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HALAWAI KUMAU O KE KOMIKE HOKONA KUMAU
KE‘ENA KULEANA HO ‘OKIPA O HAWAI'I

REGULAR MARKETING STANDING COMMITTEE MEETING
HAWAI‘I TOURISM AUTHORITY

Po ‘akolu, 27 lanuali 2021, 10:30a.m.
Wednesday, January 27, 2021 at 10:30 a.m.

Halawai Kikoho ‘e
VIRTUAL MEETING

Hiki i ka lehulehu ke halawai pii ma o ka ZOOM.
Webinar will be live streaming via ZOOM.

E kainoa mua no kéia halawai:
Register in advance for this webinar:
https://zoom.us/webinar/register/ WN pz9X3mzQRKyHTWOvI9ig00Q

Ma hope o ke kainoa ‘ana, e ho ‘ouna ‘ia ka leka uila
ho ‘oia id‘oe me ka ‘ikepili ho ‘oku ‘i halawai.
After registering, you will receive a confirmation email
containing information about joining the webinar.

Papa Kumumana‘o
AGENDA

1. Ho ‘omaka A Pule
Call to Order and Pule

2. ‘Apono I Ka Mo ‘o ‘6lelo Halawai
Approval of Minutes of the December 16, 2020 Marketing Standing Committee Meeting

3. Ho ‘ike A Kitkakitka No Ka Ho ‘opa‘a Huaka ‘i A Na ‘Akena
Presentation and discussion of the travel agents booking pace and general market
research trends


https://zoom.us/webinar/register/WN_pz9X3mzQRKyHTWOvl9jgoQ
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4. Ho ike A Hawai ‘i Tourism Korea No Ke Kiilana Huaka ‘i
Presentation by Hawai‘i Tourism Korea regarding the state of and progress of the Travel
Testing Partners

5. Ho ‘ike A Hawai i Vistors & Covention Bureau No Ka Hapaha Mua
Presentation by HVCB that will include market insights, updates on air seats to the
destination for the first half of 2021, and updates on calendar year 2021 as it relates to
certain assumptions and approaches including but not limited to programs happening in
the 1st quarter

6. Ho‘ike A Hawai ‘i Tourism Japan No Ke Killana Huaka ‘i
Presentation by HTJ including market insights, updates on airlines booking pace, updates

on the leisure and group segments and programs to be engaged in Q1 and calendar year
of 2021

7. Ho‘oku‘u
Adjournment

**%* ‘Qha Ho ‘oko: Ua hiki i ka Papa Alaka ‘i ke malama i kekahi halawai kithelu i kit i ka Hawai i Revised Statutes
(HRS) § 92-4. E malama ‘ia kéia halawai kihelu 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 Alaka ‘i kitka a ho ‘oholo ‘ana i na niniiné a ninau i pili i ko ka Papa Alaka i kuleana me ko ka
Papa Alaka ‘i loio. He halawai kithelu kéia i ‘ole paulele ‘ia ka ‘ikepili a i mea ho ‘i e malama kiipono ai ko Hawai ‘i
‘ano, he wahi i kipa mau ‘ia e na 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 ‘ia ka lehulehu e nana mai i ka halawai a ho ‘ouna mai i ka ‘olelo ho ‘ike kakau ‘ia no kéla me kéia
kumuhana i helu ‘ia ma ka papa kumumana ‘o. Hiki ke ho ‘ouna mai i na ‘olelo ho ‘ike kakau ‘ia ma mua o ka
halawai ia ariana.kwan@gohta.net. Ind pono ke kokua ma muli o kekahi kinana, e ho ‘omaopopo aku ia Ariana
Kwan (973-2254 a i ‘ole ariana.kwan@gohta.net), he ‘ekolu la ma mua o ka halawai 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

Agenda ltem #2:

Approval of Minutes of the
December 16, 2020
HTA Marketing Standing Committee Meeting
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MARKETING STANDING COMMITTEE MEETING
HAWAI‘l TOURISM AUTHORITY
Wednesday, December 16, 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: John De Fries, Keith Regan, Pattie Herman,
Marc Togashi, Marisa Yamane, Kalani
Ka‘ana‘ana, Caroline Anderson, lJennifer
Chun, and Maka Casson-Fisher

GUESTS: Representative  Richard  Onishi, John
Monahan, Jay Talwar, and Eric Takahata

LEGAL COUNSEL: Gregg Kinkley
1. Call to Order and Pule:

Chair Kelly Sanders called the meeting to order at 10:34 a.m. Keith Regan, HTA Chief
Administrative Officer, provided instructions to the general public with regard to submitting
testimony. Mr. Regan confirmed the attendance of the Committee members by roll call. Mr.
Regan turned the floor over to Chair Sanders. Maka Casson-Fisher opened the meeting with
a pule.

2. Approval of Minutes of the November 18, 2020 HTA Marketing Standing Committee
Meeting:

Chair Sanders requested a motion to approve the minutes of the November 18, 2020 HTA
Marketing Standing Committee meeting. George Kam made a motion, which was seconded
by Fred Atkins. The motion was unanimously approved.

3. Presentation, Discussion and Approval of the Revised Fiscal Year 2021 Branding Budget to
be Included in the Proposed Fiscal Year 2021 Revised Overall Budget for the Hawai‘i
Tourism Authority:

Chair Sanders recognized Pattie Herman, HTA Vice President of Marketing & Product
Development, to present the revised Fiscal Year 2021 Branding Budget. Ms. Herman said
that the budget must remain fluid and be able to pivot to accommodate market conditions.
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Ms. Herman presented the revised Branding Budget for Fiscal Year 2021. She said that
Cruises would remain at $50,000. The U.S. line item would be reduced by $685,707 to $17
million mostly as a result of staffing changes.

Ms. Herman said that the Canada line item would be increased by $26,180 to $400,000. She
noted that the situation in Canada is improving due to the trusted travel partner program
being in place and direct flights with Westlet and Air Canada resuming.

Ms. Herman said that the Japan line item would be reduced by $500,000 to $4,500,000. She
noted that the Japanese government is recommending that Japanese citizens not travel at
this time due to a spike in COVID-19 cases. Ms. Herman said that the Korea line item would
be reduced by $100,000 to $300,000 for similar reasons.

Ms. Herman said that the Oceania line item would be reduced by $100,000 to $400,000
because the borders in Australia and New Zealand remain closed. She noted that there is a
stop work order for the Oceania marketing team. She added that if flights resume in June
2021 as anticipated, then the Oceania marketing team would resume activities in February
2021. Ms. Herman explained that many other destinations are fighting for the same
travelers, and marketing activities will need to resume quickly.

Ms. Herman said that the line items for Global Digital Marketing Strategy and Global Market
Shared Resources would remain the same. She noted that the Global Market Shared
Resources is a critically important entity that HVCB and HTA's other global marketing teams
utilize.

Ms. Herman said that the Travel line item would be reduced by $40,000 to $10,000. She
explained that this line item is the travel budget for John De Fries, HTA President & CEO.
However, given the current state of COVID-19, she does not anticipate Mr. De Fries
traveling much. Ms. Herman said that the Salaries line item increased by $26,363 to
$535,011. She noted that the overall Branding budget decreased from $28,590,675 to
$27,217,511.

