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 HĀLĀWAI KŪMAU O KE KŌMIKE HOKONA KŪMAU 
KEʻENA KULEANA HOʻOKIPA O HAWAIʻI  

 
REGULAR MARKETING STANDING COMMITTEE MEETING 

HAWAI‘I TOURISM AUTHORITY 
 

Poʻakolu, 23 Kepakemapa 2020, 10:30 a.m. 
Wednesday, September 23rd 2020 at 10:30 a.m. 

 
Hālāwai Kikohoʻe  

VIRTUAL MEETING  
 

Hiki i ka lehulehu ke hālāwai pū ma o ka ZOOM. 
Teleconferencing will be live streaming via ZOOM. 

PUBLIC IS INVITED TO REGISTER IN ADVANCE FOR THIS MEETING:  
https://zoom.us/meeting/register/tJMtduqorTwtEtx7C2YnDoMb0fZDXoV3l--w 

 
AFTER REGISTERING, YOU WILL RECEIVE A CONFIRMATION EMAIL 

CONTAINING INFORMATION ABOUT JOINING THE MEETING.  
   
 

Papa Kumumanaʻo 
AGENDA  

 
 

1. Hoʻomaka A Pule 
Call to Order and Pule 

 
2. ʻĀpono I Ka Moʻoʻōlelo Hālāwai 

Approval of Minutes of the August 26th, 2020 HTA Marketing Standing Committee 
Meeting 
 

3.  Hōʻike No Ko HVCB Papahana Hokona A Papahana Hoʻomōhala Hou 
Presentation from HVCB Jay Talwar / Sr. VP & CMO on updates to marketing plans for 
welcoming back visitors 
 

4. Hōʻike No Ko HTJ Papahana Hoʻomōhala Hou 
Presentation from HTJ by Eric Takahata / Managing Director on overall recovery updates 
and welcoming back visitors 
 

5. Hōʻike No Ko Travelzoo Papahana Hokona  
Presentation from Travelzoo Josh Gershenson / Head of Business Development and 
Tanya Freund / Senior Sales Manage on how they target high-end travelers 

https://zoom.us/meeting/register/tJMtduqorTwtEtx7C2YnDoMb0fZDXoV3l--w
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6. Hōʻike No Ka Papahana ʻAha Kūkā Heʻenalu A Hoe Waʻa   
Update from Kalani Kaʻanāʻanā on Surfing & Canoe Paddling Advisory Group regarding 
the discussion of adding one board member on the Advisory committee 
 

7. Hoʻokuʻu  
Adjournment 

 
 
*** ʻAha Hoʻokō: Ua hiki i ka Papa Alakaʻi ke mālama i kekahi hālāwai kūhelu i kū i ka Hawaiʻi Revised Statutes 
(HRS) § 92-4. E mālama ʻia kēia hālāwai kūhelu nei ma lalo o ka § 92-5 (a)(4), § 92-5 (a)(8) and §201B-4(a)(2) no 
ka pono o ko ka Papa Alakaʻi kūkā a hoʻoholo ʻana i nā nīnūnē a nīnau i pili i ko ka Papa Alakaʻi kuleana me ko ka 
Papa Alakaʻi loio. He hālāwai kūhelu kēia i ʻole paulele ʻia ka ʻikepili a i mea hoʻi e mālama kūpono ai ko Hawaiʻi 
ʻano, he wahi i kipa mau ʻia e nā malihini.  
 
*** Executive Session: The Board may conduct an executive session closed to the public pursuant to Hawai‘i 
Revised Statutes (HRS) § 92-4. The executive session will be conducted pursuant to § 92-5 (a)(4), § 92-5 (a)(8) and 
§201B-4(a)(2) for the purpose of consulting with the board’s attorney on questions and issues pertaining to the 
board’s powers, duties, privileges, immunities, and liabilities; and to discuss information that must be kept 
confidential to protect Hawai‘i’s competitive advantage as a visitor destination.  
 
Kono ʻia ka lehulehu e nānā mai i ka hālāwai a hoʻouna mai i ka ʻōlelo hōʻike kākau ʻia no kēlā me kēia 
kumuhana i helu ʻia ma ka papa kumumanaʻo. Hiki ke hoʻouna mai i nā ʻōlelo hōʻike kākau ʻia ma mua o ka 
hālāwai iā ariana.kwan@gohta.net. Inā pono ke kōkua ma muli o kekahi kīnānā, e hoʻomaopopo aku iā Ariana 
Kwan (973-2254 a i ʻole ariana.kwan@gohta.net), he ʻekolu lā ma mua o ka hālāwai ka lohi loa. 
 
Members of the public are invited to view the public meeting and provide written testimony on any agenda item. 
Written testimony may be submitted prior to the meeting to the HTA by email to ariana.kwan@gohta.net; Any 
person requiring an auxiliary aid/service or other accommodation due to a disability, please contact Ariana Kwan 
(973-2254 or ariana.kwan@gohta.net) no later than 3 days prior to the meeting so arrangements can be made. 
 

mailto:ariana.kwan@gohta.net
mailto:ariana.kwan@gohta.net
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Approval of Minutes of the  

August 26th, 2020 
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MARKETING STANDING COMMITTEE MEETING 
HAWAI‘I TOURISM AUTHORITY 
Wednesday, August 26, 2020 

Virtual Meeting 

MINUTES OF MARKETING STANDING COMMITTEE MEETING 

COMMITTEE MEMBERS PRESENT: Kelly Sanders (Chair), Fred Atkins, George 
Kam, Kyoko Kimura, Sherry Menor-
McNamara, and Benjamin Rafter 

HTA STAFF PRESENT: Chris Tatum, Keith Regan, Pattie Herman, 
Marc Togashi, Marisa Yamane, Kalani 
Ka‘anā‘anā, Caroline Anderson, and Jennifer 
Chun 

GUESTS: Eric Takahata, Jay Talwar, Darragh Walshe, 
Susan Webb, and Irene Lee 

LEGAL COUNSEL: Gregg Kinkley 

1. Call to Order and Pule: 

Keith Regan, HTA Chief Administrative Officer, called the meeting to order at 1:02 p.m. Mr. 
Regan provided instructions to the general public with regard to submitting testimony. He 
confirmed the attendance of the Committee members by roll call. Mr. Regan turned the 
floor over to Chair Kelly Sanders. Kalani Ka‘anā‘anā, HTA Director of Hawaiian Cultural 
Affairs and Natural Resources, opened the meeting with a pule. 

