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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, 24 Pepeluali 2021, 10:30 a.m.
Wednesday, February 24, 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 KsHUdTZxRYGCe45Pq5DF{Q

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 ‘0lelo Halawai 27 lanuali 2021
Approval of Minutes of the January 27, 2021 Marketing Standing Committee Meeting

3. Ho'ike No Ka Papahana Ho ‘okele Mo ‘olelo A Ke Kime Hokona Honua
Presentation of the Brand Management Plan by each Global Marketing Team:

— Hawaii Visitors and Convention Bureau (HVCB) by Jay Talwar
— Hawaii Tourism Japan (HTJ) by Eric Takahata
— Hawaii Tourism Canada (HTCAN) by Susan Webb


https://zoom.us/webinar/register/WN_KsHUdTZxRYGCe45Pq5DFfQ
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4. Ho‘oku‘u
Adjournment

*** ‘Aha 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 kithelu 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 nd nintiné a ninau i pili i ko ka Papa Alaka i kuleana me ko ka
Papa Alaka ‘i loio. He halawai kithelu keia 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 nand mai i ka halawai a ho ‘ouna mai i ka ‘olelo ho ‘ike kdakau ‘ia no kelda me keia
kumuhana i helu ‘ia ma ka papa kumumana ‘o. Hiki ke ho ‘ouna mai i nd ‘olelo ho ‘ike kdakau ‘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
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Approval of Minutes of the
January 27, 2021
HTA Marketing Standing Committee Meeting
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MARKETING STANDING COMMITTEE MEETING
HAWAI‘ TOURISM AUTHORITY
Wednesday, January 27, 2021
Virtual Meeting

MINUTES OF MARKETING STANDING COMMITTEE MEETING

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

COMMITTEE MEMBER ABSENT: Sherry Menor-McNamara

HTA STAFF PRESENT: John De Fries, Keith Regan, Pattie Herman,
Marc Togashi, Kalani Ka‘ana‘ana, Caroline
Anderson, Jennifer Chun, Ariana Kwan,
Marisa Yamane, and Carole Hagihara

GUESTS: Representative Richard Onishi, Senator
Glenn Wakai, Jay Talwar, John Monahan
Eric Takahata, and Irene Lee

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

Chair Kelly Sanders called the meeting to order at 10:31 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. Kalani Ka‘ana‘ana, HTA Director of Hawaiian
Cultural Affairs & Natural Resources, opened the meeting with a pule, honoring the former
Hawai‘i County Mayor Billy Kenoi who passed away yesterday.

2. Approval of Minutes of the December 16, 2020 Marketing Standing Committee Meeting:

Chair Sanders requested a motion to approve the minutes of the December 16, 2020 HTA
Marketing Standing Committee meeting. George Kam made a motion, which was seconded
by Fred Atkins. The motion was unanimously approved.



3. Presentation and Discussion of the Travel Agency Booking Pace and General Market
Research Trends

Chair Sanders recognized Jennifer Chun, HTA Director of Tourism Research, to provide an
update on the travel agency booking pace and general market research trends. Ms. Chun
reported that she’s getting the data from the Global Agency Pro, which has access to over
90% of the world’s travel agency airline transactions. She said that there were lower levels
of bookings from the U.S. for January than last month's meeting and the volume gets lower
for February and March. She noted that there were fewer visitors coming from Japan due to
the limited number of flights and to Canada and Australia, wherein direct flights to Hawai‘i
continue to be unavailable. She added that most of the bookings are from the U.S. to O’ahu
and to Maui. Ms. Chun said that the booking pace for 2021 continues to be relatively low.
She reported that there are a fair number of U.S. visitors planning a trip to Kaua‘i and
Hawai‘i Island but very few people traveling to Moloka‘i and Lana‘i. Ms. Chun said that the
booking pace reports is published weekly.

Ms. Kimura asked if more cancellations came in than new bookings. Ms. Chun affirmed.

4. Presentation by Hawaii Tourism Korea Regarding the State of and Progress of the Travel
Testing Partners

Chair Sanders recognized Irene Lee, Country Director for Hawai‘i Tourism Korea (HTK), to
provide an update on the state of and progress of the Trusted Testing Partners (TTP) in
Korea. Ms. Lee reported that the number of confirmed COVID-19 cases in Korea has
reached 76,429 and that the social distancing measures of 2.5 meters are extended until the
end of January. She noted that Koreans are advised to avoid non-essential overseas travel
until February 15 and that the requirement for PCR test negative results for all incoming
passengers from U.K. and South Africa has started on January 8. She said that Korea has
secured 20 million doses of vaccines and is preparing for a vaccination management system.
She added that the government will begin free vaccination for priority groups in February,
followed by plans of intensive implementation of vaccination during the third quarter of
2021 to form a collective immunity.

Ms. Lee reported that the Korean economy is projected to grow as major travel agencies
started to sell overseas travel and early-bird products. She added that the Ministry of
Culture, Sports and Tourism has increased budget allotment to $1.37 billion USD in support
for the tourism industry. Ms. Lee reported that a survey shows a high percentage of
Koreans planning to travel after vaccination and that travel is by far the most desired
activity when the pandemic ends. She said that Instagram has surpassed Facebook as the
most used social networking service application by Koreans in 2020.



