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Agenda

1. Market Insights

2. Mālama Hawai‘i

1. Marketing Campaign Update

2. Program Update

3. 2021

• Assumptions/Approach

• PGA Tour Messaging
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Market Insights



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



Likelihood Of Taking A Domestic Leisure Trip Declined as 
the Number of New COVID-19 Cases Continued to Rise 
(Next Six Months)



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

Many American travelers are pushing their air trips to 2021.
One-third (33.3%) said they expect to take their next 

commercial airline trip sometime in September-December 2021 
or later and haven't decided on a specific date.

Source: Destination Analysts Coronavirus Travel Sentiment Index Report Wave 37-38

• 56.9 percent say they would feel somewhat or 
very unsafe traveling on a commercial airline right 
now.

• The average distance away from home for 
American travelers’ commercial airline trip is 
reported to be 1,057 miles.

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

• 69.6 percent of Americans say they have some 
level of concern about contracting the virus.
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Onsite COVID-19 tests at airports



Vaccine Requirements for Air Travel



Trips Immediately after Vaccine Distribution



Domestic Destinations Planned for in 2021 (unaided)



Future Travel – Expected change to air travel in the 
next 12 months
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Source: HVCB analysis of YouGov data as of November 22, 2020



Next Leisure Destination

Source: HVCB analysis of YouGov data as of November 22, 2020
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When, if ever, do you think you will be ready to travel?

Source: HVCB analysis of Harris Poll COVID-19 Wave 39 (November 19-21, 2020)
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Source: HVCB Analysis of Diio Mi

Scheduled U.S. Seats to Hawai‘i –Oct, Nov, Dec 2020 & Jan 2021
Preliminary as of 12/1/20 –Subject  to adjustment

# of SEATS
October 

2019

# of SEATS
October 

2020

# of SEATS
November 

2019

# of SEATS
November 

2020

# of SEATS 
December 

2019

# of SEATS 
December 

2020

# of SEATS 
January 

2020

# of SEATS 
January 

2021

O‘ahu 399,574 141,876 395,176 219,290 456,929 302,803 429,135 338,564

Maui 211,816 35,352 209,739 107,560 250,970 175,758 232,723 205,496

Kaua‘i 72,357 14,736 77,342 49,218 87,481 69,980 77,465 73,851

Kona 72,590 23,045 78,213 45,458 98,565 78,862 101,061 89,908

Hilo 4,648 3,818 4,316 2,656 3,320

Total 760,985 215,009 764,288 421,726 898,261 627,223 843,040 711,139



Source: HVCB Analysis of Diio Mi

Scheduled U.S. Seats to Hawai‘i –Oct, Nov, Dec 2020 & Jan 2021
Preliminary as of 12/10/20 –Subject  to adjustment

# of SEATS
October 

2019

# of SEATS
October 
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# of SEATS
November 
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# of SEATS
November 

2020

# of SEATS 
December 

2019

# of SEATS 
December 

2020

# of SEATS 
January 

2020

# of SEATS 
January 

2021

O‘ahu 399,574 141,876 395,176 219,290 456,929 302,741 429,135 298,525

Maui 211,816 35,352 209,739 107,560 250,970 175,727 232,723 183,617

Kaua‘i 72,357 14,736 77,342 49,218 87,481 45,291 77,465 60,358

Kona 72,590 23,045 78,213 45,458 98,565 78,744 101,061 79,736

Hilo 4,648 3,818 4,316 2,656 3,320

Total 760,985 215,009 764,288 421,726 898,261 602,503 843,040 622,236



Mālama Hawai‘i
Campaign Update



Mālama Hawai‘i 
Campaign Update

• On-island to visitors and residents
• Kuleana Health & Safety
• 10/16 - 12/31
• Facebook and Instagram

• Source markets
• When It’s Time
• 11/9 - 12/20
• Instagram, Facebook, YouTube, Pinterest
• Advanced TV
• Digital – West Coast Markets



Social Media – Kuleana Health & Safety Video

Flight Dates: 10/16 - 12/31
Channels: Facebook & Instagram

• Visitor Performance 
• Reach: 144,259
• Impressions: 475,972
• Engagements: 3,290
• Percentage Watched: 33%

• Resident Performance
• Reach: 595,483
• Impressions: 1,240,276
• Engagements: 1,712
• Percentage Watched: 53%



Social Media – "When It's Time" Welcome Back Video

Flight Dates: 11/9 - 11/22
Channels: Instagram, Facebook, YouTube, Pinterest

• Generated 2.4M video views
• Facebook/Instagram largest completion rate at 80%
• Performance

• Impressions: 3,741,134
• Facebook/Instagram Reach: 558,820
• Pinterest Reach: 581,570
• Engagements: 14,030
• Percentage Watched: 65%



Mālama Hawai‘i
An invitation to return using our Hawai‘i Rooted Ambassadors



Mindful Travel Guide

Organic In-Feed & Story How to get there

https://www.instagram.com/gohawaii/guide/malama-hawaii-a-mindful-travel-guide/17896336465685224/


OTT Video
Flight Dates: 11/9/20 – 12/20/20 



Digital Campaign
Flight Dates: 11/9/20 – 12/20/20 
• Conde Nast Traveler
• Matador
• YouTube



Digital Campaign
Flight Dates: 11/9/20 – 12/20/20 
• Food & Wine
• Travel & Leisure
• Variety

Malama Hawaii campaign screen shot



Digital Campaign
Flight Dates: 11/9/20 – 12/20/20 
• LA Weekly
• LAist
• Los Angeles Times
• 7x7 (Seattle)
• Seattle Times
• SF Gate



Mālama Hawai‘i Program Update





• 68 hotel properties... and counting
• Listed on gohawaii.com/malama

• Many offers valid through Q4 2021

• Volunteer programs include:
• Hawaiian Legacy Reforestation Initiative

• Pacific Whale Foundation

• Sustainable Coastlines

Mālama Hawai‘i Partners









Earned Media Coverage

"In addition to providing a 
financial incentive for 

contributing to the 
recovery of Hawaii's 

tourism-reliant economy, 
the program gives you the 
chance to get to know the 
islands on a deeper level—
and even to leave them a 
little better than when you 

arrived."