Chair Sanders said that the decreases are in line with market perspectives and commended
Ms. Herman and her team for saving money where possible.

Mr. Kam asked if it is possible to ask the respective markets for quarterly projections for
2021, and to prepare a report of the nexus between money invested in the market and the
respective returns. Ms. Herman responded that it will be difficult for the marketing teams
to project into 2021, but she will reach out to them to gather what projections they may
have.
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Benjamin Rafter asked Ms. Herman about her confidence level for the first quarter of 2021
or if she believes tourism will remain flat. Ms. Herman responded that she hopes the
vaccine will make a difference for the domestic market, but based on the signals they are
receiving from the international market and flight volume she is not confident. She noted
that Canada and possibly Japan may make more of a difference moving forward.

Kyoko Kimura asked if the Meetings, Conventions, and Incentives (MCI) line item is included
in the U.S. line item. Marc Togashi, HTA Vice President of Finance, responded in the
affirmative and noted that HVCB will need to balance MCI and leisure with the budget
available. John Monahan of HVCB added that there has not been much group business. He
said that HVCB currently has MCI sales staff that are multi-tasking. He noted that the group
sales staff will build up again when business returns.

Mr. Atkins asked if the $17,000,000 U.S. line item includes the $2,300,000 budget for MCl,
and if so, then HVCB has a marketing budget of $14,700,000. Mr. Togashi responded in the
affirmative and noted that the line items used to be separated.

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

4. Presentation and Discussion of the Travel Agents Booking Pace and General Market
Research Trends:

Chair Sanders recognized Jennifer Chun, HTA Director of Tourism Research, to present on
travel agent booking pace. Ms. Chun reported that the U.S. market for December 2020 is a
third of the volume for December 2019 and that booking pace remains slow through the
third quarter of 2021. She noted that there was an increase in bookings for the U.S. market
between November and December, which indicates that people are booking closer to their
travel dates.

Ms. Chun reported that were very few bookings for Japan in December. She noted that the
booking pace for the first three quarters of 2021 remains slow. She added that there were a
number of cancellations for the month of December, which is reflective of the current
situation in Japan.

Ms. Chun reported that there was little movement for Canada in December and not much
movement in the first three quarters of 2021. Ms. Chun said that there was little movement
for Australia in December and not much movement in the first three quarters of 2021.

Ms. Chun reported that O‘ahu bookings are dominated by the U.S. market. She said that
Maui bookings are likewise dominated by the U.S., with a few more bookings from Canada.
She noted that there is very little activity for Moloka‘i and Lana‘i. She added that more
people are intending to travel to Kaua‘i in December. Ms. Chun said that Hawai‘i Island
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bookings are also dominated by the U.S. market. She noted that booking pace for 2021
continues to be slow. She added that these reports are updated weekly and posted on the
HTA website.

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

5. Presentation by the Hawai‘i Visitors and Convention Bureau that will Include Market
Insights, an Update on the Malama Hawai‘i Program, and Discussion on Calendar Year
2021 as it Relates to Certain Assumptions and Approaches Including Information
Pertaining to the PGA Tour’s Messaging:

Chair Sanders recognized Jay Talwar of HVCB to present an update on market insights and
marketing campaigns. Mr. Talwar reported that U.S. travel sentiment remains low with
56.9% of survey participants saying that they would feel somewhat or very unsafe traveling
on a commercial airline. He added that one-third of respondents said that they will not
travel until fall of 2021. Mr. Talwar noted that 50.7% of respondents are more comfortable
flying if a COVID-19 pre-test is required before a flight, and 60% feel safer if passengers are
required to get the vaccine before traveling. He said that people are more comfortable with
regional travel as opposed to long haul travel. Mr. Talwar added that the airlines are
preparing for a soft January 2021.

Mr. Talwar reported that the Kuleana health and safety video has performed well on social
media. He said that the It's Time video has also performed well in the four major West
Coast markets. He added that HVCB has created a Mindful Traveler Guide on Instagram. Mr.
Talwar said that HVCB has continued its digital marketing campaign in key markets and with
key publications.

Mr. Talwar reported that the Malama Hawai‘i Program has over 68 hotel properties offering
free nights. He noted that the offers are valid through the end of 2021. He said that HVCB’s
airline and hotel partners are doing a great job of promoting the program. He added that
the Malama Hawai‘i Program has garnered earned media coverage in publications like
Forbes, Lonely Planet, Travel & Leisure, Frommers, and local media.

Mr. Talwar reported that the plan for 2021 is to remain engaged with residents’ position on
tourism. He said that the target audience remains the avid explorer who is mindful,
responsible, and respectful. He noted that HVCB will continue to improve its knowledge on
how to effectively communicate with avid explorers through targeted paid and earned
media.

Mr. Talwar reported that media consumption has changed during COVID-19 and that it will
continue to evolve post-vaccine. He noted that adults spend half of their day connected to
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media and that smart phone usage is up 55%. He added that streaming subscriptions will
continue to increase post-COVID, which will place a greater emphasis on earned media
through content such as Netflix's Somebody Feed Phil Hawai‘i episode. Mr. Talwar said that
digital ad spending exceeded traditional ad spending for the first time with mobile
advertising dominating two-thirds of the total ad spend. Mr. Talwar played two PGA player
vignettes that will run into January and February. He said that HVCB will release its first
media flight in the second quarter of 2021 and its second media flight in the third quarter.

Mr. Kam asked how HVCB is building non-profit participation for the Malama Hawai’i
Program. Mr. Talwar responded that Caroline Anderson, HTA Director of Community
Enrichment, and Kalani Ka‘ana‘ana, HTA Director of Hawaiian Culture & Natural Resources,
have been helpful connecting HVCB with non-profits. He added that everyone involved is
cognizant of maintaining social distancing. He noted that hotels are providing kits so visitors
can also work individually.

Mr. Rafter asked about the current status of airline flight volume. Mr. Talwar responded
that airlines are chasing yield and have been more nimble than they have ever been. He
added that volume will increase as demand increases.

Mr. Atkins asked about the conversion rate of booking under the Malama Hawai‘i Program
and how it is contributing to occupancy. Chair Sanders responded that he would be willing
to share numbers from Highgate Hotels with the Board, but noted that overall demand is
low.

Mr. Atkins said that he believes travelers who book with the program want to have an
exchange with local people, which would also be good for social media. Mr. Talwar
responded that HVCB is working to bring influencers to Hawai‘i to participate in the
program and to represent the destination the right way across a wide audience.

Ms. Kimura added that there has been interest from the Japan market for the Malama
Hawai‘i Program.

Chair Sanders invited the public to provide testimony, and there was a question. Patrick
Blangy asked about the distribution of survey takers across the U.S. Mr. Talwar responded
that it is a national sample balanced to population centers.