Ms. Lee said that Hawai‘i will start to allow a negative COVID-19 test within 72 hours of
their arrival, enabling travelers to avoid quarantine. She added that four hospitals in Korea
agreed to be testing partners with the State of Hawai‘i and that more testing partners will
be announced in the coming weeks. She explained that these partners will provide testing
services designated by the Korea Disease Control and Prevention Agency and that the test
kits and medical devices will be approved by the Ministry of Food and Drug Safety.

She reported that aside from the launch of TTP program, HTK will develop a co-op
promotion to highlight the ‘Malama Hawai‘i Campaign’ and a safe and joy tours positioning
the islands as a safe travel destination in conjunction with promoting the Malama Hawai‘i
concept. She added that HTK will maximize social media presence on the TTP program thru
social media campaigns in high-profile channels.

Ms. Kimura asked for clarifications if visitors from Korea still need to be quarantined for 14
days when they go back from Hawaii to Korea. Ms. Lee responded that all passengers
coming from the U.S. are required to quarantine for 14 days.

Presentation by HVCB on Market Insights, Updates on Air Seats to the Destination for the
First Half of 2021, and on Calendar Year 2021 as it Relates to Certain Assumptions and
Approaches, Including but Not Limited to 1t Quarter Programs

Chair Sanders recognized Jay Talwar, Chief Marketing Officer for the Hawai‘i Visitors and
Convention Bureau (HVCB), to give an update on market insights, air seats to the
destination for the first half of 2021 and on calendar year 2021 as it relates to certain
assumptions and approaches, including but not limited to first quarter programs. Mr.
Talwar reported that according to The Harris Poll for COVID-19 in the U.S., people are most
fearful of global recession, of leaving home for essential errands, and of a new wave. He
added that they have lesser fear of dying and of losing their jobs. He said that with U.S.
residents expressing levels of concern for unsafe travel on commercial airlines, about
contracting the virus and for the national economy, tourism recovery will start slowly. He
noted that though Hawai‘i came in top for destinations daydreamed about, it came in fifth
as the most desired domestic destination for 2021, with Florida gaining the top list.

Mr. Talwar noted that the air trips of U.S. leisure travelers start fairly low during the first
qguarters of 2021 but is seeing a significant increase from September to December 2021. He
said that there are a fair number of U.S. seats scheduled to Hawai‘i on January and February
and the number of seats for March is exceeding that of last year. Mr. Talwar added that
there are more avid travelers eyeing for Hawai‘i as the next destination for leisure than long
distance travelers under 55 years old who prefer to travel within the Continental U.S. He



reported that there is less likelihood for younger people (18 to 49 years old) and low income
groups (less than $50,000) to get the COVID-19 vaccine once available.

Mr. Talwar said that booking demand remains low for January and February but there are
signs of life for spring break and more meaningful demand starting in June. He added that
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 into the
United States. He said that with fares so low overall, it is challenging to stimulate demand
based on fare and that forecasting has been extremely challenging with booking windows.
He noted that there are new markets: United (Newark to Maui) and Hawaiian (Orlando and
Austin to Honolulu) that are opening for the first time, and that American (Charlotte to
Honolulu) has resumed flights. He noted that overall, domestic bookings to Hawaii are up.
He added that cancellations are expected for Q1 2021, but it will significantly lessen for Q2.

Mr. Talwar reported that social media platforms, namely Facebook, Instagram, YouTube
and Pinterest are used to promote the Malama Hawai‘i campaign. He noted that the
campaign received a huge amount of engagement and video views. He said that they were
able to tie up with 80 partners for Malama Hawai‘i and counting while volunteer programs
continue to grow. He noted that the target audience for 2021 will be avid explorers who are
known to be mindful, responsible and respectful. He added that they will continue to
research on how to effectively invite avid explorer to Malama Hawai'‘i.

Mr. Talwar said that HVCB will work with airlines, hotels and other partners with regards to
coordination, cooperation and budget extensions. He added that they will use creative
messaging to share stories of Hawaii ambassadors who are connected with community
and/or volunteer organizations. He also showed a video of player vignettes of the PGA Tour
to the Hawaiian Islands.

Presentation by HTJ on Market Insights, Updates on Airlines Booking Pace and on the
Leisure and Group Segments and Programs to be Engaged in Q1 and Calendar Year of
2021

Chair Sanders recognized Eric Takahata, Managing Director of Hawai‘i Tourism Japan (HTJ),
to provide an update on market insights, updates on airlines booking pace and on the
leisure and group segments and programs to be engaged in Q1 and calendar year of 2021 in
Japan. Mr. Takahata reported that Japan’s COVID-19 confirmed cases have significantly
increased. He noted that in comparison to Hawai‘i, Japan has a lower number of COVID-19
cases per capita (100,000) which is 277 while Hawaii has 1,760. He added that Japan



declared its second State of Emergency on 11 prefectures which will last until February 7.
He said that a PCR test is required for entry to Japan and that the business or residence
tracks are suspended. He added that vaccinations will start late February.

Mr. Takahata reported that the Cabinet has approved its third supplemental budget
boosting Japan’s government total spending to exceed ¥175 trillion ($1.6T USD). He said
that the economy on the third quarter grew an annualized real 22.9% from the previous
guarters. He added that private consumption soared to 5.1%.