2. Approval of Minutes of the July 29, 2020 HTA Marketing Standing Committee Meeting: 

Chair Sanders requested a motion to approve the minutes of the July 29, 2020 HTA 
Marketing Standing Committee meeting. George Kam made a motion, which was seconded 
by Fred Atkins. The motion was unanimously approved. 

3. Presentation of Oceania GMT on the Recovery for 2020 and Brand Marketing Plan for 
2021: 

Chair Sanders recognized Darragh Walshe of Hawai‘i Tourism Oceania (HTO) to present on 
the Oceania GMT’s recovery and brand marketing plan. Mr. Walshe reported that the 
borders for Australia and New Zealand remain closed except for repatriation and special 



 
 

     
     

    
   

      
  

   
  

     
       

    
  

     

   
    

     
   

     
 

    
   

   
   

   
    

   
     

     
    

 

    
  
   

    
  

      
  

 
     

   
  

circumstances. He noted that being able to close their borders has significantly helped 
reduce the impact of COVID-19, but they are battling second waves in certain areas. He 
noted that conversations have been taking place about reopening international travel with 
regard to safety measures and travel bubbles. Mr. Walshe said a trans-Australia and New 
Zealand travel corridor had been the hope, but the second waves have slowed those 
discussions. He added that a possible Tasman travel bubble and international travel to the 
Cook Islands is expected before the end of the year. Mr. Walshe said travel to those 
destinations can serve as a template to expand to other international destinations. 
However, he noted that long haul international travel likely will not resume until the first or 
second quarter of 2021. Mr. Walshe said that Australians and New Zealanders are ready to 
travel. He explained that the results of a traveler sentiment survey were promising and 
showed that 60% of those surveyed intend to travel within the next 6 or 12 months and 
76% selected Hawai‘i as their next international destination preference. 

Mr. Walshe said repeat travelers will be an important focus. He added that the post-COVID-
19 target traveler will have new priorities such as health and safety, connecting with nature, 
escaping the crowds, and rejuvenation. These target travelers have been identified as 
authentic experiencers and cultural explorers. Mr. Walshe noted that these target travelers 
align well with the HTA Hawai‘i brand message. He said the recovery plan is aligned with 
HTA leadership input and the other markets. Mr. Walshe said there will be a three stage 
recovery plan: (1) Inspiration, (2) Brand Depth, and (3) Conversion. Mr. Walshe explained 
that the first stage, Inspiration, will focus on Hawai‘i’s natural landscape, beauty, and 
culture and reinforce brand perceptions. He added that HTO will introduce the 
#dreamingofhawaii and incorporate ambassador messaging from the Rooted Campaign. The 
second stage, Brand Depth, will inspire and motivate the desire of future visitors to choose 
Hawai‘i with a heavy focus on digital marketing and public relations activity. In the third 
stage, Conversion, HTO will work with the airlines, trade partners, and Hawai‘i visitor 
industry to help convert that demand into bookings. Mr. Walshe said HTO will introduce the 
#LetHawaiiHappen, which will convey the right message and pull on rich content already 
available. He noted that the campaign will be digital and have substantial reach and 
engagement. 

Chair Sanders asked if international travel is expected to return in the first or second 
quarter of 2021, and if Hawai‘i will be on the forefront. Mr. Walshe responded that it is 
difficult to determine at this time, but he does not think that Hawai‘i will be a part of the 
first wave of international destinations. He noted that the first wave will likely be an 
Australia-New Zealand travel corridor and then other South Pacific destinations like the 
Cook Islands because of its close affiliation with New Zealand. He said Australia and New 
Zealand are taking a strict approach to their destination partnerships and looking at 
destinations almost or currently free of COVID-19. Mr. Walshe noted that it will be a 
progression, but in talking with the market, industry, and airlines, there is a lot of optimism. 
However, he added that the second quarter of 2021 is more likely for a resumption of travel 
to Hawai‘i. 
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Kyoko Kimura noted that Qantas and JetStar have suspended flights until next year, and 
Hawaiian Airlines has suspended flights until December. Mr. Walshe replied that Qantas will 
likely not resume long haul international travel until the middle of next year, but is leaving 
the opportunity open to move that date up. He added that New Zealand sees the next 
couple of years as trans-Pacific focused, which includes Hawai‘i. 

Sherry Menor-McNamara asked Mr. Walshe to clarify the target demographic for HTO’s 
marketing campaign. Mr. Walshe responded that the profiled traveler type is identified as 
authentic experiencers or cultural explorers, and their priorities are connecting with nature, 
rejuvenation, escaping the crowds, and authenticity. He added that there is good alignment 
and opportunity with the Hawai‘i brand and customer experience. 

Pattie Herman, HTA Vice President of Marketing and Product Development, asked that if 
the 14-day quarantine is lifted, will that change JetStar’s, Qantas’, and Hawaiian Airlines’ 
decision to not travel between Hawai‘i and Australia or New Zealand. Mr. Walshe 
responded that it depends on the respective governments. He noted that both Australia 
and New Zealand have been conservative with their approach to opening their borders. He 
added that the public sentiment is to keep the borders closed at this stage. Mr. Walshe said 
there has to be a development or change in sentiment for progress to be made. He said the 
airlines will follow suit and start opening access if that occurs. Ms. Herman asked if the 
focus of HTO’s activities will be more educational. Mr. Walshe responded in the affirmative 
and said that at the moment, there has not been a large push toward consumer marketing. 
The focus has been on travel trade training and education. He added that hopefully HTO can 
activate its marketing campaign by the end of the year. 