Representative Richard Onishi asked how often HVCB collects its survey data. Mr. Talwar
responded that the surveys are ongoing and fielded every other week. Ms. Chun added that
the annual HTA resident sentiment survey will be presented at the December Regular Board
meeting.
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6. Presentation and Discussion of the General Japanese Market Updates and Trends of
which Could Include the Leisure and Group Segments:

Chair Sanders recognized Eric Takahata of Hawai‘i Tourism Japan (HTJ) to present market
updates and trends. Mr. Takahata reported that Japan is still doing a good job containing
the pandemic compared to other countries. He discussed the Japanese government’s
economic stimulus measures. He noted that Japan is reopening slowly and conservatively to
inbound traffic from Vietnam, China, Singapore, and Korea.

Mr. Takahata reported that Japanese travelers will not have issues with mask wearing, hand
washing, and social distancing. He noted that 31.7% of survey respondents want to travel to
Hawai‘i between June and December 2021. He added that the numbers would be higher if
the 14 day quarantine was lifted for Japanese travelers returning to Japan.

Mr. Takahata reported that the number of flights to Hawai‘i from Japan is increasing in
December and January. He said that there is also a new airline ZIPAIR starting flights to
Hawai‘i.

Mr. Takahata reported that there was a smooth transition to the Japan Safe Travels
website. He noted that there are 57 trusted testing partners, and HTJ receives new requests
from labs and clinics weekly. He said that 50% of the market comes from the Kanto area,
which has 34 trusted testing partners. Mr. Takahata added that the airlines have been
helpful with communicating procedures. He said that the traveler is reminded about pre-
testing when the flight is booked, through email, and at check-in.

Mr. Takahata reported that HTJ continues to engage with the Japanese consumer though
the Remote Hawai‘i Trip online platform. He said that downloadable content is created
every month. He noted that HTJ has been working closely with the Polynesian Voyaging
Society, ‘lolani Palace, and Bishop Museum. He added that the content has built-in
fundraising mechanisms for the Japanese consumer to donate to the organizations directly.
Mr. Takahata said that in November, the He Wa‘a He Honua film by the Polynesian
Voyaging Society aired in Japan with full subtitles. He noted that all tickets sold out in
theaters. Mr. Takahata said that in December, the Hawai‘i Youth Symphony, held a virtual
fundraiser. He added that HTJ will continue to support and facilitate these types of virtual
events.

Chair Sanders asked if there has been any progress with the Japanese government ending
the 14 day quarantine for returning Japanese travelers. Mr. Takahata responded that the
Counsel General has said that there has been movement in piloting a two week trial period
allowing Japanese travelers to return to Japan without a 14 day quarantine.

Sherry Menor-McNamara asked what challenges prevent the Japanese government from
ending the 14 day quarantines. Mr. Takahata responded that it is difficult to carve out
special exceptions for Hawai‘i because Hawai’i is part of the U.S.

6
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Ms. Kimura asked how many travelers have arrived with trusted travel partner forms. Mr.
Takahata responded that upwards of 85% had trusted travel forms.

Chair Sanders invited the public to provide testimony, and there was a question. Michael
Takayama asked about current flight load factors and projected load factors moving
forward. Mr. Takahata responded that HTJ can provide those numbers.

Rep. Onishi asked about the Japanese government’s plans for a vaccine rollout and whether
that will increase potential travel. Mr. Takahata responded that HTJ will compile a report on
Japan’s vaccine rollout plan and present it to the Board.

7. Adjournment:
The meeting adjourned at 12:29 a.m.

Respectfully submitted,

ey SP. Ons

Reyn@.P. Ono
Recorder
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Global Agency Pro

« HTA subscribes to Global Agency Pro, an online travel distribution system
consisting of Travel Agency data

* Global Agency Pro provides access to over 90% of the world’s Travel
Agency airline transactions

* The database consists of five years of historical ticketing data and one year
of advance purchase data

* The information is updated daily with a recency of two days prior to current
date

HAWAI'I TOURISM

AUTHORITY
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Global Agency Pro Index

* Bookings
— Net sum of the number of visitors (i.e., excluding Hawai‘i residents and inter-island
travelers) from Sales transactions counted, including Exchanges and Refunds.

— Booking Date

— The date on which the ticket was purchased by the passenger. Also known as the
Sales Date

* Travel Date
— The date on which travel is expected to take place.

* Point of Origin Country

— The country which contains the airport at which the ticket started

« Travel Agency
— Travel Agency associated with the ticket is doing business (DBA)

HAWAl‘I TOURISM, .

AUTHORITY

ERN 1/11/2021
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O‘ahu by Month 2021
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O‘ahu by Quarter 2021
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Maui by Month 2021
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Maui by Quarter 2021

Travel Agency Booking Pace for Future Arrivals, 2021 vs 2020 - U.S. Travel Agency Booking Pace for Future Arrivals, 2021 vs 2020 - Japan
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Moloka'i by Month 2021

Travel Agency Booking Pace for Future Arrivals, 2021 vs 2020 - U.S.
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Moloka'i by Quarter 2021

Travel Agency Booking Pace for Future Arrivals, 2021 vs 2020 - U.S.
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Lana'i by Month 2021

Travel Agency Booking Pace for Future Arrivals, 2021 vs 2020 - U.S.
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Lana’i by Quarter 2021

Travel Agency Booking Pace for Future Arrivals, 2021 vs 2020 - U.S.
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Kaua'‘i by Month 2021

Travel Agency Booking Pace for Future Arrivals, 2021 vs 2020 - U.S.
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Kaua'l by Quarter 2021

Travel Agency Booking Pace for Future Arrivals, 2021 vs 2020 - U.S. Travel Agency Booking Pace for Future Arrivals, 2021 vs 2020 - Japan
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Hawai'i Island by Month 2021

Travel Agency Booking Pace for Future Arrivals, 2021 vs 2020 - U.S.
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Hawai'i Island by Quarter 2021

Travel Agency Booking Pace for Future Arrivals, 2021 vs 2020 - U.S. Travel Agency Booking Pace for Future Arrivals, 2021 vs 2020 - Japan
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Agenda ltem #4:

Presentation by Hawai’i Tourism Korea
regarding the state of and progress of the
Travel Testing Partners






HAWAT TOURISM,

Korea COVID-19 Status (as of yan 27) oREs

- Total number of confirmed cases: 76,429

» Total number of recovery: 65,478 (85%)

» Total number of death: 1,378 (1.8%)

Total confirmed cases of COVID-19 in the Republic of Korea
mm Released from isolation
Confirmed
——Under isolation
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v Extended the Level 2.5 distancing measures till January 31

v' Special travel advisory for Koreans to avoid non-essential overseas trips till February 15

v Starting January 8, Korea requires PCR test negative proof for all incoming foreign
visitors including Korean citizens from UK and South Africa



HAWAT TOURISM,

KOREA

Korea Vaccination Status (as of san 27

* Preparing a vaccination management system for the COVID-19 vaccination
including reservations and the issue of vaccination certificates

« With secured 20 million doses of the vaccine, government will begin vaccination
of high-risk groups, front-line medical staff and senior citizens in February.

« Will support both drug and vaccination fees so that all people can get the
COVID-19 vaccine free of charge.