Mr. Takahata reported that the Go to Travel Campaign has been suspended until February
7 but will resume until the end of June 2021. He noted that the travel industry is in
discussions with the Ministry of Travel with regards to the “Managed Travel” concept
developed by JATA to introduce as the new normal travel style for Japanese. He said that
the 14-day self-quarantine and pre-travel test for returning residents continue to be the
major roadblocks in the industry. He noted that the recovery forecast for the travel industry
indicates positive trends for summer until fall of 2021. He said that bookings for January
and February remain low but airlines and travel agencies are in collaboration with HTJ in
conducting quarterly promotions and campaign activities for 2021. He noted that more
Japanese plans to visit Hawaii after reopening and in June to December 2021.

Mr. Takahata reported that there are 84 trusted testing partners at present and that an
additional of 27 more are expected to join on December 22. He said that for Malama
Hawai‘i campaign, they conducted live video promotions on January 8 and January 22.

Ms. Kimura stated that with the Go to Travel Campaign extended and no recovery can be
expected until Q3, she suggested that most money be saved to Q3 like the Summit or Expo.
Mr. Takahata responded that it can’t be postponed anymore since it has been postponed
once before.

Ms. Kimura asked if the 880,000 arrival by the end of the year is realistic since just by
looking at the 1,800 arrival of December 2020, the HTA can’t expect any more for the first 6
months of 2021. Mr. Takahata responded that the number is from DBEDT.

7. Adjournment:
The meeting adjourned at 12:00 pm.

Respectfully submitted,

Sheillane Reyes, Recorder
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MARKET CONDITIONS

According to the Conference Board forecast for 2021, the first quarter will see GDP
growth of 2.0 percent with an annual of 4.1 percent for 2021. This scenario assumes:

a) new cases of COVID-19 peak in early Q1 with no additional widespread lockdowns
implemented,

b) vaccines are deployed gradually in Q1 but the volume accelerates into Q2 and
beyond,

c) the stimulus package is fully deployed in late Q1 or early Q2,

d) labor markets rebound in Q2 and Q3,

e) the political transition does not result in a hit to consumer or business confidence.

These assumptions are for a steady acceleration of economic activity that peaks in
the summer months as consumers eagerly spend on services and goods that they had
forgone in 2020. The U.S. monthly economic output returns to pre-pandemic levels in
August 2021.

OOOOOOOOOOOOOOOOOOOOOOOOOO

Source: The Conference Board 2021 Forecast February 24, 2021



KEY TRENDS

COVID-19 Cases and Deaths

As of February 9, 2021, the U.S. has seen over 27 million cases and more than 468,00 deaths from COVID-19
virus. Hawai'‘i has recorded 26,53 1cases of infection and 418 deaths.

COVID-19 Vaccinations

As of February 8, 2021, there have been 42,417,000 million doses administered in the U.S. and in Hawai'i,
210,250 doses have been administered.

CDC Travel Requirements

All air passengers coming to the United States, including U.S. citizens, are required to have a negative
COVID-19 test result or documentation of recovery from COVID-19 before they board a flight to the United
States. At this time, there is no similar mandate for domestic travel.

| HAWA'
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Source: NY Times CDC barometer and Hawaii Department of Health February 24, 2021



OUTBOUND

U.S. Outbound Travel Forecast (Published Fall 2020)
« According to U.S. Travel, 1.905 billion trips will be made by U.S. residents in 2021, up
19% from 2020

« 1.676 billion of those trips will be for leisure while only 229 million trips will be made for
business-related purposes

« Air trips among U.S. travelers will be up 15.7% in 2021, compared 10 -62.3% in 2020

OOOOOOOOOOOOOOOOOOOOOOOOOO

Source: US Travel Association and Tourism Economics February 24, 2021



Source: HTA Air Seat Forecast compiled from DIIO Mi

AIR SEATS

U.S. Seat Forecast

Due to the voldatility of the COVID-19 pandemic, US carriers are not finalizing schedules more
than 6 weeks out. As of February 10, 2021, the forecasted seats for non-stop transpacific

flights to Hawai'i are:
Total Domestic Seats — February — April 2021 2,081,336 seats up +30.9% over 2020

U.S. West: 1,824,291 seats up +30.9% over 2020
U.S. East: 257,045 seats up +22.7% over 2020

The forecast for the remainder of 2021 will be additional seats added back to market as
demand dictates.

OOOOOOOOOOOOOOOOOOOOOOOOOO
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TRAVEL TRENDS
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U.S. MEDIA CONSUMPTION
DURING COVID-19

, : Streaming Has Almost two-thirds of
Duan\jg ’rh.e h?gh’r C.)f CQ(\:I/ID—] v Increased Significantly consumers (64%) are using
ponT. emlcT, >freaming video as the Outbreak Has streaming services MORE
continues To Increase | Progressed I than before the outbreak
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Media Consumption Shifts
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AVID EXPLORER
MEDIA CONSUMPTION

Usage Highlights

OTT / Streaming

-

Outdoor
«&»

Radio

E

v

Heavy

Heavy

Moderate to
Heavy

Moderate to Light

Light

Spends on avg. 28 hours per week online and considers it it's most trusted
media source (141 Index)

Prefers subscribing to streaming video services because it's worth the money
(181 Index) and enjoys their original programming (158 Index)

Amazon Prime is their top streaming service used in the past 30 days (174
Index)

39 highest medium against the target and notice large formats like
Billboards

Able to amplify awareness in select markets that have a high tendency of
OCH

Tunes in to terrestrial radio during the AM/PM drive on their commute to
work (108 Index)

Target’s Linear TV consumption has drastically decreased and are now light
viewers (34 Index)

Source: MRI 2019 Doublebase Study
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GENERAL TRAVEL SENTIMENT

Safety concerns remain
« 54 percent of U.S. travelers say they would feel somewhat or very unsafe
traveling on a commercial airline right now

« Less than half (49%) of U.S. travelers feel safe traveling outside of their home
community

Optimistic near-term travel outlook
« For the first time since the start of the pandemic, more travelers (38%)expect the
coronavirus pandemic to get better in the next month, compared to 27 percent
who think it will get worse.