Chair Sanders invited the public to provide testimony, and there was none. 

4. Presentation of S. Korea GMT on the Recovery Plan for 2020 and Brand Marketing Plan for 
2021: 

Chair Sanders recognized Irene Lee of Hawai‘i Tourism Korea (HTK) to present on the Korea 
GMT’s recovery and brand marketing plan. Ms. Lee reported that it has been 6 months 
since the first outbreak in Korea and that Korea is one of the leading examples of how to 
best control COVID-19. She said the Korean economy is strong and performing better than 
others. Ms. Lee said that consumer sentiment can be described with four phrases: (1) safety 
and cleanness, (2) HOLO (online shopping), (3) domestic travel and family, and (4) 
sustainable and responsible travel. 

Ms. Lee said that HTK’s focus will be to revitalize market demand, refresh images of Hawai‘i 
as a safe, sustainable, and clean destination, inspire Korean travelers to visit Hawai‘i, and 
leverage HTK-owned channels, media contacts, and communication platforms. She noted 
that HTK will target repeat visitors, and the aim will be to keep the destination brand alive 
and at the forefront of people’s minds. Ms. Lee said that all three major airlines have 
suspended flights to Hawai‘i. However, she noted that Korean Air and Asiana are flying to 
eight U.S. Mainland and four European destinations, respectively. She added that once 
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Hawai‘i’s borders open, there is no question that the airlines will resume flights to Hawai‘i. 
Ms. Lee explained that HTK is planning five major campaigns. She said the first is the It’s 
Time Campaign, in which HTK will make 16 content posts on NAVER’s (described as Korea’s 
version of Google) travel section. The second campaign is a social media campaign in which 
professional influencers visit and experience Hawai‘i and produce content featuring Hawai‘i. 
The third campaign is the Safe and Sustainable Hawai‘i campaign. Ms. Lee said the target is 
thoughtful visitors, and HTK will implement large-scale online advertising that feature 
Hawai‘i as a safe destination with sustainable natural resources, cultural authenticity, and 
unique culinary experiences. She added that this campaign will be in cooperation with 
consumer brands known for sustainability in the market. The fourth campaign is the HOLO 
Campaign in which HTK will work with wholesalers, retailers, and agencies specializing in 
honeymoons to maximize outbound travel demand and accelerate booking of Hawai‘i tour 
products. The fifth campaign is called Aloha Specialist University, which will educate travel 
agents in ho‘okipa and kuleana to better represent the Hawai‘i brand authentically in the 
Korean market. Ms. Lee said HTK hopes to position Hawai‘i at the forefront when the 
market opens. 

Mr. Atkins asked for more information on HTK’s community enrichment program and what 
type of influencers will be involved. Ms. Lee responded that HTK will work with HTA and 
HVCB to select photographers, sports instructors, artists, chefs, and writers who have a high 
number of followers in the Korean market. For community enrichment, HTK will promote 
local festivals and events and regional activities by sending messages, news updates, and 
information in newsletters and in social media activities. 

Chair Sanders invited the public to provide testimony, and there was none. 

5. Presentation of Canada GMT on the Recovery for 2020 and Brand Marketing Plan for 
2021: 

Chair Sanders recognized Susan Webb of Hawai‘i Tourism Canada (HTC) to present on the 
Canada GMT’s recovery and marketing plan. Ms. Webb reported that the COVID-19 
numbers in Canada remain low, and Canadians are confident about their COVID-19 
mitigation efforts. In British Columbia, a major Hawai‘i market, there have been no new 
cases. Ms. Webb noted that the economic forecast has been bleak and the tourist industry 
in particular has been devastated, but future indicators are looking more positive. She 
added that the Canadian Dollar is currently weak against the U.S. Dollar, which may be a 
deterrent for Canadians to travel to Hawai‘i. She noted that no major airlines have direct 
flights to Hawai‘i, and no flights are booked or planned. Ms. Webb said there have been 
positive discussions with Air Canada though the Canadian border remains closed until 
September 21st. She noted that the current sentiment in Canada is to keep the border 
closed. Ms. Webb added that Canada has a 14-day quarantine in place for travelers 
returning to Canada. She said that two Canadian insurance companies will cover COVID-19-
related illnesses abroad, which is a big development. Ms. Webb expressed the belief that 
the Canada market will be one of the first to return, and Canadians are ready to travel. 
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Ms. Webb anticipates that the Canadian snowbird market will be a large segment when the 
borders reopen. She said HTC will be focused on training, webinars, getting travel agents to 
sign up for the Hawai‘i Destination Specialist Program, and the MCI market. She said HTC 
will host the Aloha Canada Seminar, a virtual trade show, for travel agents across Canada on 
the weekend of December 3rd. She added that HTC will continue its webinar campaigns, 
newsletters, put out Kuleana and Rooted Campaign content, and remain in constant contact 
with its partners in Hawai‘i and Canada. Ms. Webb noted that the target audiences will be 
romance, high value, cultural and environmental experience seekers, and snowbirds. She 
added that HTC has a strategy in place for a second wave during flu season in Canada, but 
will continue its consumer strategy to address it. Ms. Webb said HTC will continue to offer 
promotions to travel agents to sign up for its specialist program to sell Hawai‘i properly to 
the right travelers and continue its public relations and social media campaigns. Ms. Webb 
noted that HTC’s public relations strategy will be thematically aligned with the HTA Four 
Pillars and shared with influencers and traditional media. Ms. Webb shared that in Backster 
Publication’s travel trade publication, Hawai‘i was named the best destination for the South 
Pacific and the number one honeymoon destination. She added that Hawai‘i has received 
these awards two years in a row. 

Chair Sanders invited the public to provide testimony, and there was none. 

