetings, conventions and incentives.

e Maui had the largest share of condo-only visitors at 49.0 percent, followed by O‘hu (31.2%),
Kaua‘i (14.5%) and the island of Hawai‘i (14.0%).

Timeshare-Only

The were 668,862 visitors who stayed exclusively in timeshare properties, up 2.8 percent from 2018.
These visitors stayed an average of 9.51 days in the islands (Table 44).

e Most of these visitors (94.8%) came to vacation, 2.6 percent came to visit friends/relatives and
1.8 percent came to honeymoon.

e Most were true independent travelers (92.4%) and 86.2 percent were repeat visitors to Hawai‘i.

e Ofhu had a 34.6 percent share of timeshare-only visitors, followed by Maui with 34.5 percent,
Kaua‘ with 23.6 percent, and the island of Hawai‘i with 18.4 percent.

Rental Home-Only

There were 754,393 visitors who stayed entirely in rental homes, an increase of 11.0 percent from
2018. Their average length of stay was 9.47 days (Table 45).

e Two out of three were repeat visitors (66.1%) to the state. Most were true independent travelers
(92.9%).

e The majority (87.4%) came to vacation, 6.4 percent came to visit friends/relatives and 2.1 percent
came to honeymoon.

e Ofhu had largest percentage of rental home-only visitors (47.5%), followed by Maui (23.7%) the
island of Hawai‘l (23.3%) and Kaua‘i (18.4%).

Bed & Breakfast-Only

There were 52,253 visitors who stayed exclusively in bed and breakfast properties in 2019, up 18.1
percent from the previous year. These visitors stayed an average of 8.78 days in 2019 (Table 45).

e Over half were repeat visitors (59.3%) to Hawai‘i, and most (91.5%) were true independent
travelers.

e Eight out of ten (82.4%) came to vacation, 8.5 percent came to visit friends/relatives and 4.2
percent came to honeymoon.

e Ofhu had the highest share of bed & breakfast-only visitors at 54.2 percent, followed by Maui
with 26.5 percent, the island of Hawai‘ also 26.5 percent and Kaua‘i with 11.7 percent.
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FIRST-TIME/REPEAT VISITORS

First-Time Visitors

There were 3,261,599 first-time visitors in 2019, which was an increase of 1.5 percent from the prior
year. First-time visitors comprised 31.8 percent of total air visitors to the state. Their average length
of stay was 8.24 days (Table 47).

First-time visitors accounted for 41.5 percent of U.S. East, 35.4 percent of Canadian, 31.7 percent
of Japanese and 19.4 percent of U.S. West visitors in 2019. In contrast, first-timers comprised the
majority of visitors from the emerging markets: Other Asia (74.0%), Europe (69.9%) and Latin
America (69.7%) (Tables 13, 15, 20, 22, 24, 27, 30 & 34).

Seven out of ten (68.9%) first-time visitors stayed in hotels, 11.5 percent stayed in condominiums,
11.2 percent stayed in rental homes, 6.2 percent stayed with friends/relatives, and 3.8 percent
stayed in timeshares (Table 47).

The majority of first-time visitors went to O‘ahu (71.9%), followed by Maui (28.8%), island of
Hawai‘i (17.8%) and Kaua‘ (12.3%).

Three out of four (76.3%) came to vacation, 11.1 percent came to honeymoon, 5.0 percent came
to see friends/relatives and 4.7 percent came for meetings, conventions and incentives.
First-time visitors from the top four markets (U.S. West, U.S. East, Japan and Canada) in 2019
spent more on a daily basis than those who have been to Hawai‘i before (Table 87).

Japanese first-time visitors spent $267 per person, compared to $231 by repeat Japanese visitors.
U.S. East first-time visitors spent $213, while repeat visitors spent $205.

U.S. West first-time visitors spent $182 versus $171 for repeat visitors.

Canadian first-time visitors spent $176 compared to $156 for repeat visitors.

Repeat Visitors

In 2019, there were 6,981,566 repeat visitors to the islands, up 6.6 percent from the previous year.

Repeat visitors accounted for 68.2 percent of air visitors to the state. Their average length of stay was
9.00 days (Table 48).

The largest percentage of repeat visitors in 2019 continued to be from U.S. West (80.6%), followed
by Japan (68.3%), Canada (64.6%) then U.S. East (58.5%) (Tables 13, 15, 20 & 22).

Eight out of ten repeat visitors (78.2%) made their own travel arrangements.

The average number of trips for a repeat visitor was 7.26 trips, similar to 2018.

Over half (55.4%) of repeat visitors stayed in hotels, 19.0 percent stayed in condominiums, 10.5

petrcent stayed with friends/relatives, 10.4 percent stayed in timeshares, and 9.6 percent stayed in
rental homes.

More than half (54.5%) of all repeat visitors in 2019 went to O‘ahu, 30.4 percent visited Maui,
16.9 percent went to the island of Hawail and 13.9 percent went to Kaua‘i.

The majority of repeat visitors (81.3%) came to vacation, 9.6 percent visited friends/relatives, and
4.4 percent came for meetings, conventions, and incentives.
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AIR VISITORS BY ISLANDS

Figure 9. 2019 Visitor Personal Daily Spending by Category and Island
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Of the $17.66 billion in total spending by air visitors in 2019, $8.14 billion was spent on O‘ahu, an
increase of 2.1 percent from the prior year. Arrivals by air to O‘ahu rose 5.0 percent to 6,154,248
visitors and visitor days were up 3.3 percent compared to 2018. Daily spending on O‘ahu (-1.2% to
$195 per person) was lower compared to the previous year (Tables 1 & 56).

Lodging continued to be largest expense for visitors on all islands. O‘ahu visitors’ daily spending
on lodging ($87) increased from 2018 ($85) (Figure 9, Table 85).

Visitors to O‘ahu continued to spend the most per day on shopping compared to the other islands.
Their shopping expenditures of $22 per person decreased from the prior year ($31 per person).
In 2019, the average daily census indicated that 114,596 visitors were on O‘ahu on any given day,
up 3.3 percent from the previous year (Table 6).

The U.S. markets continued to have the most visitors to O‘ahu. Arrivals from U.S. West increased
11.7 percent to 2,005,506 visitors, while U.S. East arrivals rose 5.8 percent to 1,321,001 visitors
(Tables 67 & 68). There were more domestic visitors from Los Angeles (+13.6%), Portland
(+11.2%), San Jose (+19.0%), San Francisco (+18.5%) and Seattle (+10.7%) compared to 2018
(Tables 51 & 52).

Japanese arrivals to O‘ahu grew 6.7 percent to 1,492,753 visitors (Figure 10, Tables 67 & 68).
Arrivals from Canada declined 2.6 percent to 227,491 visitors.

Oceania arrivals decreased 12.4 percent to 356,298 visitors due to fewer visitors from Australia
(-11.2% to 282,152) and New Zealand (-16.8% to 74,146) compared to 2018.
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Figure 10. O‘ahu Visitor Arrivals by Selected MMA
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e Arrivals from Other Asia dropped 6.3 percent to 345,948 visitors. There were fewer visitors from
China (-26.1% to 88,596), Singapore (-17.2% to 4,699) and Hong Kong (-16.8% to 3,459)
offsetting growth in arrivals from Korea (+1.2% to 225,488) and Taiwan (+40.4% to 23,707).

e Arrivals from Europe declined 4.9 percent to 102,148 visitors. Decreased arrivals from United
Kingdom (-13.1% to 28,946), France (-9.5% to 19,342) and Switzerland (-5.5% to 11,547) offset
growth in arrival from Germany (+4.5% to 33,576) and Italy (+4.7% to 8,737).

e The majority (75.5%) of Oahu visitors came to the state for a vacation, 9.4 percent came to visit
friends/relatives, 6.3 petcent came to honeymoon, and 4.6 percent came for meetings,
conventions, and incentives.