« 81 percent of travelers have travel plans in the next six months, the highest since
before the initial lockdowns in March 2020.

OOOOOOOOOOOOOOOOOOOOOOOOOO

Source: Destination Analysts COVID-19 Traveler Sentiment Study February 24, 2021



TARGET AUDIENCE
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Seek to explore and make meaningful memories
Desire for something bigger than themselves




The Mindful Traveler — respectful,
responsible, environmentally conscious

« Adults 25-54

« Household Income 100K+

* Eco-Conscious

« Participates in 2+ activities while traveling
« Repeat Hawai'i Visitors

« Natfionwide

f

HAWAI'l

VISITORS & CONVENTION BUREAU ™
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CONSUMER STRATEGY

ssssssssssssssssssssssssss






APPROACH

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

« Work with HTA Team for insight from
the community study (DMAP)

« Develop marketing strategies based
on HTA's pillars

February 24, 2021



« Malama Hawai'i — the evolution
of the Hawai‘i Roofed and
Kuleana campaigns

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

CREATIVE MESSAGING

'y

February 24, 2021



PAID MEDIA
OTT (over the top) TV

To reflect the evolution of the target's media consumption,
leverage OTT to take advantage of this increase in our post-
COVID world

Video & Display
Serve Malama Hawai'i messaging against the target by utilizing
video and display to granularly reach users cross-device
(desktop, mobile/tablet):

+ Travel habits

+  Demo (age, HHI)

* Environmentally conscious

+  Geography

+ Contextuadl

Native

Utilize custom-video content creation and the native voice of
credible media partners to help tell the Malama Hawai'i
message in ways that resonate with the target and appear less
like traditional advertising.

Search
Google, which accounts for 92% of all search traffic to
gohawaii.com will be utilized to drive qualified traffic to our site.

f
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SOCIAL MEDIA

Create a balanced mix of social posts, purpose-fit for
priority platforms

Facebook & Instagram

Promote Malama Hawai'i posts and follow up with a
steady cadence of supporting content throughout the
campaign

Kuleana/travel safety videos will be served on-island to
visitors and residents

YouTube

Serve True View pre-roll ahead of videos watched by
our audiences—especially videos related to
community engagement, mindfulness, or slow fravel

Pinterest

Show up interactively on a platform where people
come to feel inspired, positive, safe (and politics-free)
while they dream and plan

f

Malama Ij_awa'iﬁ:A =
Mindful Travel

Guide

@ wviie

Explore our travel guide to learn how
you can stay mindful, safe, and more
Qv connected to Hawai‘i than ever.

@ Liked by skimso and 4,994 others

gohawali To malsma (care for) Hawall means so many
things. For Kumu Hula (Hula Master) Kaui Kanakaole, it
means honosing our storied connection to nature

HAWAI'l

VISITORS & CONVENTION BUREAU ™
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ON-ISLAND KULEANA
M ESSAGI N G \LH Hawai - gohavli.com (Defaul) © .. —— Tnstagram

Together, we can ensure that your visit is a safe
one. Please remember, it is mandatory to

° ConﬁnU.e rUnning COVlD_] 9 Sp@lelC always wear a mask in public. And _See More
post-arrival Kuleana video to visitors and
flighted to residents

A4 ael-
WCAr 1 Mask;

maintain physical distance of six feet,

« Qutreach to partners to extend
distribution
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]
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TRAVEL+
LEISURE

EARNED MEDIA / PR Hawaii Visitors Can Now Score a

Free Hotel Night in Exchange for
Volunteer Work

Visitors can plant trees, participate in a beach cleanup, or more to participate.

Hot 100 List .\
- Refined fo reach target consumer b“e@_/f’l‘“et
audience in tandem with paid . y
Help out in H d get a free hotel
+ Focus on digital media, West Coast gy e O

and Natfional outlets
Hawaii Is Giving Visitors a Free
Hotel Night for Doing Volunteer
Work

Do the right thing and Hawaii will reward you.

Rich Storytelling
« Mindful travel, culture, natural
beauty

Coordinated Messaging
« Statewide, Island Chapters, island
ambassadors, and industry partners

nnnnnnnnnnnnnnnnnnnnnnnnnnn
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TRADE STRATEGY
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ROLE OF TRADE IN
DESTINATION SELECTION

Data supports the importance of travel advisors in destination selection

 Pre-pandemic data:
« 55% said they were likely to use an advisor to help choose a destination
« 85% say they use advisors because of their destination knowledge

* An August 2020 study said “travelers are relying on advisors to narrow their options
and cut through the clutter”
« 65% of US travelers say that the information and insights agents can provide is
their most crucial draw for using a travel advisor.