6. Presentation of HTJ by Eric Takahata/Managing Director of their newly created Safety 
Protocol Video for the Japanese consumers and travel trade: 

Chair Sanders recognized Eric Takahata of Hawai‘i Tourism Japan (HTJ) to provide a market 
update and present HTJ’s new safety protocol video. Mr. Takahata reported that the COVID-
19 situation in Japan is mostly controlled with some minor spikes in Tokyo. He said talks 
about creating a travel corridor with Japan have stalled and been put on hold by the 
Japanese government due to the spike in Hawai‘i’s numbers. He noted that testing capacity 
is increasing rapidly in Japan. The major airports have the capacity to test about 10,000 
people per day. Mr. Takahata added that much of it has to do with the Olympics next year. 
He reported that the Japanese are ready to travel as soon as Hawai‘i is ready. Mr. Takahata 
said four flights took place in August at 90% load capacities with no issues. He noted that 
the recovery plan has been implemented smoothly, on time, and on budget. 

Mr. Takahata described the recovery plan in three phases. He said Phase 1 revolved around 
communication to Japan about Hawai‘i’s situation. He said that in Phase 2, HTJ started to 
warm up for travel. He said HTJ continues to engage with the travel trade industry and 
consumers. He added that HTJ is ready for Phase 3 when Japanese visitors resume travel. 
Mr. Takahata said Hawai‘i needs to get the situation under control as it enters Honolulu 
Marathon season. He reported that the Hawai‘i at Home platform has been very successful, 
and HTJ has worked with top chefs and musical artists like Roy Yamaguchi and Alan Wong to 
engage the Japanese community. The programs include interactive cooking lessons as well 
as drawing lessons with top artists from POW! WOW! in Kaka‘ako. He added that the 
programs have been so popular that HTJ has needed multiple sessions to accept everyone 

5 



 
 

   
    

   
       

   
     

     
     

     
       

    

   
     

        
     

       
    

 

   
   

     
    

    
 

   

   
 

      
  

     
   

   
    

    
    

    
      

  
   

who wants to participate. Mr. Takahata said they have begun 3D virtual tours of Hawai‘i 
attractions like ‘Iolani Palace, Bishop Museum, and other attractions. He noted that there is 
a nonprofit support component in which Japanese participants can donate, and 100% of the 
proceeds go to these organizations. He reported that the Aloha Program, HTJ’s destination 
specialist program, continues to roll on in a robust way, and membership is up 127%. He 
said HTJ’s online seminars have reached over 4,000 agents who can engage with various 
local stakeholders. Mr. Takahata noted that the safety video is time-sensitive as many 
destinations have already released similar videos. He added that Hawai‘i is one of the 
biggest markets and needs a safety video in the market. He said most of the filming is 
complete and should be ready by the middle of September. He said HTJ’s messaging will be 
very much in line and consistent with HTA’s imaging, branding, and messaging. 

Chair Sanders asked when HTJ would launch the video. Mr. Takahata responded that it will 
be ready by September 15th or 16th, but would like to share the video with the Committee 
and Board prior to releasing it. Chair Sanders asked for a market forecast for the end of the 
year. Mr. Takahata forecasted about 15% to 20% of market recovery, but as the reopening 
is delayed that number becomes smaller. He said the Honolulu Marathon opened for 
registration in Japan, and the estimate is that 5,000 to 6,000 marathoners will register 
though that number is usually 15,000 to 16,000. 

Ms. Kimura asked if there is no refund if the marathon is canceled. Mr. Takahata responded 
that the person can receive credit for the next marathon. 

Ms. Herman asked if marathons are open in Japan. Mr. Takahata responded that marathons 
after April had been canceled. Ms. Herman asked if 5,000 to 6,000 marathoners have 
already booked. Mr. Takahata responded that those are not confirmed bookings, but rather 
the expected number. 

Chair Sanders invited the public to provide testimony, and there was none. 

7. Presentation of HVCB Jay Talwar/Sr. VP & CMO of the newly updated video, social media 
messages and media strategy: 

Chair Sanders recognized Jay Talwar of HVCB to present a market and media strategy 
update. Mr. Talwar reported that travel sentiment remains low. He noted that if people are 
traveling, it is mainly regional flights, and people are concerned about the economy and 
COVID-19. He added that expectations for travel in the fall have dropped dramatically. Mr. 
Talwar noted that less than 10% of people participating in the traveler sentiment surveys 
would be unhappy to wear a mask after the 14-day quarantine is lifted. He said resident 
sentiment has shifted dramatically and more people want tourism to resume due to an 
increase in layoffs and furloughs. Mr. Talwar said the message and target strategy will be 
focused on attracting visitors who will leave Hawai‘i better than when they arrive. The 
message will not only be that it is time to come back to Hawai‘i, but also time to give back 
to Hawai‘i. He added that the messaging needs to be aligned with these new directions. He 
said HVCB is putting together social media mood boards that present the destination 
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appropriately, highlighting the spectacular environment, wide open spaces, the ability to 
recharge and reinvigorate, the cuisine, and the multi-ethnic background and blend of 
cultures. 

Mr. Talwar said HVCB has begun reaching out to and engaging with local ambassadors 
through the Island Chapters. He noted that another focus is talking to visitors about how to 
give back through voluntourism programs. He added that Caroline Anderson, HTA Director 
of Community Enrichment, and Mr. Ka‘anā‘anā have helped to identify those programs. Mr. 
Talwar said HVCB is working with Facebook, Instagram, YouTube, and Pinterest, and HVCB’s 
content will be cut down so that it works on social media. He added that it is important for 
residents to know how the visitor industry is speaking with visitors. 

Mr. Talwar said HVCB is working on a digital travel guide, developing content, and sharing it 
through its social media handles. He noted that the target is still the avid traveler with a 
focus on the four major markets in Los Angeles, San Francisco, Portland, and Seattle. He 
said HVCB is focused on three segments of travelers: (1) Ready to Go (repeat visitors), (2) 
the Mindful Traveler, and (3) Ready to Give. Mr. Talwar explained that this targeting is 
based on offline and online signals and behaviors. He added that HVCB’s media plan 
revolves around the October 1st reopening date. He noted that HVCB has been in 
discussions with several hoteliers about promotional activity, such as free nights if guests 
engage in voluntourism activity. He wants to show residents that the visitor industry is 
committed to the right visitors, not just numbers and arrivals. He also discussed kamaʻāina 
staycation plans in which visitors and residents can come together for a positive impact. 