MAUI

Spending by air visitors to Maui increased 2.5 percent to $5.13 billion in 2019, boosted by growth
in arrivals (+5.0% to 3,059,905 visitors) and visitor days (+2.9%). Daily spending on Maui (-0.4%
to $212 per person) was slightly lower compared to 2018 (Tables 1 & 58).

e Maui visitors’ daily lodging expenses rose to $105 per person (Figure 9, Table 85).

e These visitors spent slightly more food and beverage ($43) and shopping ($18) while their
transportation ($22) and entertainment and recreation ($17) expenses were lower than the previous
year.

e Of those that visited Maui, two out of three (66.8%) stayed exclusively there while the rest visited
other islands as well (Table 58).

e The average daily census on Maui increased 2.9 percent to 66,363 visitors in 2019 (Table 6).
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Figure 11. Maui Visitor Arrivals by Selected MMA
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e Repeat visitors comprised 69.3 percent of Maui visitors in 2019.

e The majority of Maui visitors made their own travel arrangements (78.6%).

e The largest share of visitors to Maui in 2019 was from U.S. West (52.8%), followed by U.S. East
(27.2%), Canada (9.0%), Europe (2.0%), Oceania (2.0%), Other Asia (1.8%) and Japan (1.5%)
(Table 67).

e Arrivals from U.S. West (+9.4%) and U.S. East (+4.2%) increased but arrivals from Japan (-3.6%)
and Canada (-1.1%) declined compared to 2018 (Tables 67 & 68).

e Arrivals from Other Asia to Maui decreased 15.5 percent, with more visitors from Taiwan (+9.0%)
but fewer visitors from China (-27.3%) and Korea (-7.7%).

e Over half (53.8%) of visitors who went to Maui stayed in hotels while in the state, 27.2 percent
stayed in condominiums, 10.0 percent stayed in timeshares, 9.3 percent stayed in rental homes and
0.3 percent stayed with friends/relatives (Table 58).

e The majority (86.2%) of Maui visitors came to the state for a vacation, 5.3 percent came to visit
friends/relatives, 4.5 petcent came to honeymoon, and 4.3 percent came for meetings,
conventions, and incentives.
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MOLOKA‘T?

Spending by air visitors to Moloka‘l declined 11.6 percent to $36.0 million in 2019. Arrivals rose 7.0
percent to 63,035 visitors. However, a shorter length of stay (-6.1% to 4.54 days) resulted in minimal
growth in visitor days (+0.5%). Daily spending of $126 per person was lower compared to 2018 ($143)
(Tables 1 & 59).

e Moloka‘i visitors in 2019 spent less on lodging ($54), transportation (§31), entertainment and
recreation (§9) and shopping ($6) compared to the prior year (Figure 9, Table 85).

e Most of those who visited Moloka‘l also went to other islands, while only 13.2 percent stayed
exclusively on Moloka‘i.

e The average daily census showed 783 visitors (+0.5%) per day in 2019 (Table 0).

e U.S. West (41.0%) and U.S. East (26.6%) continued to be the two largest visitor markets to
Moloka‘i (Table 67).

e The majority of those who went to Moloka‘i in 2019 were repeat visitors (65.6%) to the state.
e Seven out of ten visitors (72.9%) to Moloka‘i were independent travelers.

LANAT?

Visitor spending on Lana‘ rose 18.1 percent to $128.9 million in 2019, boosted by increased daily
spending (+12.2% to $479 per person) which remained the highest among the islands. Arrivals (+12.1%
to 84,103 visitors) and visitor days (+5.2%) also increased compared to the previous year (Tables 1
& 60).

Lana‘i visitors in 2019 continued to spend the most on lodging at $297 per person, up from $263 per
person in 2018.

e Food and beverage (§99), entertainment and recreation ($33) and shopping ($14) expenses also
increased, but transportation ($20) expenses declined compared to the prior year (Figure 9,
Table 85).

e Only 14.8 percent of these visitors spent their entire time on Lana‘l while the majority visited other
islands.

e The average daily census showed 738 visitors (+5.2%) on Lana‘i on any given day in 2019
(Table 0).

e The largest group of visitors to Lana‘i were from U.S. West (37.7%), followed by U.S. East (33.5%),
Oceania (7.3%), Canada (6.8%) and Japan (2.7%) (Table 67).

e Of those who went to Lana‘i in 2019, 63.0 percent were repeat visitors to the state.

2Small sample size for Lana‘i and Moloka‘i resulted in broad estimates; use with discretion. Statistics may be used for year-
to-year trends.
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KAUA‘I

Kaua‘l was impacted by a major storm in April 2018 and from Hurricane Lane in August 2018 which
caused extensive flooding north of Princeville from Hanalei to Ke‘e. Kuhio Highway, the main
roadway to access visitor attractions including Kee and Tunnels beaches, Napali Coast State
Wilderness Park, and Haena State Park was closed for 14 months and finally reopened in June 2019.

Spending by air visitors on Kaua‘i declined 4.3 percent to $1.91 billion in 2019. Arrivals decreased 1.4
percent to 1,370,029 visitors and visitor days dropped 2.7 percent from 2018. Daily spending ($189
per person) was also lower compared to the previous year ($192 per person) (Tables 1 & 61).

Figure 12. Kaua‘i Visitor Arrivals by Selected MMA
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e Kaual visitors in 2019 spent more on lodging ($88) but spent less on transportation ($21),
entertainment and recreation ($20) and shopping ($14) compared to 2018. Their food and
beverage expenses were similar to the prior year (Figure 9, Table 85).

e  Over half (56.9%) of these visitors stayed on Kaua‘l exclusively.
e The average daily census decreased 2.7 percent to 27,695 visitors per day in 2019 (Table 6).

e U.S. West (53.3%) continued to have the largest share of visitors to Kaua‘, followed by U.S. East
(29.6%), Canada (5.6%), Europe (2.6%), Oceania (2.3%) and Japan (1.8%) (Tables 67 & 68).

e Among the top four visitor markets, arrivals to Kaua‘ increased from Japan (+2.1%) and U.S.
West (+1.5%) but declined from Canada (-13.5%) and U.S. East (-2.3%) compared to 2018.

e There were fewer visitors from Other Asia (-14.9%), Europe (-4.1%) and Oceania (-2.6%) than in
the previous year.

e Repeat visitors comprised 70.7 percent of Kaua‘ visitors in 2019.
e The majority of visitors who went to Kaua‘t were independent travelers (80.9%).

e Half (50.1%) of those who visited Kaua‘i stayed in hotels while in the state. Some stayed in
condominiums (20.3%), rental homes (15.3%) and timeshares (15.3%).
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e Most of the visitors wete in the state for a vacation (86.7%), 6.2 petcent visited friends/relatives,
4.8 percent honeymooned, and 3.0 percent came for meetings, conventions, and incentives.

THE ISLAND OF HAWAI‘I

The island of Hawai‘l continued to recover from the devasting impact of the Kilauea volcanic eruption
(May through late August 2018) and from flood and landslides caused by Hurricane Lane in August
2018.

In 2019, spending by air visitors on the island of Hawai‘i declined 1.4 percent to $2.32 billion. Arrivals
increased 3.4 percent to 1,763,904 visitors, and visitor days rose 1.5 percent compared to 2018.
However, daily spending of $178 per person was lower than the previous year ($184) (Tables 1 & 62).

Figure 13. Island of Hawai‘i Visitor Arrivals by Selected MMA
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e These visitors spent more on food and beverage ($39), but they spent less on lodging ($75),
transportation ($26), entertainment and recreation ($17) and shopping ($15) compared to 2018
(Figure 9, Table 85).

e Over half (53.9%) of these visitors spent their time exclusively on the island of Hawai‘i.

e The average daily census increased 1.5 percent to 35,556 visitors in 2019 (Table 06).

e The largest group of visitors to the island of Hawai‘l continued to be from U.S. West (44.6%),
followed by U.S. East (26.3%), Japan (9.7%), Canada (5.5%), Other Asia (3.8%), Oceania (2.7%)
and Europe (2.5%) (Tables 67 and 68).

e Among the top four visitor markets, arrivals increased from U.S. West (+7.9%), Canada (+4.6%)
and U.S. East (+2.2%) but declined from Japan (-3.3%) compared to 2018.

e Among the emerging markets, there were more visitors from Taiwan (+28.0%), New Zealand
(+4.6%) and Korea (+4.1%) but fewer visitors from China (-15.9%), Europe (-10.8%) and
Australia (-10.5%).
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Of the visitors to island of Hawai‘l in 2019, 67.1 percent had been to the state before while 32.9
percent were first-time visitors.

The majority of the visitors to island of Hawai‘i made their own travel arrangements (76.5%).
Opver half (55.2%) of visitors to the island of Hawai‘i stayed in hotels while in the state. Some
visitors stayed in condominiums (16.6%), rental homes (15.7%), with friends/relatives (10.4%)
and in timeshares (9.8%).