* List of Vaccines that Korea purchased:
v AstraZeneca
v Moderna
v' Johnson & Johnson's Janssen
v Pfizer
v COVAX

* Plans to intensively implement the vaccination during Q3 2021 to form a
"collective immunity".



Travel Trade Update

« Korean economy to grow 3.2%.

* Major travel agencies started to sell overseas travel products
departing from January 2021 targeting destinations where
travelers do not have quarantine and also early-bird
products departing after May including Hawai'i.

* The Ministry of Culture, Sports and Tourism has set aside
USS 1.37billion for both inbound/outbound tourism in 2021, up
11.2% from 2020 in order to support the tourism industry which
has been hard hit by COVID-19.




Consumer & Media Update

« Consumer Survey on fravel

« 70.2% of Koreans would plan to travel abroad after inoculation.

« The most desired leisure activity when COVID-19 ends is by far
“Travel (69.6%)” followed by “cultural activity (13.3%)" and
“social gathering (13.1%)".

 Instagram marked as the most used social networking
service application by Koreans in 2020, surpassing Facebook.
Its usage time topped 4.7 billion minutes followed by
Facebook (3.9 billion) and Naver Café (2.4 billion).




Korea Pre-travel testing Program

= Hawai'i will start its pre-travel testing program for COVID-19 in
Korean market, enabling travelers to avoid quarantine if they
take the test within a 72-hour period prior to their arrival and
test negative.

= 4 hospitals in Korea made the agreement of trusted testing
partner programs with State of Hawai'li.
v" Yonsei University Severance Hospital (owned by Yonsei University)
v Kangbuk Samsung Hospital (owned by Samsung Group)
v" Inha University Hospital (owned by Inha University & Korean Air)
v' Seoul Asan Medical Center (owned by Hyundai Group)
= More trusted testing partners will be announced in the
coming weeks:
v' COVID-19 Test Center at ICN (operated by Inha University)
v' Korea University Hospitals (owned by Korea University)




Korea Trusted Testing Pariners

Korea Testing Partner will provide
Testing services that are designated
by the Korea Disease Control and
Prevention Agency.

Korea Testing Partners will use test
kits and medical devices approved
by the Ministry of Food and Drug
Safety for nucleic acid amplification
testing for COVD-19.

All sample taking must be observed
and the sample must be taken
within 72 hours from the final leg of
departure.

Exhibit C {Sample)
State of Hawaii Form of Test Result

State of Hawai'i
Certificate of Testing for COVID-18

SHL0] F COVID-19 ZES TA AN FHA Date of Issue_01 / 03 /2021

WYk Month) (Day) (year)
Name_PARK ¥YOUNG SUN
(4} Family Name (18] First Name Micdic Name
Nationality_ KOREA Date of Birth__12/11/1951 Passport No._ M12345678
=) (et kT (HEYE

Address _100-104 Yonsho 1-ro 21beon-gil. Gunj i}

Fx)

i-do. Republic of Korea

This is to certify the following result which have been confirmed
by RT-PCR test negative for COVID-19
conducted with the sample taken from the above mentioned person.
Y7 HEUSRRE YT HHE
COVID-19 ZES0 (& RT-PCR ZAHE M WS F

FE2R WHUSUCL
Sample (HH E7 Date and Time (S5 8 AIZH *AI7F i< B9 Remarks (517

M Nasopharyngeal Swab Sample collected _01/01/202111:02

[CEEE] (EEEA R AT
O saliva Result _01/02 /2021 10:45

(EL] [EE Ly Bk

Inha University Hospital
EHaraw

Address 27, Inhang-Ro, Jung-Gu, Incheon, Korea

Fx)

Physician name Areum KIM M.D.

(S

Signature and dat ja 01 / 03 /3021
MEAER (Mon) (Day] ) (Year)

State of Hawaii - Certificate of COVID-19
testing




Upcoming Korea Promotions

Airlines Promotion: Along with the launching of TTP program,
HTK will develop a co-op promotion in highlight of ‘Malama
Hawai‘i Campaign’ with Hawaiian Airlines.

Safety & Joy Tours to Hawai‘i with Hana Tour: In partnership with
Hana Tour, HTK will develop safe and enjoyable trip to Hawai'i
to position the Hawaiian Islands as a safe travel destination,
and also to promote the concept of Malama Hawai'i .

Stories of Aloha social media campaign with major
publications: To maximize social media buzz on TTP program
and also to inspire mindful fravelers, HTK will generate a large
scale social media campaign in partnership with major
publications owning the high-profile social media channels
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Agenda ltem #5:

Presentation by HVCB that will include market
insights, updates on air seats to the
destinations for the first half of 2021,
and updates on calendar year 2021 as it relates
to certain assumptions and approaches
including but not limited to programs
happening in the 15 quarter






Agenda

1.  Market Insights
2. Malama Hawai'i

« Campaign Performance Update

 Program Update

3. 2021

« Assumptions/Approach
» Updated Flowchart
« PGA Tour Messaging







uuuuuuuuuuuuuuuuuuuuuuuuuu

The Harris Poll: COVID-19 in the U.S.
The Task: Working in an Environment of Fear
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U.S. Resident Travel Sentiment Remains Low,
Tourism Recovery Wil Start Slowly

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

« /1.1 percent of Americans say they have some level of
concern about contracting the virus.

« The average distance away from home for American travelers’
commercial airline trip is reported to be 1,059 miles.

« 80.0 percent of travelers expressed some level of concern for
the national economy.
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Destinations Dreamed about in the Past Week

Question: What destination(s) did
you day-dream about visiting? SAN FHANC[S{IU “ UNITED KINGDOM %0, LYNESIA

uurnies MIAM) EUROPE ARKANSAS  DSEILAD
(B Wi 3 dois Respandints ks MI H[[;iH cnlu u JAMAICA 7100
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VISITORS & CONVENTION BUREAU ™
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Destinations Day-dreamed About (unaided)

Question: What destination(s) did Howaii [T s ¢
you day-dream about visiting? Florida | 5 <2
Las Vegas | .1
California |, 5.0
(Base: Waves 45 dafa. Respondents daydreaming Alaska - [, 447
about travel destinations, 313 completed surveys. New York _ 2.6%
Data collected January 15-17, 2021) Los Angeles | NN 2.5°-
Mexico [ NG 1.9
Yellowstone _ 1.7%
Smoky Mountains _ 1.4%
Disney |GG 1.4%
Orlande |G 1.4%
London |G 1.4%
Colorado || NG 1.4%
Lake Tahoe _ 1.3%
Michigan _ 1.2%
Miami |GG .1%
Key West, FL [ NG 1.1
Disney World || NG 1.1%
Grand Canyon [ 1.0%
Cruises [N 1.0%
Chicage [N 1.0%
Norway [l 0.9%

0% 2% 4% &% 8% 10% 12%

Destination ¢Ana lysts
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Most Desired Domestic Destinations for 2021 (unaided)

Question: Which domestic
destinations do you most want to
visit this upcoming year? (Write in
up to three)

(Please only include destinations in
the United States)

(Base: Waves 45 data. All respondents, 1,205
completed surveys. Data collected January 15-17,
2021)