Chair Sanders invited the public to provide testimony, and there was none. 

8. Presentation and approval of establishing a Surfing & Canoe Paddling Advisory Group: 

Chair Sanders recognized Mr. Ka‘anā‘anā to present a proposal on establishing a Surfing and 
Canoe Paddling Advisory Group. Mr. Ka‘anā‘anā reported that he has been in touch with 
people in the community to get a sense of what is important to them as this work moves 
forward. He said the main thing he has heard is a desire for it not to be Oʻahu-centric. He 
noted that he needs more time to put the details together. Mr. Ka‘anā‘anā said he and 
Senator Glenn Wakai have been in discussions about selecting Hawai‘i as the official training 
site for the U.S. Olympic Surfing Team. He added that he has begun working with 
community partners and will start to get them looped in to this work. Chair Sanders 
expressed support for the advisory group and suggested that someone from the Board 
should be on the advisory group as a connection to the Board. Benjamin Rafter agreed that 
a Board member should on the advisory group to be engaged and involved. Chair Sanders 
said he will recommend establishing the advisory group to the full Board with more 
information to follow from Mr. Ka‘anā‘anā. 

Chair Sanders invited the public to provide testimony, and there was none. 
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_______________________________________ 

9. Adjournment: 

The meeting adjourned at 2:42 p.m. 

Respectfully submitted, 

Reyn S.P. Ono 
Recorder 
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Marketing Standing Committee Meeting

Hawai‘i Visitors & Convention Bureau Re-opening Plan Update
September 23, 2020

H a w a i ‘ i  T o u r i s m  A u t h o r i t y



Agenda

1. Market Insights

• Travel Mindset

2. Communications Plan

• Objective

• Overview

• Messaging

• Industry Partnership
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Market Insights



The Harris Poll: COVID-19 in the U.S.
Working in an Environment of Fear



U.S. Resident Travel 
Sentiment Remains Low, 
Tourism Recovery Will Start 
Slowly

5

• 53.5 percent now say they’ll probably take more 
regional trips while avoiding long-haul trips due to 
the coronavirus.

• The average distance away from home for 
American travelers’ commercial airline trip is 
reported to be 1,007 miles.

• 83.5 percent of travelers expressed some level of 
concern for the national economy.

• 68.6 percent of Americans say they have some 
level of concern about contracting the virus.

Many American travelers are pushing their air trips to 2021.
Over one-third (34.3%) said they expect to take their next 
commercial airline trip sometime next year and haven't 

decided on a specific date.

Source: Destination Analysts Coronavirus Travel Sentiment Index Report Waves 22-27



Expectations for the Coronavirus Outbreak



Expectations for Pandemic's Course at the End of 2020



Likelihood of taking a domestic leisure trip 
in the next six months



Likelihood of purchasing travel in the next 12 months

43.1%

18.1% 17.6%

12.8%

8.4%

Very likely Likely Somewhat likely Not very likely Not at all likely

Source: HVCB analysis of YouGov data as of August 30, 2020



Next Leisure Destination

Source: HVCB analysis of YouGov data as of September 6, 2020



Perception of COVID-19 Pre-Test/14 Day Quarantine Requirement



53%

51%

42%

40%

40%

39%

38%

37%

36%

Going to the office

Staying in a hotel

Flying on an airplane

Going to school

Going to the gym

Going to theme parks

Attending a large social gathering

Taking public transit

Going to a sporting event/concert

How comfortable would you be doing each of the following if you 
were able to get a rapid COVID-19 test beforehand?

Source: HVCB analysis of Harris Poll COVID-19 Wave 27 (August 28-30)



Hawaii Residents – How rapidly do you think the policy of 
discouraging tourists from coming should be changed?

17%

21%

16%

22%

21%

22%

61%

58%

62%

Statewide

Neighbor Islands Only

O‘ahu Only

Phase 1 (May 5-10)

Changed immediately

Change in the next few
weeks

Change in two months or
longer

Source: HVCB analysis of SMS Community Pulse Survey

19%

24%

16%

35%

28%

38%

46%

48%

46%

Statewide

Neighbor Islands Only

O‘ahu Only

Phase 2 (June 11-17)

36%

21%

43%

19%

27%

16%

45%

52%

41%

Statewide

Neighbor Islands Only

O‘ahu Only

Phase 3 (July 31 – August 8)



Hawaii Residents – What is your employment situation now?
(Of those working in February 2020)

Source: HVCB analysis of SMS Community Pulse Survey

Click to add text



It’s Time



Attract visitors who will leave Hawai‘i 
better than when they arrived.

We’ll let visitors know that it’s not 
only time to come back to Hawai‘i. 

It’s time to give back to Hawai‘i.

Communications Objective



• Maintain Brand Integrity
• Share Destination Health 

& Safety Protocols
• Dial-Up Mindful 

Traveler Messaging
• Local Ambassadors sharing their 

values 
• Deliver Messaging:

• Pre-Arrival
• Post-Arrival

Communications Strategy



Re-Opening Communications Plan

9/16 9/17

Governor Ige 
Announces Pre-Test 

Program

New 
Guidelines updated 
on Gohawaii.com

Re-opening details 
distributed to HVCB 

membership/industry 
partners, OTAs and 

Airlines

Launch Info 
distributed to 
extensive list 

of media, travel 
trade partners 

and agents

Week of 
9/20

Outreach to 
key regional 
and national 

media

Ongoing 
discussions 

with industry 
(airlines, hotels) 
on marketing 
partnerships

Alignment with 
Ambassadors 

Statewide

Initiate 
communications 

to residents

Email 
entry protocol to 
consumer email 

opt-ins

Week of
9/27

Continue 
pitching and 
hosting virtual 
media blitzes

Week of
10/4

Week of 
10/11

Continue outreach 
to key regional and 

national media

Pitch virtual
media blitzes

Continue 
enrolling industry 

partners to 
participate and to 

share on-island 
video messaging

11/5 – 12/31

U.S. Paid Media
Campaign Begins

Instagram
Facebook
YouTube
Pinterest

OTT (Over The Top) TV
Programmatic Digital 

Video
Mobile/Tablet/Desktop 

Display
Email Marketing

Launch on-island 
messaging:

Videos shared on 
Email Confirmations

from Hotel and 
Airline Industry 

Partners

Inflight Video

In-Room Video

Facebook and 
Instagram geo-

targeted to Visitors 
and Residents on-

island

10/15

Begin hosting 
partner 

influencers

Begin Hosting 
individual media



Re-Opening Communications Plan - Initial Results



Re-opening Campaign Paid Media Launch

Social Media OTT Video Digital Display
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PAST For months, we have closed our islands to outside visitors to keep our home and people safe.

PRESENT Now, it’s time to reopen our home to visitors to help rebuild our economy, restore jobs and share 
aloha with the world. But we must do so thoughtfully. Our mission is to drive awareness of the reopening and 

ultimately get tourism numbers back up, but we have to reset our approach to accomplish this. It can no longer 
just be about reaching and inspiring Avid Travelers to go to Hawai‘i.

FUTURE We need to guide visitors to experience Hawai‘i on a deeper level with an invitation that places greater 
emphasis on connecting with the community and our culture, following safe health practices, giving back to the 

destination and helping to preserve it for the future.

H A W A I ‘ I  I S  B A C K  O P E N
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It’s more than where you go. It’s how you stay.



Kuleana



It’s Time
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As tourism reopens this year, we’re not just inviting travelers to Go Hawai‘i.
We’re welcoming them to stay in a new way. 
To take the time to really know each island.

To form a deeper connection with our culture. 
When they travel mindfully and Mālama Hawai‘i, they’ll have a more enriching experience

and leave with a trip that truly stays with them.

MĀLAMA HAWAI‘I
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Stay Open 
From staying open to new 
experiences to enjoying 
wide open spaces, we’ll 
bring soft adventures to life 
– shining a light on social 
distancing-friendly 
environments.

Stay Involved
We’ll highlight all the 
ways visitors can give 
back during their visit. 
Everything from 
sustainable activities to 
voluntourism will be put 
in the spotlight, showing 
how they can make a 
positive impact on the 
Hawaiian Islands.

Stay Connected 
Embrace moments that
help visitors stay present
and connected – to each 
other and to themselves. 
With an emphasis on 
romance, rejuvenation, 
and wellness, we'll provide 
a sense of calm that we
could all use right now.

MĀLAMA HAWAI‘I

Stay Mindful
By getting to know the 
local culture and 
community, travelers will 
walk away with a deeper 
understanding – and why 
it's so important 
to Mālama Hawai‘i 

Stay Safe
Health and safety are 
top of mind as Hawai‘i 
reopens. So when we 
welcome visitors back, 
we'll also keep them 
informed – with all the 
ways they can exercise 
caution as they explore 
the islands.

Our content and messaging framework will serve as a mindful travel guide inspiring visitors to take 
care of Hawai‘i and themselves during their stay for a more enriching experience.

Mālama Hawai‘i means inviting visitors to:
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MĀLAMA HAWAI‘I

The Hawai‘i Tourism Authority, in partnership with a statewide alliance of private industry 
partners including hotels, airlines and volunteer organizations, are coming together with an 

initiative to encourage mindful and ultimately regenerative tourism by giving visitors an 
opportunity to stay an extra day at no charge if they participate in a voluntourism activity.

The Mālama Hawai‘i program will help us maintain the beauty of Hawai‘i for future generations 
and will provide visitors with a more meaningful and enriching travel experience.
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M Ā L A M A  H A W A I ‘ I

0:15 Social Video Ad 

Sample script:

This is an invitation
Not just to stay here
This is an invitation
To stay connected
Stay open
Stay mindful
It’s more than where you go
It’s how you stay
Mālama Hawai‘i

Social Post Copy:

As Hawai‘i reopens, we welcome you with an open heart, and with 
an invitation – to Mālama Hawai‘i. To put it simply, Mālama means 
to take care - of our earth, ourselves and each other. And by doing 
so, you'll experience a deeper connection and a stay that really 
stays with you.

To stay connected

Stay open Stay mindful

This is an invitation

It’s more than where you go. It’s how you stay.

# M A L A M A H A W A I I

Sample frames from script
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“"Mahalo for helping me keep 
the ocean healthy when you 

Mālama Hawai‘i.”

M Ā L A M A  H A W A I ‘ I

Ambassador Invitations

Building on our reopening efforts, we'll 
create a series of invitations from 
ambassadors speaking to their own 
personal connection with mālama, and 
welcoming visitors to Mālama Hawai‘i 
when they visit. # M A L A M A H A W A I I
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P R O G R A M M I N G

MĀLAMA HAWAI‘I OFFER
As hotels around the state reopen their doors, let’s 
come together as one ‘ohana and give our guests the 
opportunity to stay a free night if they engage in a 
volunteer project to help regenerate the natural 
beauty and culture of Hawai‘i.
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K E Y  C H A N N E L S

How We’ll Promote The Program

Hawai‘i Visitors & Convention Bureau
- National & local media outreach 
- Social media & email 
- Paid media in LA, SF, PDX, SEA
- Spotlight on GoHawaii.com

Industry Partners
- Social media & email
- Influencer visits
- Direct sales calls
- Package development
- Participation in press release and media outreach

Social mock-up

"Hawai‘i says 
aloha again to 
tourists - and 
welcomes them to 
stay longer if 
they give back"



Flying into Hawaii



Mahalo



 
Agenda Item #4: 

 
Presentation from HTJ on 

overall recovery updates and 
welcoming back visitors 

 
 
 
 
 
 



~Japan Market Updates~
September 23, 2020



Japan Market Current Situation



Japanese Political Situation

• New Prime Minister elected; PM 
Suga who was Abe’s chief cabinet 
secretary. 