The majority (83.5%) of the visitors came to the state for a vacation, 8.5 percent came to visit
friends/relatives, 4.4 percent for meetings, conventions and incentives and 3.8 percent to
honeymoon.

Island of Hawai‘i (Hilo Side)

A total of 600,490 visitors (-0.1%) arrived by air to Hilo in 2019, similar to the previous year
(Table 63).

The average daily census showed 6,440 visitors present, down 5.8 percent from 2018.

U.S. West (36.2%) continued to be the largest group of visitors to Hilo, followed by U.S. East
(30.5%), Japan (7.4%), Canada (5.2%), Other Asia (5.1%), Oceania (4.7%) and Europe (3.5%)
(Table 67 & 68).

More than half (57.4%) were repeat visitors to the state and 72.2 percent were true independent
travelers.

Six out of ten visitors to Hilo stayed in hotels (59.7%), 17.6 percent stayed in rental homes, 17.0
petcent stayed on cruise ships, 12.4 percent stayed with friends/relatives, 12.2 percent stayed in
condominiums, and 5.1 percent stayed in timeshares while in the state.

Island of Hawai‘i (Kona Side)
Arrivals by air to Kona increased 4.4 percent to 1,533,721 visitors in 2019 (Table 64).

The average daily census of 29,177 visitors was 3.3 percent higher than in 2018.

A breakdown by visitor markets to Kona showed 45.5 percent from U.S. West, 26.0 percent from
U.S. East, 9.4 percent from Japan, 5.8 percent from Canada, 3.6 percent from Other Asia, 2.7
percent from Oceania and 2.4 percent from Europe (Table 67).

Two out of three visitors (67.7%) to Kona in 2019 had been to the state before.

The majority of visitors to Kona made their own travel arrangements (76.9%).

Over half of visitors to Kona stayed in hotels (54.8%), 17.6 percent stayed in condominiums, 15.6
percent stayed in rental homes, 10.5 percent stayed in timeshares, 9.5 percent stayed with
friends/relatives, and 6.6 percent stayed on cruise ships while in the state.
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SEASONALITY BY ISLAND

The average daily census statewide indicated that there were 245,733 visitors on any given day in 2019,
up 2.2 percent from a year ago. The average daily census increased on Lana‘i (+5.2%), O‘ahu (+3.3%),
Maui (+2.9%), island of Hawaii (+1.5%) and Moloka‘i (+0.5%) but declined on Kaua‘i (-2.7%). In
2019, the busiest month statewide was July with 286,419 visitors per day. However, peak months
varied by island (Tables 6, 7, & 50).

O¢ahu: In 2019, July was the busiest month on O‘ahu with 135,456 visitors daily, followed by
June (128,968 visitors daily) and December (127,349 visitors daily).

Maui: The most popular months on Maui in 2019 were July (76,577 visitors daily), June (76,008
visitors daily) and December (75,856 visitors daily).

Island of Hawai‘i: December (46,689 visitors daily) was the busiest month on the island of
Hawai‘i in 2019, followed by January (42,548 visitors daily) and July (39,439 visitors daily).

Kaua‘i: The busiest month for visitors to Kaua‘i in 2019 was July (33,336 visitors daily), followed
by June (32,986 visitors daily) and December (31,202 visitors daily).

Lana‘i: December showed the heaviest traffic on Lana‘T with 952 visitors daily, followed by June
(840 visitors) and July (829 visitors).

Moloka‘i: January (1,226 visitors daily) was the peak month on Moloka‘ followed by December
(1,162 visitors daily) and February (938 visitors daily).
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CRUISE VISITORS

Spending from visitors who came by cruise ships in 2019 increased 28.9 percent to $58.4 million.
There were 143,508 visitors who came to the islands via out-of-state cruise ships, up 12.6 percent
from 2018°. Daily spending by these visitors ($87 per person from $81 per person) was higher
compared to the previous year (Tables 1, 89 & 90).

Another 129,542 visitors (+4.2%) flew to the state and boarded cruise ships in Hawai‘ after their
arrival. In all, there were 273,050 total cruise visitors, an 8.5 percent increase compared to 2018
(Table 89).

Total spending by all cruise visitors (those who arrived by cruise ships and those who arrived by air
to board cruise ships) rose 2.9 percent to $490.1 million in 2019 (Table 91). Visitor spending declined
from U.S. East (-3.4% to $246.0 million) but increased from U.S. West (+18.1% to $87.5 million),
Canada (+14.5% to $44.6 million) and from other markets (+3.0% to $112.0 million).

Cruise Visitor Characteristics

There were 277,093 total cruise passengers in 2019, 98.5 percent (or 273,049) of whom were visitors
with the remaining 1.5 percent (or 4,044) being Hawai‘l residents.

e By the nature of the cruise routes, most passengers went to the four largest islands. Nearly all
(99.6%) cruise passengers visited O‘ahu, 94.3 percent visited island of Hawai‘l, 93.6 percent visited
Maui and 78.8 percent visited Kaua‘i.

e In addition to their cruise itinerary, 5,711 passengers visited Lana‘t and 3,661 visited Moloka‘t.

Figure 14. Cruise Visitors to Hawai‘i: 2010 — 2019
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3 Limited characteristics and expenditures for visitors who entered Hawai‘i on board a cruise ship are reported separately
in the Cruise Visitors section and are not included as part of the statistics reported for visitor arrivals by air.
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e In terms of cruise visitors, the largest group was from U.S. East (38.9% of total cruise visitors),
followed by visitors from U.S. West (27.8%), Canada (12.3%), Oceania (7.1%), Europe (4.9%) and
other markets (9.0%).

e Over half (55.8%) of all cruise visitors had been to the islands before while 44.2 percent came for
the first time. There were more first-timers among European (79.2%), U.S. East (53.6%) and
Oceania (50.7%) cruise visitors. In contrast, repeat visitors comprised a larger percentage of cruise
visitors from U.S. West (79.9%) and Canada (56.2%).

e Most (86.5%) of the visitors in 2019 cruised the islands for leisure, 9.1 percent visited
friends/relatives and 1.9 percent were on their honeymoon.

Length of Stay and Type of Accommodation

The average length of stay by all cruise visitors in 2019 was 7.45 days. Cruise visitors spent an average
of 5.38 days aboard ship touring the islands and 0.92 days on shore after the cruise was over. In
addition, visitors who arrived by air stayed an average of 1.16 days in Hawai‘i before their cruise.

e Cruise visitors from Oceania in 2019 spent the most time in the islands at 10.21 days. Their average
length of cruise was 6.26 days and these visitors also spent 2.13 days on shore after their cruise
was over.

e The average length of stay by U.S. Fast visitors was 8.05 days. These visitors spent 5.83 days on
ship and 0.75 days were spent post-cruise.

e The average length of stay by Canadian visitors was 7.15 days. These visitors spent 4.95 days on
ship and 1.02 days were spent after cruise.

e Cruise visitors from U.S. West in 2019 stayed an average 6.40 days. Their average length of cruise
was 4.85 days and these visitors also spent 0.85 days on shore post cruise.

e FEuropean cruise visitors stayed 6.22 days in 2019. They spent 4.78 days on ship and 0.72 of a day
in Hawai‘l post cruise.

e Nearly half (48.7%) of the cruise visitors in 2019 stayed in hotels in addition to their cruise stay.

e Other lodging used by cruise visitors included condominiums (4.0%), timeshares (3.7%) and
staying with friends or relatives (2.0%).

Daily Spending

Cruise visitors in 2019 spent an average of $240 per person per day statewide compared to $253 in
2018. This amount included on-shore spending by visitors from all cruise ships as well as spending on
ship for visitors on the U.S. flagged Hawai‘t home-ported ship which was considered as a Hawai‘i
business (Table 92).

e The statewide figure of $240 also included $148 in visitor spending that was spent on board U.S.
flagged Hawai‘t home-ported ship or which cruise package expenditures could not be allocated to
a specific expenditure category.

e Spending by cruise visitors on O‘ahu was the highest among the four major islands at $133, up
from $124 in 2018.

e Daily cruise visitor spending on Maui (§75) decreased from the previous year ($81).
e Daily cruise visitor spending on Kaua‘l ($65) was higher compared to 2018 (§63).
e Daily cruise visitor spending on the island of Hawai‘l increased to $71 from $60 in 2018.
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TOTAL AIR SEATS OPERATED TO HAWAI‘I

In 2019, total trans-Pacific air capacity to the Hawaiian Islands increased 2.9 percent to a record
13,619,349 seats. There was growth in scheduled seats (+2.9% to 13,524,164) but fewer charter seats
(-5.5% to 95,185) compared to 2018 (Table 93).