« Travel advisors are a trusted source of information now more than ever
«  64% of travelers are more saftisfied with the information they have received from
their travel advisor than airlines and hotels. (Sfrafegic Vision’s 2021 Pulse of the
Industry Survey, Jan. 2021)

OOOOOOOOOOOOOOOOOOOOOOOOOO

February 24, 2021
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New content development aligned with the Hawai'i target traveler
types of culture, culinary, outdoor and sustainable/responsible tourism
« Digital Guides will be downloadable content within the travel
agent portal and in a format that can be shared with clients

Style Guide provided to trade partners to ensure use of HYCB
approved imagery and messaging

Consortia agreements will be executed with select partners enabling
HVCB to reach consumers that are known travelers and align with the
Hawai'i target traveler

Turnkey digital marketing program for travel advisors will be launched
to complement HVCB's cooperative program with key stakeholders

OOOOOOOOOOOOOOOOOOOOOOOOOO

ENGAGING THE TRADE TO
ACHIEVE MARKETING GOALS

February 24, 2021



HVCB initiated cooperative marketing programs
« Select wholesale partners and industry partners invited to parficipate to

drive conversion

« Stakeholders provide special offers
« Travel advisors with known customer base have the opportunity to

close the sale

Partnerships with Northstar Marketing Solutions and TA Connect enable
ongoing targeted, time-sensitive communication to qualified travel advisors

HVCB virtual events feature destination and Hawai'‘i supplier presentations

and resource resources

Partnerships with trusted industry organizations such as The American
Society of Travel Advisors (ASTA) and The Travel Institute allow access to
industry studies and fraining opportunities

| HAWAT'L

-

TRADE PARTNERSHIPS &
COOP PROGRAMS

Facebook Instagram % Forward
-
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Aloha Robyn

Two important announcements were made by Governor David Ige and details are included in
the attached press release.

Beg’ day, Novi emb 24, travelers wishiny gt bypass the 14-day
ma t have thei g ativi COVID 19 test re lt fom trusted
tes f State of Hawaii. If t st r Lt not
ava e trip, the traveler mus! tq t‘nefor14
day, shorter.
The state h: d Canadian Trusted Testing Partners program, which will launch
mid-December.

Please share this information as broadly as pessible to your customers.

Regards,

% Hleomedn.

John Monahan

President & CEO

Hawaii Visitors and C tion Bi

Thank you for your interest in the virtual event, The
Malama Hawail. Although the live broadcast may be
keep the conversation going, and learn more with the following:

Both days of the event are now available on-demand, a s the recordings below:
Day 1: httpsy//onlin m/Launch/Event/ShowKey=12064
Day 2: https://onlin fL nch/Eve L/S howKey=120649

Also be sure to visit our Resource Center! Take a look at all the resources provided by
the Hawaii Visitors and Convention Bureau (HVCB), Island Chapter representatives and
wholesale, hotel and activity partners.

February 24, 2021
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Sales

Adele Tasaka
atasaka@hvcb.org

Kathy Dever
kdever@hvcb.org

. Meredith Parkins
mparkins@hvcb.org

Ernie Garcia
egarcia@hvcb.org

Sales & Services

Jessica Baysa
Sales Coordinator
joaysa@hvcb.org

Josette Murai
Convention Services Manager
jmurai@hvcb.org

April Galapon
Sales Operations Manager
agalapon@hvcb.org

‘Elele Program

Debbie Zimmerman

i@ HAWAI debbiez50@outlook.com

VISITORS & CONVENTION BUREAU ™
February 24, 2021




MCI
Citywide Target Audience Single Property Target Audience
* Medical * Healthcare / Medical
* Scientific * Scientific
* Technology * Technology
* Engineering * 3rd Party
* Finance * Finance
* Legal * Insurance

nnnnnnnnnnnnnnnnnnnnnnnnnn
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MCI

Citywide Lead Development Strategy
« Target short-term corporate citywide groups for 2022 — 2026 need years
« Rank and solicit Hawai'i's universe of citywide accounts for optimal placement

« Elevate the ‘Elele Program to involve local Hawai'i residents to assist in soliciting and
booking citywide conventions

Single Property Lead Development Strategy

« Target small group meetings to respond to accelerate restarting of MCI group
business

« Continue to solicit market segments that are generating single property lead
opportunities (corporate, incentive, 3rd Party, healthcare)

« Promote Hawai'i as MCI destination via digital events and customer FAMS

OOOOOOOOOOOOOOOOOOOOOOOOOO

February 24, 2021
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RESPONSIBLE TOURISM

H.| Hawaii - gohawait.com (Defoull) @ ..

Thisrd's 50 Much Mione 1o expeniencs when you
malama (care for) Hawaii. Before traveling,
testing is required to bypass See More

HVCB's marketing efforts are based on the Hawaiian concepts of

malama Hawai'‘i and kuleana — our responsibility to protect and support

the local community; native Hawaiian culture, practices and places;

HAWANCOVIDT9.COM

Get Hawaii travel updates LEARN MORE

Stay i the know before you g0

and Hawai'i’'s natural beauty and resources which are the components

that make up HTA's pillars.

J,.|| Hawail - gohawaii.com (Default) @ aee

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

Embracing this responsibility includes finding the type of traveler who

share the same values and then reaching them with a marketing

A mindful travel guide

message that invites them to be a part of this special place and to

.H| Hawall - gohawail.com (Default) ® ...

honor its people and places while they are visiting.