• Abe’s initiatives and foreign policy 
are likely to be continued.

• Suga will focus on COVID-19 and 
economic recovery.



Japan’s COVID-19 Cases (as of 9/18)

Population
United States Japan Hawai‘i Tokyo
330.14 million 125.9 million 1.41 million 14 million

Cases of COVID-19 in the US, Hawai‘i and Japan
U.S. Hawai‘i Japan

Total Cases 6,656,799 11,217 78,176
Recovered NA 4,394 70,366

Deaths 197,116 120 1,499

Comparison of cases in Hawai‘i and Japan per 
capita (100,000)

Hawai‘i Japan
Confirmed Cases 794 62
Source: https://web.sapmed.ac.jp/canmol/coronavirus/japan.html?y=1&d=0

https://nam12.safelinks.protection.outlook.com/?url=https%3A%2F%2Fweb.sapmed.ac.jp%2Fcanmol%2Fcoronavirus%2Fjapan.html%3Fy%3D1%26d%3D0&data=02%7C01%7C%7Ca435686d673d44fe32a808d8486c68ed%7C84df9e7fe9f640afb435aaaaaaaaaaaa%7C1%7C0%7C637338977774963304&sdata=%2FHxkYq2fdk5oY5SUYt9uZGvN7UBbMJMGK8oxldkGjlg%3D&reserved=0


Overview
Phase1 Phase2 Phase3

4                   5 6 7                    8                     9                    10                  11                   12

Consumer Education

Safety Protocol message &  Voices from Hawai‘i

Digital Marketing / SNS campaign (Pono Travelers)  

Virtual Hawai‘i

Partner Collaborations

Virtual Online Event 
“Hawai‘i Expo”

Online Education and Travel Trade Website Development 

Japan Summit / 
Seminars

Direct 
Consumer

Advertising
PR & MKT

*Utilize created HVCB assets 

Travel Agents

Hawai‘i at Home (Interactive/Engagement)

Phase 1 Phase 2 Phase 3 Event Ramp-up
Hawai‘i Expo

Recovery campaign
(Pono Travelers) 



HTJ Activities
~April to September~



HTJ Activities

COVID-19 
Information 

Updates

• Translated to Japanese and posted on the same day to 
the AllHawaii.jp site

• Created a portion to share on                        partners’ 
safety guidelines

• Website/Video Development

Marketing
• Conducted Hawaiʻi at Home (started 4/17~)                      

141 topics, PV: 840,370   UU: 660,052
• SNS campaign:10.9 million impressions
• Consumer sentiment survey: 56,261 surveys collected

Media Relation
• 19 Media exposures (2 Prints, 7 Online, 10 TV), 

222,688,719 Impressions, $15,328,066.47 AVE
• Conducted Media meeting to provide updates



HTJ Activities 

Education 

• Travel Trade Webinar:3,800+ Agents participated,  
14 partners involved

• Aloha Program Webinar: Over 3,600 member 
participated (held every Thursday)     

• Aloha Program 6,949 new members recruited

Partner 
Relations

• 25 Partner meetings 
• Webinar involvement
• COVID-19 Information Updates

Preparation for 
Reopening

• Community outreach: Iolani Palace, Bishop Museum, 
PVS, Malama Pono etc.

• Responsible Tourism initiatives: Microsite development
• SDGs: MICE, Edu-tourism



COVID-19 Microsite Development

❶ Promote tourism recovery from Japan after 
the mandatory 14-day quarantine is lifted

❷ Communicate Hawai‘i’s infection status and 
safety with the safety protocol initiatives 
implemented

❸ Eliminate anxiety and doubts amongst 
travelers, by providing pre-travel information 
for Hawai‘i and assistance during travels



   



COVID-19 Safety Protocol Video

❶ Communicate the message of “ALOHA” 
and the concept of the “PONO TRAVELER”

❷ Accurately communicate Hawai‘i’s safety 
protocol initiatives

❸ Match tone with branding concept 



COVID-19 Safety Protocol Video



Hawai‘i Tourism 4 Pillars



   

Partner Participation



Online Japan Summit & Hawai‘i Seminar 2020
Date
Immediately proceeding the resumption of travels between Japan and 
Hawai‘i

Day 1: Hawai‘i Seminar 
Over 1,000 attendees

Day 2: Japan Summit 
500 attendees from key 
travel agencies

Participation fee:      
FREE

Hawaiʻi Seminar 2020

Hawaiʻi Seminar 2020



Virtual Event “Hawai‘i Expo”

Date: December 2020 or Q1 2021 
Target: 50,000+ consumers
Fee: FREE 



Education

Direct consumer 
Promotions

• Hawai‘i at Home 
(continued)

• Virtual Hawaiʻi

Travel Trade
• Webinar
• New Normal Story 

Information

Media
• Webinar
• New Normal Story 

Pitch



Mahalo nui loa
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Agenda Item #5: 

   

Presentation from Travelzoo on 
how they target high-end 

travelers 
 
 
 
 
 
 



HAWAI’I TOURISM

RECOVERY 

Targeting High-End Travelers

September 23, 2020



Hawaii Tourism Authority – September 23, 2020

1Travelzoo Overview

Trusted Source 
Vetting travel content for over 20 years

Diverse Products 
Performance-driven products and native content products

High Touch Content 
Unmatched travel industry knowledge  

Irresistible actionable content

Large Closed-User Group 
14 million members in the U.S.

30 million members worldwide

Influences Bookings
52% of Travelzoo members booked a Travelzoo deal when 

they were not planning to, but the offer was too good to pass up

Source: Travelzoo U.S. Member Survey, December 2019



Hawaii Tourism Authority – September 23, 2020

2Agenda

Measuring Travel Intent for Hawai’i

Targeting Affluent Travelers during COVID-19



Hawaii Tourism Authority – September 23, 2020

3Who will be the first to return to Hawai’i?