Figure 15. Air Seats Operated to Hawai‘i by Island
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Air capacity to Honolulu grew 1.7 percent to 8,415,431 seats in 2019. Domestic air seats rose 5.3
percent with service added from Chicago, Dallas, Denver, Las Vegas, Long Beach, Oakland,
Portland, San Francisco, San Jose and Seattle. International air seats declined 4.3 percent, as a
result of reduced service from Other Asia (-10.9%), Oceania (-7.2%), Canada (-5.4%) and Japan
(-2.3%).

Air capacity to Kahului rose 10.3 percent to 2,895,680 seats in 2019, with service added from
Dallas, Denver, Los Angeles, Oakland, Portland, Sacramento, San Diego, San Francisco, San Jose
and Seattle. There was also increased service from Vancouver, Canada.

Air capacity to Kona declined 1.5 percent to 1,261,731 seats in 2019. Domestic carriers expanded
air service from Anchorage, Dallas, Sacramento and Seattle but reduced service from Los Angeles,
Oakland, Portland, San Diego, San Francisco and San Jose. There were fewer seats from
Vancouver, Canada compared to 2018. Seat capacity from Japan was unchanged from the previous
year.

Air capacity to Lihu‘e dropped slightly (-0.2%) to 998,635 seats in 2019. Added service from
Oakland, Portland and San Jose was offset by discontinued service from Dallas and reduced
service from Los Angeles and Phoenix.

Air capacity to Hilo decreased 11.8 percent to 47,872 seats as a result of reduction in service from
Los Angeles.
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HOTEL OCCUPANCY AND ROOM RATE*

Hawnai‘i hotels statewide concluded 2019 with growth in revenue per available room (RevPAR), average
daily rate (ADR), and occupancy compared to 2018. Statewide RevPAR rose to $228 (+2.7%), with
ADR at $282 (+1.6%) and occupancy of 80.7 percent (+0.9 percentage points) in 2019 (Tables 96, 97,
98, 99 & 100).

In 2019, Maui County hotels led Hawai‘l’s four island counties in RevPAR at $310 (+6.1%), with ADR
at $399 (+3.7%) and occupancy of 77.7 percent (+1.8 percentage points).

O‘ahu hotels earned higher RevPAR of $202 compared to 2018 (+1.1%), with ADR at $240 (+1.0%)
and occupancy of 84.0 percent (+0.1 percentage points).

Hotels on the island of Hawai‘i reported RevPAR growth to $204 (+8.2%), with increases in both ADR
to $265 (+1.5%) and occupancy of 77.0 percent (+4.8 percentage points).

Kaua‘i hotels’ RevPAR decreased to $204 (-7.0%), with declines in both ADR to $282 (-3.3%) and
occupancy of 72.5 percent (-2.9 percentage points).

From HTA’s Hawai‘l Hotel Performance December 2019 report, statewide hotel room revenues of
$4.49 billion were 1.8 percent higher than in 2018. There were nearly 356,000 fewer available room
nights (-1.8%) and more than 111,000 fewer occupied room nights (- 0.7%) compared to a year ago.
Several hotel properties across the state were closed for renovation or had rooms out of service for
renovation during 2019.

Luxury Class properties reported RevPAR of $431 (+4.0%), with ADR at $567 (+1.9%) and occupancy
of 76.0 percent (+1.5 percentage points). Midscale & Economy Class hotels reported RevPAR of §144
(-0.7%), with ADR at $177 (-0.5%) and occupancy of 81.2 percent (-0.2 percentage points).

In comparison to other top U.S. markets, hotels in the Hawaiian Islands earned the highest RevPAR at
$229 during 2019, followed by New York City at $220 (-3.5%) and San Francisco/San Mateo at $206
(+4.2%). Hawai‘ also led the U.S. markets in ADR at $283, followed by New York City at $255 (-2.4%)
and San Francisco/San Mateo at $251 (+4.1%). The Hawaiian Islands ranked third for occupancy at
81.2 percent, with New York City topping the list at 86.2 percent (-1.0 percentage points), followed by
San Francisco/San Mateo at 82.0 percent (+0.1 petcentage points).

* Hotel performance statistics are posted on the HT'A website:

www.hawaiitourismauthority.org/research/infrastructure-research/
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VISITOR PLANT INVENTORY

From HTA’s 2019 Visitor Plant Inventory report (VPI)°, The number of visitor units in the State of
Hawnai‘i decreased slightly by 0.2 percent in 2019 for a total of 80,554 units. A majority of the lodging
supply in the state (53.6 percent) was made up of Hotel units (43,217 units), slightly lower (-1.5 percent)
compared to 2018 due to several hotel closings for property renovations/redevelopment. Neatly two-
thirds (62.6 percent) of all hotel rooms (27,060 rooms) were located on O‘ahu.

Figure 16. Visitor Units by Type of Accommodations: 2010 — 2019
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Vacation Rental Units accounted for 16.8 percent of all lodging units in 2019 (13,555 units), growing
by 3.6 percent over 2018. Vacation Rental Units include condominium units, houses, villas, cottages,
and private and shared rooms.

The number of visitor units at Timeshare properties saw an increase in 2019, accounting for 12,090
units (+1.4 percent).

Condo Hotel units accounted for 10,400 visitor units in 2019. Condo Hotels consist of individually
deeded condominium units but provide hotel-like services such as a front desk and often daily
housekeeping service. The overall number of Condo Hotel units decreased by 2.0 percent. Most of
the state’s Condo Hotel supply was located on Maui (4,334) and O‘ahu (3,956 units).

>The 2019 Visitor Plant Inventory is posted on the HT'A website:
www.hawaiitourismauthotity.org/research /visitor-plant-invento

Hawai‘i Tourism Authority 30 2019 Annual Visitor Research Report


http://www.hawaiitourismauthority.org/research/visitor-plant-inventory

ANNUAL VISITOR RESEARCH REPORT
TABLES

Hawaii Tourism Authority 31 2019 Annual Visitor Research Report



Table 1. Summary of Visitor Statistics

2019 vs. 2018

TOTAL EXPENDITURES ($mil.) 2019 2018 (%) Change
TOTAL EXPENDITURES ($mil.) 17,8443 17,642.5 11
Visitor expenditure by air 17,657.7 17,464 .4 1.1
Visitor expenditure by cruise ships 58.4 45.3 28.9
Supplemental business (all MMAs) 128.2 132.8 -3.5
MMA (Air & Ship) 2019 2018 (%) Change
TOTAL EXPENDITURES ($mil.) 17,716.1 .
Visitor arrivals by air 17,657.7 17,464 .4 11
U.S. West 6,952.0 6,588.4 55
U.S. East 4,684.2 4,529.9 34
Japan 2,248.3 21447 4.8
Canada 1,081.5 1,108.5 -24
Europe 268.1 326.3 -17.8
Oceania 895.1 1,045.2 -14.4
Other Asia 816.7 899.7 -9.2
Latin America 64.7 71.2 9.1
Other 6471 750.3 -13.8
Visitor arrivals by cruise ships 58.4 453 28.9
TOTAL VISITOR DAYS 90,360,946 88,284,715 24
Visitor arrivals by air 89,692,422 87,724,599 2.2
U.S. West 39,752,689 37,477,016 6.1
U.S. East 22,034,119 21,553,568 22
Japan 9,306,767 8,892,748 4.7
Canada 6,554,493 6,743,492 -2.8
Europe 1,780,190 1,902,379 -6.4
Oceania 3,420,593 4,014,147 -14.8
Other Asia 2,781,593 2,910,193 -4.4
Latin America 276,859 295,854 -6.4
Other 3,785,120 3,935,203 -3.8
Visitor arrivals by cruise ships 668,524 560,115 194
VISITOR ARRIVALS 10,386,673 9,888,845 5.0
Visitor arrivals by air 10,243,165 9,761,448 49
U.S. West 4,595,319 4,203,894 9.3
U.S. East 2,276,520 2,173,458 4.7
Japan 1,576,205 1,489,778 5.8
Canada 540,103 548,702 -1.6
Europe 137,908 144,953 -4.9
Oceania 363,551 415,764 -12.6
Other Asia 354,680 379,925 -6.6
Latin America 25,344 27,778 -8.8
Other 373,534 377,196 -1.0
Visitor arrivals by cruise ships 143,508 127,397 12.6