Destinationéi—\nalysts

DO YOUR RESEARCH

Florida | 17.3%
Las Vegas [ 1 3.5
New York [N, 1 2.12%
California | NG 10.5%
Hawaii [ .7
Texas [ NG 5.5
Arizona [T 4.9
Los angeles NG .22
Alaska  [INEG—_——— .27
Colorado — 4.0%
Chicage |G 4.0%-
Orlando |GGG 3.6%
miami [T .20
New York City [ NG 3.1
Washington | KGN 2.5%-
New Jersey || NG 2.7
New Orleans || NG 2.6%
Tennessee |G 2.4
Atlanta || 2.3%
Georgia |GG 2.3%
W ashington, D.C. _ 2.2%
Ohic |GG 2.2°%
North Carolina || NGB 2.0%
Maine [N 2.0

0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20%

PAGE
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Tentative Month of Next Commercial Air Trip of U.S. Leisure Air
Travelers

mJan 1-3

® Jan 8-10

Jan 15-17

January
2021

February  March

2021

2021

April 2021

May 2021 June 2021

July 2021 August  Sep-Dec 2022 or Never
2021 2021 later

Source: Destination Analysts Coronavirus Travel Sentiment Index Report Wave 43-45
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Scheduled U.S. Seats to Hawai‘i =Jan — March 2021

Preliminary as of 1/20/21 -Subject to adjustment

# of SEATS
March 2021

# of SEATS # of SEATS # of SEATS
February 2020 February 2021 March 2020

# of SEATS

# of SEATS

January 2020 January 2021

429,135

232,723

101,061

77,465

2,656

843,040

292,142

184,004

79,736

8,593

564,575

400,161

214,906

97,773

75,637

2,490

790,967

267,547

168,039

76,079

23,440

535,105

400,161

214,906

97,773

75,637

2,490

790,967

424,774

246,721

109,722

79.250

4,648

865,115

Source: HVCB Analysis of Diio Mi
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Leisure 1rip - next desftination 4

m Avid Traveler ® Long-Distance Air Travelers under 55*
42.3%
21.6% 22.0%
14.8%
8.8%
6.6% 6.5% 7.3%
5.5% 5.6% ’ V%8 29, 4.2%
239, 3.2% 2.9% I
3% 2.0% 1.6% 1.0%
] ] m iy | 0.2%
— I
Leisure trip Alaska Hawai'i The Mexico Canada Europe Asia Oceania (e.g., Don't know
within the Caribbean or Australia, New
continental West Indies Zealand, etc.)

us.

Source: HVCB analysis of YouGov data as of January 17, 2021
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How likely are you to get a COVID-19 vaccine as soon as it
becomes availablee

By Age
m Very likely Somewhat likely Not very likely E Not at all likely

65+ 60% 21% 9% 10%

Source: HVCB analysis of Harris Poll COVID-19 Wave 47 (January 15-17, 2021)
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How likely are you to get a COVID-19 vaccine as soon as it
becomes availablee

By Income
m Very likely Somewhat likely Not very likely m Not at all likely

Less than S50K 33% 27% 17%

$50-$99K 26% 13%

S100K+ 27% 13%

Source: HVCB analysis of Harris Poll COVID-19 Wave 47 (January 15-17, 2021)
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Air Service Updates and Booking Pace

January and February booking demand remains low. Signs of life for
Spring Break and then more meaningful demand starting in June.

One airline reported a significant increase in bookings to Hawai'i
immediately following the CDC's recommendation for testing and
quarantine of all international arrivals intfo the United States.

Low mid-week travel demand remains a significant challenge. With
fares so low overall, it is challenging to stimulate demand based on
fare.

Forecasting has been extremely challenging with booking windows.

On a positive note, there are new markets opening for the first fime
United (Newark to Maui), Hawaiian (Orlando and Austin to Honolulu)
and the resumption after many years of American (Charlotte to
Honolulu).

G| HAWAI'l
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Travel Trade Wholesaler Updates and Booking Pace

« Hawai'i is showing signs of strength with bookings up considerably for
2021 during the week of January 18™,

« The trend across all partners is that of closer-in bookings.

« Continue to see cancelations for Q1, 2021, but seeing significantly less
for Q2 and later.

« Overall domestic bookings are up, especially since the CDC's recent
announcement for all resident and non-resident international arrivals
info the U.S. must pre-test and quarantine for 10 days upon arrival.

« One partner commented that demand is relatively strong from Los
Angeles, Texas, North Carolina and the NY Metro market.
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Malama Hawai'i
Performance Update

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

Source markets
« When It's Time & Malama Hawai'i
e 11/9-12/20

« Instagram, Facebook, YouTube,
Pinterest

« Advanced TV
« Digital - West Coast Markets




Results: Kuleana Health & Safety

PLATFORM: Facebook and Instagram
FLIGHT: 10/15 - 12/31

H.[ Hawaii — gohawaii.com (Default) @ ...

R ESI D E NTS Together, we can ensure that your visit is a safe
one. Please remember, it is mandatory to
R EAC H: 6 ] 7,5 77 always wear a mask in public. And  _See More

WICAr a mia .'Z-L:.

maintain physical distance of six feer,

IMPRESSIONS: 1,920,900
VIDEO VIEWS: 1,801,844
VIDEO VIEWS AT 100%: 969,111

VISITORS

REACH: 184,023

IMPRESSIONS: 776,851

VIDEO VIEWS: 707,592

VIDEO VIEWS AT 100%: 148,862




Campaign Summary

Malama Hawai'i

PLATFORM: Facebook, Instagram, YouTube,
and Pinterest

FLIGHT: 10/15-12/20

REACH: 17.9MM
IMPRESSIONS: 55.5MM
VIDEO VIEWS: 33.6MM
ENGAGEMENTS: 249K

Instagram
g duwi H.[ Hawaii — gohawaii.com (Default) @ ...

Enjoy a free extra night from participating
hotels when you malama (care for) Hawaii.
Mahalo for traveling mindfully (and _..See More

alnOFUL TRAVEL ¢ o
.

= MALAMA —

— MALAMA —

HAWAI‘I

GOHAWAIL.COM

Find your preferred hotel

Learn More >

~7

Qv A
gohawaii This is more than an invitation to return. This is
an invitation to rethink how we travel.

Hl Hawaii — gohawaii.com (Default) @ ...

Keoni Kaholoaa believes in sharing one’s
experience with others. As an interpretive
ranger, he brings visitors closerto  _See More

H.[ Hawaii — gohawaii.com (Default) @ ...
With warm aloha, we welcome you back and

ask that you take part in our pre-travel testing
program. It's required to bypass our ..See More

MALAMA

HAWAL‘]

FORM ON FACEBOOK

Get Hawaii travel updates

Stay in the know before you go
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TRAVEL REQUREMENTS ISLANDS

Malama Hawai'l Partners

« 80 partners... and counting

« Listed on gohawaii.com/malama
» Most offers valid throughout 2021

* Volunteer programs confinues to grow:
« Hawaiian Legacy Reforestation Initiative
« Pacific Whale Foundation
« Sustainable Coastlines
«  USS Missouri

e
EXPERIENCES AWA| ;ﬁ curTure
- —— —

HAWAT L

TAKE A TRIP THAT GIVES BACK

Take a Trip that Gives Back
This s more To ethink how we.
travel By sowing cown. And really getting to know  place, Travel decper and take a trip that gives back -

to Hawail. Th

to Hawaii and fo you.

n par
come together with an they arrived.
projects rang ol
preservation, and creating y ive impact, youTl hav
with us. By ng best public health practi forming

And leaving with a trip that truly stays with you, too.