Earned Media Coverage

"Basically, if you’re planning 
to travel to Hawaii right 

now, do so responsibly. Oh, 
and keep that same energy 

when you land."

"Nothing makes me feel more like a local 
than finding a way to help, and the Hawaii 

Tourism Authority is making that easy."

Click to add text



Earned Media Coverage



2021 Plan



2021
Residents 

• Continue to stay in touch with 
resident's position on tourism

• Work with HTA Team to gain 
insight from their community 
study



2021
Target Audience

• The Avid Explorer – mindful, 
responsible, respectful

• Continue to improve our 
knowledge on how to effectively 
invite Avid Explorer's to Mālama
Hawai‘i



2021
Industry Coordination

• Repeaters vs. First Timers 
(HVCB/airlines/hotels)

• National vs. Key feeder markets 
(HVCB/airlines/hotels)



2021
Creative Messaging

• Evolution of Hawai‘i Rooted, 
Mālama Hawai‘i

• Share stories of Hawai‘i 
ambassadors who are 
connected with community 
and/or volunteer organizations



Media Landscape

• Media consumption during COVID

• How will it evolve post-pandemic
• vaccine is dispersed
• people go back to the office (or not)
• kids go back to school
• social gatherings start to take place
• travel resumes

• how will travel motivators evolve?

• Channels
• Video
• Streaming
• Digital
• Audio
• Out-of-Home



Video
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Adults spend half 
their day connected 
to media

• Consumers spend nearly 12 hours 
a day across TV, CTV, Radio, 
Computers, Smartphones and 
tablets

• Increase mostly driven by 
smartphone usage (+55%)

Source: Nielsen February 2020 Total Audience Report



The fight for the connected consumer

• Half of A18-34 (51%) said they currently are subscribed to three or more paid streaming services
• With no sign of stopping, 93% of video subscribers plan on an increase or no change to their

streaming habits

51%

Source: Nielsen February 2020 Total Audience Report



Streamers
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Streaming dominates 
time spent during 
COVID-19

• On average, time spent streaming 
content  increased by 82% 
compared to a year ago

• While Netflix continued to lead,  
YouTube saw the greatest spike in  
usage

Source: Nielsen Streaming TV Update: COVID May 21,2020

+77%



Digital
19



Digital ad spending in the U.S. exceeds traditional ad 

spending

• In 2019, digital advertising 
spend surpasses TV for the first 
time and is projected to 
continue YOY

• Mobile continues its 
dominance and accounts for 
more than two-thirds of digital 
ad spend

21

U.S. Total Media Ad Spending, by Media, 2019-2023 (U.S. dollar billions)

Source: eMarketer, March 2020 prior to COVID-19 Impacts; Digital includes (desktop/laptop, mobile and other internet-connected devices), *excludes digital; **excludes off-air radio and digital
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Audio



Radio holding strong during COVID-19

• Despite less time commuting, people 
are reporting more time spent with 
radio, possibly due to the “comfort 
food-like” medium

• A recent Ad age article stated that 2 
in 5 consumers said they are listening 
to music to help manage stress

• Spotify added 15MM new monthly 
active listeners in Q1 2020

21

Source: Nielsen
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Out-of-Home



Out-of-Home (OOH) in light of COVID-19

• The COVID-19 pandemic has 
impacted consumer traffic and 
movement patterns in every state, not 
uniformly or simultaneously

• Digital OOH continues to be a key 
driver of increased OOH spend as 
digital proliferation within U.S. 
markets continues

21Source: Outdoor Media Group Marketplace Update.



Post COVID-19 Outlook

Consumers are quick to adapt to new technology and their behaviors in 
consuming media. Some new behaviors may continue to prevail post pandemic:

• Streaming will likely see an increase in usage, as well as the number of streams viewers 
subscribe to

• Escapism will still be an underlying theme moving forward trying to cope in a post-
pandemic world. People will be eager to get out of their homes and experience 
other locations in a vaccinated world.

• We expect other Movie Studios will follow WarnerMedia’s surprise move of launching new 
theatrical releases on their streaming app, on the same day they are released in theatres

• Traditional TV viewership will likely continue its trend of declining ratings year-over-year
• Print media will also likely continue to decline, causing many publishers to shutter their titles
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PGA Tour
Player Vignettes



Video



Video



Video



2021
Campaign Calendar

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Consumer Mindset

Start thinking of 
planning a 

vacation in 30-90 
days

Herd immunity / vaccine?

Production Evolution of Malama Hawaii

Messaging Continuation of 
Malama Hawaii

1st Media Flight -
Evolution of 

Malama Hawaii
2nd Media Flight

Media Vehicles
Earned

Social
Organic
Paid

Advertising
OTT
Digital

Enewsletters

Gohawaii.com