Hawai‘i Tourism Authority

32

2019 Annual Visitor Research Report




Table 1: Summary of Visitor Statistics (continued)

MMA (Air & Ship)

AVERAGE LENGTH OF STAY (days)
Visitor arrivals of stay by air

U.S. West

U.S. East

Japan

Canada

Europe

Oceania

Other Asia

Latin America

Other
Visitor arrivals of stay by cruise ships

PER PERSON PER DAY SPENDING ($)
Visitor arrivals by air

U.S. West

U.S. East

Japan

Canada

Europe

Oceania

Other Asia

Latin America

Other
Visitor arrivals by cruise ships

PER PERSON PER TRIP SPENDING ($)
Visitor arrivals by air

U.S. West

U.S. East

Japan

Canada

Europe

Oceania

Other Asia

Latin America

Other
Visitor arrivals by cruise ships

2019

8.70
8.76
8.65
9.68
5.90
12.14
12.91
9.41
7.84
10.92
10.13
4.66

196.1
196.9
174.9
2126
2416
165.0
150.6
261.7
293.6
233.7
171.0

87.3

1,705.7
1,723.9
1,512.8
2,057.6
1,426.4
2,002.4
1,943.9
2,4621
2,302.6
25524
1,732.4

406.7

2018

8.93
8.99
8.91
9.92
5.97
12.29
13.12
9.65
7.66
10.65
10.43
4.40

198.3
199.1
175.8
210.2
241.2
164.4
1715
260.4
309.2
240.6
190.7

80.9

1,770.6
1,789.1
1,567.2
2,084.2
1,439.6
2,020.3
2,251.2
2,514.0
2,368.2
2,562.6
1,989.2

3555

(%) Change

-2.6
-2.6
-3.0
-24
-11
-1.3
-1.6
-25

24

26
-2.9

6.0

-1.1
-1.1
-0.5
1.2
0.2
04
-12.2
0.5
-5.0
-2.9
-10.3
8.0

-3.7
-3.6
-3.5
-1.3
-0.9
-0.9
-13.7
-2.1
-2.8
-04
-12.9
14.4
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Table 1: Summary of Visitor Statistics (continued)

ISLAND (Air & Ship)

TOTAL EXPENDITURES ($mil, AIR + SHIP)
Total by air

O'ahu

Maui

Moloka'i

Lana'i

Kaua'i

Hawai'i Island
Visitor arrivals by cruise ships

TOTAL VISITOR DAYS
Total by air
O'ahu
Maui
Moloka'i
Lana'i
Kaua'i
Hawai'i Island
Visitor arrivals by cruise ships

VISITOR ARRIVALS
Total by air
O'ahu
Maui
Moloka'i
Lana'i
Kaua'i
Hawai'i Island
Visitor arrivals by cruise ships

AVERAGE LENGTH OF STAY
Total by air

O'ahu

Maui

Moloka'i

Lana'i

Kaua'i

Hawai'i Island
Visitor arrivals by cruise ships

PER PERSON PER DAY SPENDING ($)
Total by air

O'ahu

Maui

Moloka'i

Lana'i

Kaua'i

Hawai'i Island
Visitor arrivals by cruise ships

PER PERSON PER TRIP SPENDING ($)
Total by air

O'ahu

Maui

Moloka'i

Lana'i

Kaua'i

Hawai'i Island
Visitor arrivals by cruise ships

2019

17,716.1
17,657.7
8,139.8
5,128.0
36.0
128.9
1,909.0
2,315.9
58.4

90,360,946
89,692,422
41,827,689
24,222,598
285,966
269,328
10,108,788
12,978,052
668,524

10,386,673
10,243,165
6,154,248
3,059,905
63,035
84,103
1,370,029
1,763,904
143,508

8.70
8.76
6.80
7.92
4.54
3.20
7.38
7.36
4.66

196.1
196.9
194.6
211.7
126.0
478.8
188.8
178.4

87.3

1,705.7
1,723.9
1,322.6
1,675.9

5715
1,533.2
1,393.4
1,312.9

406.7

2018

17,509.7
17,464 .4
7,969.1
5,002.3
40.8
109.2
1,994 1
2,349.0
45.3

88,284,715
87,724,599
40,478,710
23,532,681
284,608
255,989
10,388,952
12,783,660
560,115

9,888,845
9,761,448
5,862,358
2,914,912
58,885
75,010
1,389,300
1,706,218
127,397

8.93
8.99
6.90
8.07
4.83
3.41
7.48
7.49
4.40

198.3
1991
196.9
2126
143.3
426.5
191.9
183.7

80.9

1,770.6
1,789.1
1,359.4
1,716.1

692.4
1,455.7
1,435.3
1,376.7

355.5

(%) Change

11
21
25
-11.6
18.1
-4.3
-1.4
28.9

24

3.3
29
0.5
5.2
-2.7
15
194

50

5.0
5.0
7.0
121
-1.4
3.4
12.6

-2.6
-2.6
-1.6
-1.9
-6.1
-6.2
-1.3
-1.8

6.0

-1.1
-1.1
-1.2
-0.4
-121
12.2
-1.6
-2.9
8.0

-3.7
-3.6
-2.7
-2.3
-17.5
5.3
-2.9
-4.6
14.4

Note: Sums may not add up to total due to rounding.
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Table 2. Summary of Visitor Characteristics (Arrivals by Air)