Going back resans giving back, when you ravel
mindfully and safely. Before traveling, testing is
required io bypass Hawail's Sae More

VISITORS & CONVEN

fb| HAWAI

= MALAMA —

HAWATII

Laarn More >

I.H Hawail - gohawail.com (Defaull) & ...

Enjoy a free extra night from participating
hotets when you malama (care for) Hawaii
Idahalo fo Hully (and . Ses Mo

—MALAMA —

HAWAT'I

GOHA)

G COoM —
Enjoy a free night LEARN MORE
Find you poeteriod hotel e

February 24, 2021



As hotels around the state

reopen their doors, let’'s come
together as one ‘ohana and
provide our guests with the
opportunity to engage in a
volunteer project to help
regenerate the natural beauty
and culture of Hawai'i, and
provide them with a free night if

they do so.

‘ALOHILANI RESORT

WAIKTKI BEACH

UNFORGETTABLE, SOULFUL HAWAII PACKAGE

Ameaningiul o for o filed wih the nefurel beay of Ochu. Make lfelong memries
together as you journey fiom Wakik fo the Norih Shore where you/lfind Gunsiock Ranch
and a hriving forest overlooking the Paciic Ocean. As you ravel frrough the ranch by
horseback or UTV amidst he gentie ocean breeze, you'l come upon fhe Alofilan fores fo
plant your very own ndigenous free. Back of he resorl, enjoy dimner for wo af the world-
renowned, Morimoto Asia Waikik by iron chef Masaheru Morimoto.

Your soulful jourey includes

» Stylish Ocean View or Premier Ocean Front accommodations.

« Every 5th Night is complimentary

« One Day Luxury Car Rental by Enferprise
Rent-A-Car® — MALAMA —

« North Shore Tree Planting experience of ‘
Gunstock Ranch. Learn more about the H AWAI I
“Aohilan forest and our pledge to plant 100,000
rees

+ $200 resort dining credit valid of Morimoto
Asia, Momosan, or Swell Pool & Bar

« Oceon culiual blessing or two

« Valid for ravel November 1 - December 23, 2021 [blackou cates mey appiy)

TAKE A TRIP THAT GIVES BACK

EIm ryetrion

Planter’s Experience

Come to Gunstock’s Hawaiian Legacy Forest to plant a Monarch
Milo tree. Bring your friends or the whole family and make a
difference together.

f

PRINCE V/

BOOKNOW
e
— MALAMA —

TTAWATI

Malama Hawai‘i Package

We welcome travelers with an open heart and an invitation

1. Simply put,
~ of our earth, each other and ourselves,

In partnership with a statewide alliance led by the Hawalfi
i iy, Prince Waikki has joined the Malama
Hawall initiative to encourage mindful and, ultimately,

y giving to

activity. The Malama Hawaf initiative not only helps us

sustainable
coasqﬂlar?es
Hawaii

‘Sustanable Coastines Hawai
5. grosaraots, locol nonprofit

future,
e for ful
travel experience.

‘With our Malama Hawai'i package, you'll receive a

toamof decicated staffand
supported by passionate.
volunteers inspiring local

munities t carefo theic

constines through fun, bands-

i DIY Cleanup Kit, offe
safe and healthy way for you to give back to the local
‘community with your own beach clean up. Book your stay
now, and receive the following plus more:

* Every ath Night Free

* Waived Resort Charge (Daily Savings of $37 +
Applicable Taxes)

* Two Prince Waikiki “Malama Hawaii” T-Shirts

Kit per stay)
« Dally Self-Parking ( Vehicle Per Room)
Torms & Conditions:

4 night minimum say required. Book from Neverber 2, 2020 - Decermber
16,202 fortravel betwseen Novermber 2, 2020 - Decertber 21, 2021

‘Sustainable Coastines Hawai
als0 coordinates ecucational

restrictions may apply

BOOKNOW.

HAWAI'l

VISITORS & CONVENTION BUREAU ™

Giving Back on Vacation

I R \',‘

JININY

HAWAT" i

TAKE A TRIP THAT GIVES BACK

‘Take a Trip that Gives Back

32

MALAMA HAWAI‘l PROGRAM

ey g down. A el iR plce. T e ad ke i e k-

[ ——

Statewide

Alaska Airlines

e i ot s e oo em)

s ccin e xerince s onsvem oy o cr

Mo are o Hews s s oo o s s prctees. By
A aing wth i ot rly oy i

Pobaba IKaLani

Lram e sout Volonraoppoitie. o u o st P Ka L aion
e p—

1eam e shout S Contins

Destination Residences Hawaii

Kauai

H

‘Hyatt Regency Maui Resort & Spa
Kamaole Sands#
Paki Maui.

ograph

Kiahuns Plantstion
Maksheunas

lows

lea Beach Resort.