PLANNING

suanse  Q

Statewide

Destination Residences Hawaii

Kauai

Hilton Garden Inn Kauai at Wailua Bay

the Beach Bungalows

Oahu

Alohilani Resort Beach Waikiki

Maui

Andaz Maui at Wai

fh

lea Resort

HAWAI'l

VISITORS & CONVENTION BUREAU ™



HAWAI'l

HOTELS & RESORTS VISITORS & CONVENTION BUREAU ™

WESTIN' FIND & RESERVE ﬁ;

DISCOVER A NEW WESTIN MAUI
RESORT & SPA

$120 MILLION TRANSFORMATION UNVEILED

VIO

_ Visit us online
Malama or call 888-627-8413

use promotional code

Start your journey to well-being with us. Malama in z
Hawaiian means to take care, not only of yourself but
also of the land, we offer a stay package where you can LEARN MORE

engage in a volunteer service project for beach cleanup
and help us preserve the land and marine life for all to
enjoy.

Our Malama Package includes:

« Stay 4 nights, get 5th night free
« Volunteer project with Pacific Whale Foundation

Offer valid for stays through March 31, 2021.




BATTLESHIP

MEMORIAL
Pearl Harbor, Hawaii

Volunteer

Volunteers Welcome at the Battleship Missouri Memorial

When the Battleship Missouri was in commission, there were 2,500 Sailors maintaining the ship. Today, the
Battleship Missouri Memorial has less than 25 ship maintenance staff working on the ship, so volunteers are

needed to restore and preserve teak decks, metal decks, bulkheads, displays and equipment.

To apply for volunteering, complete the Volunteer Information, Indoctrination and Safety Brief.

Email to:volunteers@ussmissouri.org

vacation make a|
difference!

)

@patrickschwarzenegger too \

partin a beach cleanup through“\ -

PWF’s partnership with the
“Malama Hawail” program,
helping us to collect & record
trends and pattﬁs of trash
found on Maui’s coastline & "~

FN YW Y WY WY WY WY

fh

HAWAI'l

VISITORS & CONVENTION BUREAU ™



Earned Media Coverage

Skift:

Lessons From a Tourism Pushback in

Hawaii

THE FUTURE IS REGENERATIVE

As the discussion evolves between tourism authorities and concerned residents - the
latest fury relates to the Maui school closures due to rising cases and locals protesting
prioritizing tourism over the public health — De Fries noted that there’s one thing
everyone agrees to, whether pro tourism or not: the need for each community to take
responsibility for the restoration and preservation of the archipelago’s nature and culture
for generations to come.

It's what the Hawaii’'s new tourism campaign is banking on: the native ancestral concept
of “Malama” which means “to nurture” and aligns with the principle of regenerative
tourism.

“So my emphasis has now moved towards regenerative tourism by saying, even those of
you that don't like tourism or resist it, let’s all agree on one thing: in three of four
generations from now, we want the natural resource base to be even healthier than what
it is today — our fresh water, our forests, our coastal zones,” De Fries said. ‘I haven't run into
one person yet that said | don't agree.”

Sixty-eight hotels and tourism businesses are part of the Malama Hawaii campaign so far,
as well as a host of volunteer organizations and Alaska Airlines. Essentially, it's an offer for
visitors and residents to “take a trip that gives back to Hawaii” and “travel deeper and

slower” by signing up for an ecotourism and volunteer learning activity while in turn
benefiting from travel perks for doing so.

f| HAWALI'

VISITORS & CONVENTION BUREAU ™

TRAVEL+
LEISURE

I Traveled to Maui During the
COVID-19 Pandemic — Here’s
What It Was Really Like

Giving Back to the Island

Hawaii recently rolled out a new program called Malama Hawaii, a new initiative
that "encourages visitors to leave Hawaii better than when they arrived." You'll
find a variety of projects like tree planting, self-directed beach cleanups, ocean
reef preservation, and more. If you choose to stay in a participating resort, you

can receive a free night for volunteering during your trip.

At Wailea Beach Resort, | had the rewarding experience of creating Hawaiian
quilts for elders in hospice care on the island. | enjoyed the friendly conversation
| had with a local, who showed me how to stitch as she shared stories about
Hawaiian culture and how tourism in Maui has shifted amid the pandemic. And
although this turbulent time has been about protecting yourself and others, the
warmth of the Hawaiian people taught me that isolation doesn't have to mean
alienation.






2021
Residents

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

« Working with HTA Team
for insight from the community
study




Target Audience

* The Avid Explorer — mindful,
responsible, respectful

« Conftfinue to improve our
knowledge on how to effectively

invite Avid Explorer's to Malama
Hawai'i




2021
Industry Partnerships

« Coordination, Cooperation,
Budget Extensions
(HVCB/airlines/hotels)




Creative Messaging

« Evolution of Hawai'i Rooted,
Malama Hawai'

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




i HAWAL'

VISITORS & CONVENTION BUREAU ™

Campaign Calendar

| Jan_ | Feb | Mar | _ Apr | May | _Jun_ | _Jul | Aug | Sep | _Oct | Nov | Dec |

e e mmunty v
Production Evolution of Malama Hawaii
1st Media Flight -
Messaging Evolution of Malama 2nd Media Flight
Hawaii
PGA Tour PGA Tour
Equinox Equinox

Media Vehicles A I E U AU A S N I I I E—

Earned

Social
Organic
Paid

Advertising

oTT
Digital

Search - Google

Enewsletters

Gohawaii.com



PGA Tour

Player Vignettes
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Video
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Future Travel — Expected change to air fravel in the
next 12 months

m HVCB Avid Traveler m Nat Rep

31.8%

25.7%
24.0% 2217

20.4%
17.6%
2.9%

15.8%
11% 12.0%
8.9%
B I I

Increase a lot Increase a little Remain the same Decrease a little Decrease a lot Don't know

Source: HVCB analysis of YouGov data as of January 10, 2021



THE RESULTS: WHEN IT’S TIME VIDEO

PLATFORM: Facebook, Instagram, YouTube, and Pinterest
FLIGHT: 10/15-12/31

IMPRESSIONS: 3,751,145
FACEBOOK/INSTAGRAM REACH: 558,820
YOUTUBE REACH: 608,903

PINTEREST REACH: 588,021

VIDEO VIEWS: 2,204,841

Hl Hawaii — gohawaii.com (Default) @ ...
~}= Sponszored - &

Going back means giving back, when you travel
mindfully and safely. Before traveling, testing is
required to bypass Hawaii's ..See More

Instagnam

|-|-| gohawaii
Sponaored

QQVv H

gohawail Going back means giving back. when you
travel mindfully and safely. Before traveling, tes... more




THE RESULTS: ENTRY REQUIREMENTS ADS

PLATFORM: Facebook and Instagram
FLIGHT: 11/9-11/22

REACH: 839,886
IMPRESSIONS: 2,488,479
VIDEO VIEWS: 2,195,922

H[ Hawaii — gohawaii.com (Default) @ ...