2019 vs. 2018
TOTAL DOMESTIC INTERNATIONAL
2019 2018 % CHANGE 2019 2018 % CHANGE 2019 2018 % CHANGE
VISITOR ARRIVALS 10,243,165 9,761,448 49| 7,253,806 6,736,736 7.7| 2,989,359 3,024,712 -1.2
VISITOR DAYS 89,692,422 87,724,599 2.2/ 66,535,081 63,732,896 4.4]23,157,341 23,991,703 -35
AVERAGE DAILY CENSUS 245,733 240,341 22 182,288 174,611 44 63,445 65,731 -3.5
ISLANDS VISITED
O'ahu 6,154,248 5,862,358 50| 3,513,070 3,217,740 9.2| 2,641,178 2,644,617 -0.1
O'ahu only 4,799,336 4,499,507 6.7| 2,638,593 2,372,338 11.2| 2,160,743 2,127,169 1.6
O'ahu one dayor less 223,187 205,521 8.6 193,493 176,337 9.7 29,693 29,184 1.7
Kaua'i 1,370,029 1,389,300 -14| 1,211,260 1,209,338 0.2 158,769 179,962 -11.8
Kaua'i only 779,870 782,190 -0.3 750,481 741,859 1.2 29,389 40,331 -27.1
Kaua'i one dayor less 122,969 119,511 29 73,890 68,124 8.5 49,079 51,388 -4.5
Maui County 3,111,131 2,963,564 5.0| 2,650,787 2,473,377 72 460,345 490,187 -6.1
Maui 3,059,905 2,914,912 5.0| 2,609,798 2,432,854 7.3 450,107 482,058 -6.6
Maui only 2,043,912 1,902,019 75| 1,858,375 1,707,452 8.8 185,537 194,567 -4.6
Maui one dayor less 155,980 144,764 77 88,007 78,147 12.6 67,973 66,617 2.0
Moloka'i 63,035 58,885 7.0 44,304 42,441 44 18,730 16,445 13.9
Moloka'i only * 8,335 8,055 35 7,963 7,557 5.4 372 498 -25.2
Moloka'i one day or less* 32,785 28,030 17.0 17,301 15,734 10.0 15,485 12,296 259
Lana‘i * 84,103 75,010 121 58,799 54,310 8.3 25,304 20,700 22.2
Lana‘i only * 12,460 12,186 22 12,149 11,620 4.6 311 567 -45.1
Lana‘i one dayorless* 46,930 40,603 156 26,015 23,570 104 20,915 17,033 228
Hawai'i Island 1,763,904 1,706,218 34| 1,361,151 1,291,109 54 402,753 415,108 -3.0
Kona side 1,653,721 1,488,700 44| 1,205,698 1,134,813 6.2 348,023 353,887 -1.7
Hilo side 600,490 601,160 -0.1 438,107 424,720 32 162,383 176,440 -8.0
Hawai'i Island only 951,611 895,934 6.2 847,233 786,498 77 104,378 109,437 -4.6
Hawai'i Island one dayor less 103,053 92,482 114 44,181 43,550 14 58,872 48,932 20.3
Any Neighbor Island 5,443,829 5,261,941 3.5| 4615213 4,364,398 57 828,616 897,543 -7.7
Nl only 4,088,917 3,899,090 49| 3,740,736 3,518,996 6.3 348,181 380,095 -8.4
O'ahu & NI 1,354,912 1,362,850 -0.6 874,477 845,402 34 480,435 517,448 7.2
Anyone island only 8,595,524 8,099,892 6.1 6,114,794 5,627,323 8.7| 2,480,730 2,472,569 0.3
Multiple Islands 1,647,642 1,661,556 -0.8| 1,139,012 1,109,413 27 508,629 552,143 -7.9
Avg. Islands Visited 1.22 1.23 -0.8 1.21 1.22 -0.9 1.24 1.24 -05
Average Length of 8.76 8.99 -2.6 9.17 9.46 -3.0 7.75 7.93 -2.3
Stayin Hawai'i
O'ahu 6.80 6.90 -1.6 7.05 7.18 -1.8 6.46 6.57 -1.7
Maui 7.92 8.07 -1.9 8.02 8.21 24 7.32 7.36 -0.7
Moloka'i 4.54 4.83 -6.1 5.70 5.88 -3.1 1.79 2.14 -16.2
Lana‘i 3.20 341 -6.2 3.95 4.08 -3.2 1.47 1.67 -11.8
Kaua'i 7.38 7.48 -1.3 7.67 7.80 -1.6 5.13 5.32 -34
Hawai'i Island 7.36 7.49 -1.8 8.13 8.33 24 475 4.88 -2.8
Hilo 3.91 415 -5.7 4.57 4.88 -6.4 215 2.39 -10.0
Kona 6.84 6.91 -1.0 7.52 7.65 1.7 449 4.54 -1.0
ACCOMMODATIONS
Plan to stayin Hotel 6,113,877 5,864,186 43| 3,863,229 3,581,232 79| 2,250,648 2,282,954 -14
Hotel only 5,315,028 5,054,618 5.2| 3,263,870 2,990,087 9.2| 2,051,159 2,064,531 -0.6
Plan to stayin Condo 1,699,765 1,671,608 1.7| 1,245,480 1,190,791 46 454,285 480,816 -55
Condo only 1,335,852 1,287,472 3.8 998,050 938,986 6.3 337,801 348,485 -3.1
Plan to stayin Timeshare 853,382 842,332 1.3 694,653 681,248 20 158,728 161,084 -1.5
Timeshare only 668,862 650,932 2.8 548,771 530,578 34 120,091 120,355 -0.2
Cruise Ship 143,288 134,694 6.4 118,052 108,900 84 25,236 25,794 2.2
Friends/Relatives 936,655 877,627 6.7 837,416 790,993 5.9 99,239 86,634 14.5
Bed & Breakfast 118,851 117,158 14 94,590 87,611 8.0 24,261 29,547 -17.9
Rental House 1,036,820 953,058 8.8 889,061 805,129 10.4 147,759 147,930 -0.1
Hostel 85,490 81,501 4.9 55,811 53,491 4.3 29,679 28,010 6.0
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Table 2. Summary of Visitor Characteristics (Arrivals by Air) continued

2019 vs. 2018
TOTAL DOMESTIC INTERNATIONAL
2018 % CHANGE 2018 % CHANGE 2019 2018 % CHANGE
Camp Site, Beach 63,843 58,754 8.7 50,243 46,251 8.6 13,600 12,503 8.8
Private Room in Private Home** 160,097 151,696 55 102,367 98,566 3.9 57,729 53,130 8.7
Shared Room/Space in Private Home** 49,093 48,092 21 38,016 35,515 7.0 11,077 12,578 -11.9
Other Accommodations 155,065 135,767 14.2 144,804 127,581 135 10,261 8,187 253
PURPOSE OF TRIP
Pleasure (Net) 8,677,727 8,228,574 55| 6,057,786 5,594,931 8.3 2,619,941 2,633,643 -0.5
Honeymoon/Get Married 577,558 592,119 -25 268,088 270,842 -1.0 309,470 321,278 -3.7
Honeymoon 516,192 529,391 -25 226,005 228,615 -1.1 290,188 300,775 -35
Get Married 99,097 102,513 -3.3 55,278 56,654 24 43,819 45,859 4.4
Pleasure/Vacation 8,161,431 7,700,375 6.0/ 5,833,536 5,369,681 8.6] 2,327,895 2,330,694 -0.1
Mtgs/Conventions/Incentive 459,171 471,373 -26 313,185 313,517 -0.1 145,986 157,857 -75
Conventions 230,716 250,595 7.9 183,399 197,448 -74 47,317 53,147 -11.0
Corporate Meetings 91,575 80,577 13.6 76,341 70,673 8.0 15,234 9,904 53.8
Incentive 149,360 154,343 -3.2 64,158 56,308 13.9 85,202 98,035 -13.1
Other Business 271,185 258,003 5.1 252,843 240,718 5.0 18,342 17,285 6.1
Visit Friends/Rel. 835,908 793,806 53 751,377 709,184 5.9 84,530 84,622 -0.1
Govt/Military 103,728 104,245 -0.5 87,020 91,143 -45 16,708 13,102 275
Attend School 25,516 25,843 -1.3 14,948 14,143 5.7 10,568 11,700 -9.7
Sport Events 97,857 91,966 6.4 68,767 65,796 45 29,091 26,169 11.2
Other 418,637 439,260 4.7 236,693 227,628 40 181,943 211,632 -14.0
TRAVEL STATUS
% First Timers *** 31.8 329 -1.1 28.2 28.5 -0.2 40.6 42.8 22
% Repeaters *** 68.2 67.1 1.1 71.8 715 0.2 59.4 57.2 22
Average # of Trips 5.26 517 1.8 5.79 5.79 -0.1 4.00 3.79 5.6
Group Tour 485,053 507,129 4.4 163,617 164,704 -0.7 321,436 342,425 -6.1
Non-Group 9,758,112 9,254,319 54| 7,090,189 6,572,032 79| 2,667,923 2,682,287 -0.5
Package Trip 2,591,167 2,525,058 26| 1,249,443 1,206,398 3.6| 1,341,724 1,318,660 1.7
No Package 7,651,998 7,236,390 5.7| 6,004,363 5,530,338 8.6] 1,647,635 1,706,052 -34
Net True Independent 7,509,812 7,094,493 59| 5,938,291 5,465,284 8.7] 1,571,521 1,629,210 -35
Ave. Age 45 45 -0.3 46 46 -0.8 45 44 05
Ave. Party Size 2.24 2.22 0.9 2.14 2.10 1.8 2.52 2.53 -0.2

* Sample sizes for Moloka'i and Lana'i are relatively small.
** Sample sizes for Private Room in Private Home and Shared Room/Space in Private Home are limited.
*** Change represents absolute change in rates rather than percentage change in rate.
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Table 3. Summary of Visitor Characteristics Percentage of Total (Arrivals by Air)