W
‘The Westin Maui Resort & Spa, Kaanapali

Island of Hawaii

Courtyard King Kona Beach

Courtyard Marriott Oahu North Shore

tes by Hilton Oshu Kapolei

Kanalos st Kona
Kona Reef:

Waimes Country Lodges
The Westin Hapuna Beach Resort

The Royal Havwaian Volunteer Opportunities

Sheraton Princess

Hawaiian Legacy Reforestation Ini

&Spat
Aggers

Waikiki Grands

Waikiki Shore ¢

February 24, 2021



BMP TIMELINE
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2021 CONSUMER CALENDAR

Production Evolution of Malama Hawdii 2022 Campaign
st Media Flight
Evolution of Malama 2nd Media Flight
Hawaii Dates TBD
Dates TBD

Messaging

PGA Tour PGA Tour
Equinox Equinox

Media Vehicles | . | | | | | | || |

Earned

Social
Organic
Paid

Advertising

oTT

Digital

Search - Google

Enewsletters

Gohawaii.com

G| HAWAI'

VISITORS & CONVENTION BUREAU ™

February 24, 2021
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2021 TRAVEL TRADE CALENDAR

—-mm----m--m

Tradeshows

Appointments 40 200 10 40 100

E tional

ducationa y 5 A 5 6 6 3 4 5 2
Sessions

FAMS 2 1 2 1
Meetings with

Hawai'i Industry 2 3 4 3 1 1 2 4 2 1 1 1
Partners

February 24, 2021



36

2021 MCI CALENDAR

Trade Shows

Appointments 20 20 40 40 40 20 40 40 60
FAMS 4

Education Sessions 1 1

Sales Calls 160 160 160 160 160 160 160 160 160 160 160 160

Digital Marketing

nnnnnnnnnnnnnnnnnnnnnnnnnn
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BMP BUDGET
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BMP BUDGET - LEISURE US

Advertising
PR & Promotions

Trade Marketing

Research

Hawaiian Culture
Integration

Admin Costs

Total

$624,926

$229,707
$92,325
$22,500
$1,000

$817.860
$1,788,318

$2,746,065
$328,475
$442,625
$22,500
$17,200

$830.815
$4,387,680

OOOOOOOOOOOOOOOOOO

$2,928,968
$636,825
$385,025
$57.500
$75,300

$792,305
$4,875,923

NNNNNNNN

$1,926,161
$481,573
$315,525
$22,500
$13.000

$794,321
$3,553,080

$8,226,120
$1,676,580
$1,235,500
$125,000
$106,500

$3,235,300
$14,605,000

February 24, 2021
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BMP BUDGET - MCI

Advertising $6,000 $10,000 $18,000 $18,000 $52,000
PR & Promotions $24,000 $35,000 $96,000 $103,000 $258,000
Trade Marketing $53,500 $54,950 $13,000 $56,000 $177,450
Research $13,500 $13,500 $13,500 $ 13,500 $54,000
Hawaiian Culture

Integration

Admin Costs $452,709 $455,509 $460,709 $484,623 $1,853,550
Total $549,709 $568,959 $601,209 $675,123 $2,395,000

nnnnnnnnnnnnnnnnnnnnnnnnnn
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BMP PERFORMANCE
MEASURES
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BMP PERFORMANCE
MEASURES - ADVERTISING

Semi-Annual
LEISURE MEASURES Annual Target Targets
2021 Jan-Jun Jul-Dec

Consumer Ad Measures

Advanced TV/OTT Reach 6.0% 4.0% 3.0%

Print Reach n/a n/a n/a

Digital Reach 13.0% 6.0% 9.0%

Radio Reach n/a n/a n/a

TV Gross Impressions n/a n/a n/a

Print - Total Audited Circulation n/a n/a n/a

Digital Gross Impressions - Total Audience 60,598,466 17,311,819 43,286,647

Digital Viceo Gross Impressions - Total Audiecne 21,383,855 12,092,470 9,291,385

Radio Gross Impressions n/a n/a n/a

Digital Out of Home Gross Impressions n/a n/a n/a
Travel Trade Ad Measures

Print - Total Audited Circulation 0 0 0

Digital Gross Impressions - Total Audience 0 0 0
Consumer Shows

No. of Shows n/a n/a n/a

Show Attendance n/a n/a n/a

l

HAWAI'

VISITORS & CONVENTION BUREAU ™

February 24, 2021



-y

BMP PERFORMANCE
MEASURES - PUBLIC RELATIONS

Semi-Annual
LEISURE MEASURES Annual Target Targets
2021 Jan-Jun Jul-Dec
Public Relations Measures
No. of Media/PR Calls 233 72 161
No. of Press Releases Issued 25 10 15
...Publicity Value
Print $450,000,000 $225,000,000 $225,000,000
Online $175,080,000 $87,540,000 $87,540,000
Broadcast $192,000,000 $96,000,000 $96,000,000
...Number of Impressions
Print 900,000,000 450,000,000 450,000,000
Online 348,000,000,000 174,000,000,000 174,000,000,000
Broadcast 2,460,000,000 1,230,000,000 1,230,000,000
...Media FAMs/Press Trips
No. of Group Media FAMs 2 1 1
No of Articles Generated 27 6 21
No. of Individual Press Trips 52 8 44
No of Articles Generated 59 12 47
(| HAWAT'L
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TRAVEL TRADE