With warm aloha, we welcome you back and
ask that you take part in our pre-travel testing
program. [t's required to bypass our _.See More

FORM OMN FACEEQOK

Get Hawaii travel updates

Stay in the know before you go

H[ I_-|awaii—guhawaii.com{Defauit)e -

It's time. Welcome back to Hawaii. Before you
go, a pre-travel testing program is required to
bypass our mandatory 14-day ..See More

»,

A
-

The time to explore

FORM OM FACEBOOK

Get Hawaii travel updates

Stay in the know before you go



THE RESULTS: MALAMA HAWAI‘l OFFER AD |

Instagram

‘ H| gohawaii

Sponzsored

PLATFORM: Facebook and Instagram

FLIGHT: 11/16 - 11/22 H[ Hawaii —gqhawaii.com (Default) @ ...

Enjoy a free extra night from participating
REACH: 678,396 hotels when you malama (care for) Hawaii.

Mahalo for traveling mindfully (and ..See More
IMPRESSIONS: 1,222,180 4 3

* — MALAMA —

VIDEO VIEWS: 817,866 SALAMA — HAWAI'I
VIDEO VIEWS AT 100%: 233,521 H AWAILS]

partisipatng hotels

e for) Hawaiti

GOHAWAILCOM

cnjy a reenigh

Find your preferred hotel

Learn More >

CQvY A

gohawaii Enjoy a free extra night from participating
hotels when you malama {care for) Hawaii. Mah... more




THE RESULTS: AMBASSADOR

PLATFORM: Facebook and Instagram
FLIGHT: 11/16 - 11/22

REACH: 1,523,445
IMPRESSIONS: 6,019,954

INVITATIONS

H| Hawaii—gnhawaii.com(Defauit)O soe

Keoni Kaholoaa believes in sharing one's
experience with others. As an interpretive
ranger, he brings visitors closerto  ..See More

Keoni

“Welcome back to Hawai'i, Mabalo for
Sfnding a a : ecti ith our
culture. d with each other.™

MALAMA

HAWAL‘L

H.| Hawaii—gnhawaii.com (Default) @  «.e

To malama (care for) Hawaii means so many
things. For Kumu Hula (Hula Master) Kaui
Kanakacle, it means honoring our  ...See More

Mabi ¥ respecting bdy cultural
Ifu‘xu'h"r.'r..i and Wadithon's, @ nd imalk ng

themn a plart of ydnr

H[ Hawaii—gohawaii.com (Default) @  «us

When you malama (care for) Hawaii, you show
love for nature and our culture - and the locals
deeply connected to it, like ocean  _See More




THE RESULTS: PROSPECTING VIDEO ADS

PLATFORM: Facebook, Instagram, YouTube, and Pinterest
FLIGHT: 12/1-12/6

FACEBOOK/INSTAGRAM REACH: 1,058,816
YOUTUBE REACH: 2,040,850

PINTEREST REACH: 1,298,965
IMPRESSIONS: 14,727,959

VIDEO VIEWS: 8,386,045

H.T Hawaii—gnhawaii.cnm (Default) @ ...

Come for the adventure. Leave with a deeper
connection. Before traveling, testing is required
to bypass Hawaii's mandatory 14-  _See More

HAWANCOVIDT9.COM

Get Hawaii travel updates

Stay in the know before you go

H[ Hawaii — gohawaii.com (Default) @ ...

PONS0Ored

There's so much more to experience when you
malama (care for) Hawaii. Before traveling,
testing is required to bypass .See More

-

HAWAICOVIDTS.COM

Get Hawaii travel updates

Stay in the know before you go




THE RESULTS: RETARGETING VIDEO ADS

PLATFORM: Facebook, Instagram, YouTube, and Pinterest
FLIGHT: 12/7 - 12/20

FACEBOOK/INSTAGRAM REACH: 1,272,546
YOUTUBE REACH: 3,213,255

PINTEREST REACH: 748,416

IMPRESSIONS: 16,958,870

VIDEO VIEWS: 14,361,216

H’ Hawaii — gohawaii.com (Default) @ ...

Sponsored - @

When you malama (care for) Hawaii, you find
more to learn and love. Like Kauai coffee from
the source. Kauai is temporarily ..See More

Come for the flavor.
Leave with a deeper connection,

HAWANCOVIDT9.COM

Get Hawaii travel upd LEARM MORE

Stay in the know before you go

H! Hawaii — gohawaii.com (Default) @ ...

Sponsored - @

Come for the nature. Leave with a deeper
connection, to Hawaii and each other. Before
traveling, testing is required to _..5ee More

Reconnect with nature.
And each other.

HAWANICOVID19.COM

Get Hawaii travel updat LEARN MORE

Stay in the know before you go

H' Hawaii — gohawaii.com (Default) @ ...

Sponsored « @

Better than a meditation app. Find a deeper
connection when you travel mindfully and
malama (care for) Hawaii. Please  ..See More

Take the scenic route.
And the mindful one.

Ipsa

HAWAICOVIDTS.COM

Get Hawaii travel updat LEARN MORE

Stay in the know before you go

H.' Hawaii — gohawaii.com (Default) @ ...

Sponsored - @

Qur chana welcomes yours. When you travel
mindfully and malama (care for) Hawaii, you'll
leave with a deeper connection. ..See More

Come for the adventure.
Leave with a deeper connection,

HAWAIICOVID19.COM

Get Hawaii travel updates

Stay in the know befare you go




THE RESULTS: RETARGETING IMAGE ADS

PLATFORM: Facebook, Instagram, and Pinterest
FLIGHT: 12/7 -12/20

FACEBOOK/INSTAGRAM REACH: 892,281
PINTEREST REACH: 621,753
IMPRESSIONS: 3,411,070

H.I Hawaii - gohawaii.com (Default) & ...

Sponsared

Every place in Hawaii has a story. Leave with a
deeper connection to our land and our culture

when you travel mindfully and

Come for
the views.
Leave with
a deeper
connection.

Hamnaian

HAWAIICOVID19.COM
Get Hawaii travel updates
Stay in the know before you go

_.See More

]

LEARN MORE

l.l.r Hawaii — gohawaii.com (Default) & ...

Stay open. Stay mindful. Leave with a deeper
connection when you malama (care for)

Hawaii. Please remember, it is

Less remote
working.
More remote
exploring.

HawAIAN

HAWAIICOVIDT9.COM
Get Hawaii travel updates
Stay in the know before you go

..See More

R ¥

LEARN MORE



THE RESULTS: MINDFUL TRAVEL GUIDE

Instagram
FLIGHT: 12/10 - 12/20 H! gohawaii

Spensored
H.[ ﬂﬁu?:_i_ii_—_gnhawaii.cnm (Default) @ e
INSTAGRAM o —
REACH: 1,452,263

IMPRESSIONS: 3,699,822

VIDEO VIEWS: 3,480,647 5 %
— MALAMA —

This is more than an invitation to return. This is
an invitation to rethink how we travel.