2019 vs. 2018
TOTAL DOMESTIC INTERNATIONAL
2019 2018 2019 2018 2019 2018
VISITOR ARRIVALS 10,243,165 9,761,448| 7,253,806 6,736,736 2,989,359 3,024,712
VISITOR DAYS 89,692,422 87,724,599| 66,535,081 63,732,896(23,157,341 23,991,703
AVERAGE DAILY CENSUS 245,733 240,341 182,288 174,611 63,445 65,731
ISLANDS VISITED
O'ahu 60.1% 60.1% 48.4% 47.8% 88.4% 87.4%
O'ahu only 46.9% 46.1% 36.4% 35.2% 72.3% 70.3%
O'ahu one dayor less 2.2% 2.1% 2.7% 2.6% 1.0% 1.0%
Kaua'i 13.4% 14.2% 16.7% 18.0% 5.3% 5.9%
Kaua'i only 7.6% 8.0% 10.3% 11.0% 1.0% 1.3%
Kaua'i one dayor less 1.2% 1.2% 1.0% 1.0% 1.6% 1.7%
Maui County 30.4% 30.4% 36.5% 36.7% 15.4% 16.2%
Maui 29.9% 29.9% 36.0% 36.1% 15.1% 15.9%
Maui only 20.0% 19.5% 25.6% 25.3% 6.2% 6.4%
Maui one day or less 1.5% 1.5% 1.2% 1.2% 2.3% 2.2%
Moloka'i * 0.6% 0.6% 0.6% 0.6% 0.6% 0.5%
Moloka'i only * 0.1% 0.1% 0.1% 0.1% 0.0% 0.0%
Moloka'i one day or less* 0.3% 0.3% 0.2% 0.2% 0.5% 0.4%
Lana‘i * 0.8% 0.8% 0.8% 0.8% 0.8% 0.7%
Lana‘i only * 0.1% 0.1% 0.2% 0.2% 0.0% 0.0%
Lana‘i one dayor less* 0.5% 0.4% 0.4% 0.3% 0.7% 0.6%
Hawai'i Island 17.2% 17.5% 18.8% 19.2% 13.5% 13.7%
Kona side 15.2% 15.3% 16.6% 16.8% 11.6% 11.7%
Hilo side 5.9% 6.2% 6.0% 6.3% 5.4% 5.8%
Hawai'i Island only 9.3% 9.2% 11.7% 11.7% 3.5% 3.6%
Hawai'i Island one dayor less 1.0% 0.9% 0.6% 0.6% 2.0% 1.6%
Any Neighbor Island 53.1% 53.9% 63.6% 64.8% 27.7% 29.7%
Nlonly 39.9% 39.9% 51.6% 52.2% 11.6% 12.6%
O'ahu & NI 13.2% 14.0% 12.1% 12.5% 16.1% 17.1%
Anyone island only 83.9% 83.0% 84.3% 83.5% 83.0% 81.7%
Multiple Islands 16.1% 17.0% 15.7% 16.5% 17.0% 18.3%
Avg. Islands Visited 1.24 1.25 1.24 1.25 1.23 1.25
ACCOMMODATIONS
Plan to stayin Hotel 59.7% 60.1% 53.3% 53.2% 75.3% 75.5%
Hotel only 51.9% 51.8% 45.0% 44 4% 68.6% 68.3%
Plan to stayin Condo 16.6% 171% 17.2% 17.7% 15.2% 15.9%
Condo only 13.0% 13.2% 13.8% 13.9% 11.3% 11.5%
Plan to stayin Timeshare 8.3% 8.6% 9.6% 10.1% 5.3% 5.3%
Timeshare only 6.5% 6.7% 7.6% 7.9% 4.0% 4.0%
Cruise Ship 1.4% 1.4% 1.6% 1.6% 0.8% 0.9%
Friends/Relatives 9.1% 9.0% 11.5% 11.7% 3.3% 2.9%
Bed & Breakfast 1.2% 1.2% 1.3% 1.3% 0.8% 1.0%
Rental House 10.1% 9.8% 12.3% 12.0% 4.9% 4.9%
Hostel 0.8% 0.8% 0.8% 0.8% 1.0% 0.9%
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Table 3. Summary of Visitor Characteristics Percentage of Total (Arrivals by Air) continued

2019 vs. 2018
TOTAL DOMESTIC INTERNATIONAL
2019 2018 2019 2018 2019 2018
Camp Site, Beach 0.6% 0.6% 0.7% 0.7% 0.5% 0.4%
Private Room in Private Home** 1.6% 1.6% 1.4% 1.5% 1.9% 1.8%
Shared Room/Space in Private Home** 0.5% 0.5% 0.5% 0.5% 0.4% 0.4%
Other Accommodations 1.5% 1.4% 2.0% 1.9% 0.3% 0.3%
PURPOSE OF TRIP
Pleasure (Net) 84.7% 84.3% 83.5% 83.1% 87.6% 87.1%
Honeymoon/Get Married 5.6% 6.1% 3.7% 4.0% 10.4% 10.6%
Honeymoon 5.0% 54% 3.1% 3.4% 9.7% 9.9%
Get Married 1.0% 1.1% 0.8% 0.8% 1.5% 1.5%
Pleasure/Vacation 79.7% 78.9% 80.4% 79.7% 77.9% 771%
Mtgs/Conventions/Incentive 4.5% 4.8% 4.3% 4.7% 4.9% 5.2%
Conventions 2.3% 2.6% 2.5% 2.9% 1.6% 1.8%
Corporate Meetings 0.9% 0.8% 1.1% 1.0% 0.5% 0.3%
Incentive 1.5% 1.6% 0.9% 0.8% 2.9% 3.2%
Other Business 2.6% 2.6% 3.5% 3.6% 0.6% 0.6%
Visit Friends/Rel. 8.2% 8.1% 10.4% 10.5% 2.8% 2.8%
Govt/Military 1.0% 1.1% 1.2% 14% 0.6% 0.4%
Attend School 0.2% 0.3% 0.2% 0.2% 0.4% 0.4%
Sport Events 1.0% 0.9% 0.9% 1.0% 1.0% 0.9%
Other 41% 4.5% 3.3% 3.4% 6.1% 7.0%
TRAVEL STATUS
% First Timers 31.8% 32.9% 28.2% 28.5% 40.6% 42.8%
% Repeaters 68.2% 67.1% 71.8% 71.5% 59.4% 57.2%
Average # of Trips 5.26 517 5.79 5.79 4.00 3.79
Group Tour 4.7% 5.2% 2.3% 2.4% 10.8% 11.3%
Non-Group 95.3% 94.8% 97.7% 97.6% 89.2% 88.7%
Package Trip 25.3% 25.9% 17.2% 17.9% 44.9% 43.6%
No Package 74.7% 74.1% 82.8% 82.1% 55.1% 56.4%
Net True Independent 73.3% 72.7% 81.9% 81.1% 52.6% 53.9%
Ave. Age 45 45 46 46 45 44
Ave. Party Size 2.24 2.22 2.14 2.10 2.52 2.53

* Sample sizes for Moloka'i and Lana'i are relatively small.
** Sample sizes for Private Room in Private Home and Shared Room/Space in Private Home are limited.
*** Change represents absolute change in rates rather than percentage change in rate.
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Table 4. Visitor Days by Island (Arrivals by Air)

2019 vs. 2018
TOTAL DOMESTIC INTERNATIONAL
% % %
2019 2018 e | 2019 2018 o Nee| 2019 2018 e
TOTAL STATE 89,692,422 87,724,599 22| 66,535,081 63,732,896 44| 23,157,341 23,991,703 35
O'AHU 41,827,689 40,478,710 33| 24,762,012 23,091,398 72| 17,065,677 17,387,312 1.8
MAUI COUNTY 24,777,892 24,073,277 29| 21,414,026 20,453,326 47| 3,363,866 3,619,952 7.1
MAUI 24,222,508 23,532,681 29| 20,929,572 19,982,474 47| 3,293,026 3,550,207 72
MOLOKA! 285,966 284,608 05| 252,394 249,429 12 33,572 35,179 46
LANA'I 269,328 255,989 52| 232,060 221,423 48 37,269 34,566 7.8
KAUA'I 10,108,788 10,388,952 27| 9,293,547 9,432,106 15| 815242 056,845  -14.8
HAWAII ISLAND | 12,978,052 12,783,660 15| 11,085,497 10,756,066 29| 1,912,556 2,027,594 5.7
HILO 2,350,444 2,495,205 -58| 2,001,647 2,074,168 -35| 348,798 421,037  -172
KONA 10,627,608 10,288,455 33| 9,063,850 8,681,897 44| 1,563,758 1,606,557 27
Table 5. Visitor Days by Month (Arrivals by Air)
2019 vs. 2018
TOTAL DOMESTIC INTERNATIONAL
% % %
2019 2018 e | 2019 2018 e | 2019 2018 L aNGE
JANUARY 8,076,194 7,972,914 13| 5,608,716 5,585,403 04| 2,467,478 2,387,511 33
FEBRUARY 6,843,755 7,039,064 -28| 4,778,006 4,820,992 -09| 2,065,749 2,218,071 6.9
MARCH 7,716,825 7,696,599 03| 5639153 5,495,607 26| 2,077,672 2,200,992 5.6
APRIL 6,885,015 6,717,076 25| 4,960,376 4,741,094 46| 1,924,639 1,975,982 26
MAY 7,035,854 6,818,290 32| 5494077 5,205,187 56| 1,541,778 1,613,103 4.4
JUNE 8,334,138 8,152,230 22| 6,666,332 6,304,198 57| 1,667,807 1,848,032 9.8
JuLy 8,878,983 8,492,558 46| 6,877,423 6,489,089 60| 2,001,559 2,003,469 0.1
AUGUST 7,840,392 7,292,311 75| 5765397 5,162,162 17| 2,074,995 2,130,148 26
SEPTEMBER 6,089,616 6,134,891 07| 4,353,655 4,359,621 04| 1,735,961 1,775,270 22
OCTOBER 6,577,024 6,409,659 26| 4,931,639 4,746,722 39| 1645385 1,662,937 1.1
NOVEMBER 6,635,121 6,680,708 07| 4,832,847 4,688,746 31| 1,802,274 1,991,962 95
DECEMBER 8,779,507 8,318,301 55| 6,627,462 6,134,074 80| 2,152,044 2,184,227 15