“Affluent travelers are the most

resilient, broadly speaking.

They’re the ones that will start

to take long-haul trips first.”

– Clayton Reid, MMGY CEO

With this in mind, we expect luxury and resilient 

travelers will be the first to return to Hawai’i.



Hawaii Tourism Authority – September 23, 2020

4Resilient Traveler Example: Travelzoo Members

Source: Travelzoo U.S. Member Survey, December 2019

4

ESTABLISHED

48% 
ages 45-64

17% ages 25-44

35% ages 65+ 

SMART

91% 
college 

educated

WORLDLY

91% 
have valid passport

compared to 43% of 

U.S. population

AFFLUENT

54% 
HHI of $100K+
compared to 20% of 

U.S. population

CONSUMERS

67% 
female

33% male



Hawaii Tourism Authority – September 23, 2020

5

2020

United States

Canada

Mexico 

Italy

Costa Rica / United Kingdom*

2021

United States

Italy

United Kingdom

Greece

Ireland

Members Are Most Interested in Traveling in the U.S. in 2020 

*indicates a tie

Source: Travelzoo US Member Survey, July 9-12, 2020, n= 1,804

1

5

3

4

2

are most interested 

in traveling within 

the U.S. in the 

remainder of 2020
60% 

are most interested 

in traveling within 

the U.S. in 2021
21% 

As a whole, the Caribbean ranks 

#2 in the top destinations in the 

remainder of 2020 2
As a whole, the Caribbean ranks 

#2 in the top destinations 

in 2021



Hawaii Tourism Authority – September 23, 2020

6

2020

California

Florida

Hawaii

Colorado

Maine

2021

Florida

Hawaii

California

Alaska

Nevada

Within in the U.S., Members* Are Most Interested in 

Traveling to States with Beach and Nature Attractions

*members who are most interested in traveling to the U.S. vs. internationally 

Source: Travelzoo US Member Survey, July 9-12, 2020, n= 1,804

60% 
are most 

interested in 

traveling within 

the U.S. in the 

remainder 

of 2020

21% 
are most 

interested in 

traveling within 

the U.S. 

in 2021

1

5

3

4

2



Hawaii Tourism Authority – September 23, 2020

7Agenda

Measuring Travel Intent for Hawai’i

Targeting Affluent Travelers during COVID-19



Hawaii Tourism Authority – September 23, 2020

88Over the Next Two Years, Members Are Most Likely 

to Stay at Chain Hotels or Resorts 

Source: Travelzoo U.S. Member Survey, July 22-27, 2020, n=1,402

I feel major hotel chains

have consistent health

guidelines in place. I worry

that other lodging may not.

With major hotel chains I

know what to expect and

I accumulate points.



Hawaii Tourism Authority – September 23, 2020

9

Source: Travelzoo Analytics

COVID-19 Campaign Review: 

Luxury Hawai’i Resort 1

Objectives
Increase hotel revenue by offering upgraded room options 

and additional night add-on options.

Boost number of bookings by offering long travel window 

for members to book for travel through the end of the year.

Promote newly renovated property. 

Campaign
$799 for a 3-night stay in an Ocean View room. 

5-night options started at $1,299 and additional single nights 

$299. Offer included waived resort fee. 

Rates were offered Sept. 1, 2020 through Jan. 31, 2021.

Results
632 vouchers sold; $706,332 revenue

$1,118 average offer price; 85% of purchases were upsells

5 nights average LOS

40% of purchasers were in Experian’s Power Elite demographic

9



Hawaii Tourism Authority – September 23, 2020

1010Pre-COVID-19 Campaign Review: 

Luxury Hawai’i Resort 2

Objectives
Drive occupancy and rate in slow periods.

Attract affluent leisure travelers. 

Campaign
A Maui luxury resort launched an exclusive Travelzoo campaign 

for a $1,199 3-night getaway. 

The offer was even available over select Jan.-March dates and 

included daily valet parking (reg. $35 per day) and one cabana 

rental per stay (a $199 value). 

Upsells to $1,555 3-night ocean view suite and 5-night escapes 

for $1,799 and $2,495 were also available. 

Oceanview rooms included daily breakfast for two.

Results
116 vouchers sold; $223,406 revenue

$1,925 average offer price; 90% of purchases were upsells



Hawaii Tourism Authority – September 23, 2020

11Hawai’i Strategy: Control the Message

https://www.travelzoo.com/blog/why-weve-got-big-love-and-big-plans-for-a-big-island-trip/
https://www.travelzoo.com/blog/hawaii-finding-the-right-slice-of-paradise-for-your-personality/


Hawaii Tourism Authority – September 23, 2020

1212Interest in Fares to Hawaii Remains High

Launch date: April 22, 2020 

Results: 

101,432 clicks (87,384 on the first day alone)

Subsequent Fare Sales:

• May 27: 60,321 clicks

• July 15: 90,409 clicks

These are stronger results than comparable Caribbean 

fare sales – why?

• Hawai’i has a pristine reputation 

• No passport needed for Hawai’i

• Hawai’i has first-world hospitals 



Hawaii Tourism Authority – September 23, 2020

13COVID-19 Testing & Quarantine Protocols

Impact Travel Plans Differently

Source: Travelzoo U.S. Member Survey, July 9-12, 2020, n= 1,804; Percentages may not total 100 due to rounding



Hawaii Tourism Authority – September 23, 2020

14The Majority of Members Are Likely to Travel Domestically 

Before a COVID-19 Vaccine Is Made Available to the Public

Source: Travelzoo U.S. Member Survey, July 9-12, 2020, n= 1,804; Percentages may not total 100 due to rounding



Hawaii Tourism Authority – September 23, 2020

15Recommendations in Summary:

Capturing Luxury Travelers 

Keep Hawai’i top of mind

Implement flexible terms & wide travel windows

Look beyond just west coast travelers

Always upsell, always cross-sell 
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