WNDFULTRAVEL g
5

5
Ll =

P anFul TRAVEL &
i Urg,

HAWAI‘I 2 "MALAMA — .-
— _-_“:\11".-& | / :

———— = =

FACEBOOK

REACH: 540,022
IMPRESSIONS: 3,274,476
VIDEO VIEWS: 2,196,967

A mindful travel guide

Learn Mora >

v A
QY

gohawaii This is more than an invitation to return. This is
an invitation to rethink how we travel.



Agenda ltem #6:

Presentation by HTJ including market insights,
updates on airlines booking pace, updates on
the leisure and group segments and program to
be engaged in Q1 and calendar year 2021



~Japan Market Updater

January 27, 2021

Eric Takahata | Managing Director







Japan’s COVID-19 Cases (as of 1/22)

Population
United States Japan Hawai’il Tokyo
330.14 million | 125.9 million 1.41 million 14 million

Cases of COVID-19 in the US, Hawal’i and Japan

U.S. Hawai’i Japan
Total Cases 24,512,618 24,870 348,646
Recovered NA NA 277,225
Deaths 408,697 332 4,829

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

Hawali’i

Japan

Confirmed Cases

1,760

277

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

National news

11 Prefectures

e Tokyo, Kanagawa, - 2nd Japan State of Emergency
Chiba, Saitama Declaration (until 2/7 )
Tochigi, Aichi, Gifu, . .

[l Osaka, Kyoto,  Japan entry restrictions
Hyogo & Fukuoka - Requirement PCR test

« Suspension
Business/Residence track

B>

o

%
g
o |

« Vaccination starting Late Feb.



¢ Fiscal 2020 budget — 3rd Supplemental budget

« The Cabinet approved a ¥21.84 trillion and additional

budget boosts Japan’s government total spending to
exceed ¥175 trillion

Economic Indicators

5 = e« Japan’s economy in the July-September period grew an
@@ " annualized real 22.9% from the previous quarter,
o upgrading the preliminary figure of 21.4% on firmer
private consumption
= v  Private consumption soared 5.1%, revised upward from
i P.i o the 4.7% drop in the preliminary report released 11/16
e

5



Travel industry updates

« Go to Travel Campaign: Suspended until 2/7;
however, the government identified “Travel” as one
of the economic recovery indicators. This campaign
extends until the end of June, 2021.

« Managed Travel: Travel Industry with JATA
developing “Managed Travel” concept to introduce
In the Market as new normal travel style for
Japanese. (Discussing with Ministry of Travel)

« Forecast: The Industry recovery forecast indicates
positive trends for Summer to Fall 2021.

Q1 & Q2 = Ramp up/Promotion



Airline updates

ANAL HAWAIAN Q b Z%Eﬁ‘yl—i‘

2021 January 2021 February
Op - Op ..
.o . Origin | Total - : Origin | Total
Airline | Flight # Code | Flights Seats Airline | Flight # Code | Flights Seats
Code Code
ANA NH 186 HND 2 492 ANA NH 186 HND 8 1,968
ANA NH 186 HND 7 1,505 HA HA 822 NRT 15 4,170
HA HA 822 NRT 15 4,170 HA HA 450 KIX 12 3,336
HA HA 450 KIX 10 2,180 HA HA 864 HND 12 3,336
HA HA 864 HND 11 3,058 JAL JL 8782 HND 4 744
JAL JL 8782 HND 7 1,302 7G G2 NRT TBA TBA
ZG ZG2 NRT 7 2,030 Total 51 | 13,554
Total 99 | 15,337 /




2021 Industry Activities
O | - T

Airlines /Travel Agencies/ @TA

2nd Qtr Operation
schedules

Promotions I Managed Travel

package . Additional larger scale of Sales & Promotions
FIT target promotions

Digital Marketing

Online Education I Hawaii Expo

Japan Summit Co-op promotions
Communication Communications Industry collaborations

COVID19 updates Promotions/Campaigns

Messaging &

Consumer Sentiment I

Preparation & await

lifting FIT /Hawaii repeater More FIT/Package customers returning to Hawaii
14 days Q after returning to Hawaii

returning




Consumer Sentiment -

Timing: When consumers would like to visit Hawai‘i

Q. WHEN DO YOU PLAN TO VISIT HAWAII NEXT TIME?

2,699 people 1,974 people
o 34.1% 24.9% Frequency of Travels to Hawaii
654679 ' ' WO time @1 time
600 574 02 times 03-4 times
@5-9 times B10—19 times
563 498
500 020+times
400 722 people 57 957 people 1,197 people
348 9.1% 12.0% 15.1%
300 r 4 1 268 f 1251 b ) l 259 b
363 people 199
200 167182 19 193 13_7 4 p5o /op 18247, 184
. 123
87 108 107 98 97 99 r 3
w0 69 69 82 71 78
=l . H a0 I ]
8
el =moL ] m O I m o

March-May 2021 June-Dec 2021 2022- 2023 no plan
9

Period: October 30- November 30, 2020






2021 HTJ Activity
3 4
|t )10 a1 ostoe

COVID19 updates Direct Consumer

State Office Commu. «  Promotions/ SNS

Creatives Campaigns

Media relation I . Malama Hawaii l . o
Stakeholder relation ﬂ . Surfing initiatives H Continue Recovery Promotion

Hawaii Expo
(virtual)

Digital Marketing

« Virtual tour initiatives

-Partner Co-op

-Promotion/Campaigns

Travel Trade Japan Summit

: : -Public Relation
« Online Education

« Online learning

« SNS promotions
ﬁ Travel Trade

- Online meeting TT website H e .-
- JATA FAM (TBA) enhancement -Travel Trade Initiatives
Messaging & Communications And more

Communication u - Stakeholder

relations
Media
Communications

« Malama Hawaii &
Responsible Tourism
« Support Hawaii




Hawali’s Trusted Testing Partners

Total 84 Trusted Testing Partners *

(additional 27 on 12/22)

g (Farto 4 )

fakd



T — Malama Hawai’i Initiatives

HAWAI'L  ~n, Local NPO Virtual Events ~

YE—BMN\T 1k "Support Hawai‘iy B DZEUCHINTANPOANDZIEICDR YE—NI\TALIK "Support Hawai‘is &GDFUTH/INTANPOANDZIEICDE
Bo ~IRYRDTEGHR~ N% ~Evay7 Sa—YFPh~

) €= F\T ik Support Hawaii
)E— FI\O'fﬁﬂ Support Hawali'i et 2021.1.23 (Sat.)

~ 2021.1.9 (Sat.)

FEs—5—
HEMEFE

E

27V TAZRTFE

1/8 Hokulea Walklng tour 1/22 Bishop Founders’ stoy
with Japanese (Live) (Live)

13



Mahalo Nui Loa
&
Malama Pono
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