89,692,422
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Table 6. Average Daily Census by Island (Arrivals by Air)

2019 vs. 2018
TOTAL DOMESTIC INTERNATIONAL
% % %
2019 2018 vee| 2019 2018 e | 2019 2018 . ee
TOTAL STATE 245733 240,341 22| 182,288 174,611 44 63,445 65,731 35
O'AHU 114,596 110,901 3.3 67,841 63,264 7.2 46,755 47,636 138
MAUI COUNTY 67,885 65,954 29 58,669 56,037 47 9,216 9,918 =71
MAUI 66,363 64,473 2.9 57,341 54,747 47 9,022 9,727 72
MOLOKA!| 783 780 05 691 683 12 92 96 46
LANA'I 738 701 5.2 636 607 4.8 102 95 7.8
KAUA'l 27,695 28,463 2.7 25,462 25,841 -15 2,234 2,621 -14.8
HAWAI' ISLAND 35,556 35,024 15 30,316 29,469 2.9 5,240 5,555 57
HILO 6,440 6,836 -5.8 5,484 5,683 -35 956 1,154 -17.2
KONA 29,117 28,188 3.3 24,832 23,786 44 4,284 4,402 27
Table 7. Average Daily Census by Month (Arrivals by Air)
2019 vs. 2018
TOTAL DOMESTIC INTERNATIONAL
% % %
2019 2018 L vee| 2019 2018 L Nee| 2019 2018 . Vee
JANUARY 260,522 257,191 1.3 180,926 180,174 0.4 79,596 77,016 3.3
FEBRUARY 244,420 251,395 -2.8 170,643 172,178 -0.9 73,777 79,217 -6.9
MARCH 248,930 248,277 03| 181,908 177,278 26 67,022 71,000 56
APRIL 229,500 223,903 25| 165,346 158,036 46 64,155 65,866 26
MAY 226,963 219,945 32| 177,228 167,909 5.6 49,735 52,036 44
JUNE 277,805 271,741 22| 222211 210,140 57 55,504 61,601 938
JuLy 286,419 273,953 46| 221,852 209,325 6.0 64,566 64,628 0.1
AUGUST 252,916 235,236 75| 185,981 166,521 1.7 66,935 68,714 26
SEPTEMBER 202,987 204,496 07| 145122 145,321 01 57,865 59,176 22
OCTOBER 212,162 206,763 26| 159,085 153,120 3.9 53,077 53,643 A1
NOVEMBER 221171 222,690 07| 161,095 156,292 3.1 60,076 66,399 95
DECEMBER 283,210 268,332 55| 213,789 197,873 8.0 69,421 70,459 15

245,733
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Table 8. Visitors Staying Overnight or Longer (Arrivals by Air)

1957 — 2019
BOTH DIRECTIONS DOMESTIC INTERNATIONAL
Visitors % Change from Visitors % Change from Visitors % Change from
Previous Year Previous Year Previous Year
1957 168,652 26.2 126,816 239 41,836 335
1958 171,367 1.6 128,241 1.1 43,126 3.1
1959 242,994 41.8 196,731 53.4 46,263 7.3
1960 296,249 21.9 235,262 19.6 60,986 31.8
1961 319,476 7.8 208,387 -11.4 111,089 82.2
1962 361,812 13.3 231,308 11.0 130,504 175
1963 428,690 185 287,405 24.3 141,286 8.3
1964 563,412 314 419,280 45.9 144,132 2.0
1965 686,314 21.8 539,211 28.6 147,103 21
1966 834,732 216 629,564 16.8 205,168 395
1967 1,124,012 347 828,849 317 295,163 439
1968 1,313,706 16.9 952,821 15.0 360,885 22.3
1969 1,526,074 16.2 1,121,714 17.7 404,360 12.0
1970 1,745,904 14.4 1,273,639 13.5 472,265 16.8
1971 1,817,941 41 1,363,081 7.0 454,860 -3.7
1972 2,233,627 229 1,682,285 234 551,342 21.2
1973 2,622,376 174 1,942,714 155 679,662 233
1974 2,804,394 6.9 2,036,203 4.8 768,191 13.0
1975 2,818,082 05 2,028,068 -0.4 790,014 2.8
1976 3,213,249 14.0 2,327,399 14.8 885,850 121
1977 3,413,095 6.2 2,508,472 7.8 904,623 21
1978 3,676,967 7.7 2,766,012 10.3 910,955 0.7
1979 3,966,192 79 2,888,521 44 1,077,671 18.3
1980 3,928,789 -0.9 2,793,101 -3.3 1,135,688 54
1981 3,928,906 0.0 2,778,566 -0.5 1,150,340 1.3
1982 4,227,733 7.6 3,072,543 10.6 1,155,189 04
1983 4,356,317 3.0 3,219,219 48 1,137,098 -1.6
1984 4,827,884 10.8 3,499,419 8.7 1,328,466 16.8
1985 4,843,414 0.3 3,522,126 0.6 1,321,288 -0.5
1986 5,569,067 15.0 4,063,928 154 1,505,138 139
1987 5,770,585 3.6 4,040,204 -0.6 1,730,381 15.0
1988 6,101,483 5.7 4,041,878 0.0 2,059,605 19.0
1989 6,488,422 6.3 4,339,507 74 2,148,915 43
1990 6,723,531 36 4,315,161 -0.6 2,408,370 121
1991 6,518,460 -3.1 4,068,508 -5.7 2,449,952 1.7
1992 6,473,669 -0.7 3,791,945 -6.8 2,681,724 9.5
1993 6,070,995 -6.2 3,570,059 -5.9 2,500,936 -6.7
1994 6,364,674 48 3,813,279 6.8 2,551,395 2.0
1995 6,546,759 29 3,743,474 -1.8 2,803,285 9.9
1996 6,723,141 27 3,794,113 14 2,929,028 45
1997 6,761,135 0.7 3,890,798 25 2,870,337 -2.0
1998 6,595,790 24 4,014,140 3.2 2,581,650 -10.1
1999 6,741,037 22 4,255,621 6.0 2,485,416 -3.7
2000 6,948,595 3.1 4,446,936 45 2,501,659 0.7
2001 6,303,791 -9.3 4,224,321 -5.0 2,079,470 -16.9
2002 6,389,058 14 4,358,850 3.2 2,030,208 24
2003 6,380,439 -0.1 4,531,289 4.0 1,849,150 -8.9
2004 6,912,094 8.3 4,892,960 8.0 2,019,134 9.2
2005 7416,574 7.3 5,313,281 8.6 2,103,293 42
2006 7,528,106 15 5,550,125 45 1,977,981 -6.0
2007 7,496,820 -04 5,582,530 0.6 1,914,290 -3.2
2008 6,713,436 -10.4 4,901,893 -12.2 1,811,543 5.4
2009 6,420,448 -4.4 4,672,001 -4.7 1,748,447 -3.5
2010R 6,916,894 7.7 4,957,352 6.1 1,959,542 121
2011 7,174,397 3.7 5,127,291 34 2,047,106 45
2012 7,867,143 9.7 5,403,025 54 2,464,118 204
2013 8,003,474 1.7 5,405,300 0.0 2,598,174 54
2014R 8,196,342 24 5,486,059 15 2,710,283 43
2015 8,563,018 45 5,782,140 54 2,780,878 2.6
2016 8,821,802 3.0 5,968,779 3.2 2,853,023 2.6
2017R 9,277,613 5.2 6,239,748 4.5 3,037,865 6.5
2018 9,761,448 5.2 6,736,736 8.0 3,024,712 -04
2019 10,243,165 4.9 7,253,806 7.7 2,989,359 -1.2
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