P PERFORMANCE MEASURES -
& INDUSTRY COLLABORATION

Semi-Annual
LEISURE MEASURES Annual Target Targets
2021 Jan-Jun Jul-Dec
Leisure Travel Trade
... Trade Shows
No. of Trade Shows 20 3 17
No. of Appointments 480 40 440
... Travel Trade FAMs
No. of Travel Trade FAMs 6 2 4
No. of Participants 30 10 20
... Trade Education
No. of Trade Education Sessions 39 19 20
No. of Participants 4,125 3,100 1,025
No. of Agents Completed Online Training Program 5,537 2,737 2,800
Industry Collaboration
No. of Meetings with Hawai'i Industry Partners TBD
No. of Hawai'i Industry Partners Met With TBD

l

HAWAI'

nnnnnnnnnnnnnnnnnnnnnnnnnn
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BMP PERFORMANCE
MEASURES - SOCIAL MEDIA

Semi-Annual
LEISURE MEASURES Annual Target Targets
2021 Jan-Jun Jul-Dec
Social Media Metrics
FACEBOOK
Total Impressions Gained 30,664,326 9,630,838 21,033,488
Total Interactions Gained 5,099,234 1,642,960 3,456,274
Total Est Ad Recall 5,570,240 2,734,040 2,836,200
Total Fan Count N/A N/A N/A
Increase in Fans N/A N/A N/A
Total Posts 29 5 24
INSTAGRAM
Total Impressions Gained 33,176,044 10,269,014 22,907,029
Total Interactions Gained 1,877,696 584,491 1,293,205
Total Est Ad Recall 2,892,953 1,538,999 1,353,954
Total Fan Count N/A N/A N/A
Increase in Fans N/A N/A N/A
Total Posts 35 5 30
PINTEREST
Total Impressions Gained 11,087,268 5,722,461 5,364,807
Total Engagements Gained 238,376 123,033 115,343
YOUTUBE
Total TrueView Impressions Gained 41,461,007 16,781,836 24,679,171
Total TrueView Video Views Gained 21,700,691 8,783,613 12,917,078

HAWAI'

VISITORS & CONVENTION BUREAU ™

l
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BMP PERFORMANCE
MEASURES - MCI

v ersures o | et
2021 Jan-Jun | JulDec
MCI Trade]
... Tradle Shows
No. of Trade Shows 16 6 10
No. of Appointments 320 120 200
...MCI FAMs
No. of MCI FAMs 4 0 4
No. of Particicants 30 0 30
...MC] Education
No. of MCI Education Sessions 2 z )
No. of Parnicipants 100 100 )
No. of MCI Zales Calls 1,920 960 960
MCI Room Nights
Total Citywidle MCI Tentative Room Nights
Total Citywide MC! Definte Room Nights| Room Night goals will be established
Total Ciywide MCI New to Hawari - Definte Room Nights| POt duarantine period of COVID-19.
: - : Goals will be set based on permitted
Total Single Property MC! Tentative Room Nights attendance numbers and flight
Total Single Property MCI Definite Room Nights availability.
Total Singie Property MCI New 1o Hawaii - Definite Room Nights

G| HAWAI'

VISITORS & CONVENTION BUREAU ™
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HTA KEY PERFORMANCE

PPPD$

Total Expenditure

Visitor Satisfaction - Met/Exceeded Trip Expectations

Resident Sentiment - Tourism has brought more
benefits than problems - Strongly/Somewhat Agree

INDICATORS

Meet/Exceed DBEDT Forecasts for 2021*:
US West $162.71
US East $195.53
US Total $175.02

Meet/Exceed DBEDT Forecasts for 2021*:
US West $4.1B
US East $3.06B
US Total $7.16B

Maintain/Improve Score from 2019:
US West 97.3%
US East 97.2%
US Total 97.2%

Improve Score from 2019:
58%






Agenda ltem #3:

Presentation of the Brand Management Plan by
each Global Marketing Team:

Hawaii Tourism Japan (HT)J)
by Eric Takahata



HAWAI'I TOURISM .

JAPAN

2021 HTJ BMP PRESENTATION

Eric Takahata

Managing Director




MARKET CONDITIONS
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2019

Real GDP increase
-7.1% (Q4)

Unemployment rate
(average)
2.4% (2019)

Consumer price index
+0.6

Consumer confidence
39.1

Exchange rate
109.0¥

Household savings
Over 17.5M¥

12.7%

Real GDP
iIncrease

Q4 2020

VAN

Consumer
confidence

January 2021

MARKET CONDITIONS

Japan’s economic overview

2. 8% -0.2%

Consumer

Unemployment o
price index

rate (average)

2020 2020

OVER

105¥
Excohcfge 1 4.3M¥

rate Household
savings

February 2021




MARKET CONDITIONS . Tokyo, Kanagawa,

Chiba, Saitama, Tochigi,
Aichi, Gifu, Osaka,

. Kyoto, Hyogo & Fukuoka
« Extension 2"d Japan State of

Emergency Declaration
(Un’ril 3/7 ) Tochigi
(eliminated from the

* Japan entry restrictions previous time)
- Required PCR test

- 14 day quarantine for returning residents

S L
» Vaccination starting Late Feb. ‘\ ~J ﬂr
py |

10 Prefectures (



. . . 314 million vaccines (157 million people
Japan’s Covid-19 Vaccination . Pfizer Inc.(144 rr(lillion) people)

 Moderna Inc. (50 million)
* AsiraZeneca PLC (120 million)

Healthcare personnel (approx. 4 million ) }

End of
4 senior citizens aged 65+ (approx. 36 million ) }

people with pre-existing conditions (approx. 8.2 milion) )
workers at elderly care facilities (approx. 2 million )
People aged 60-64 (approx. 7.5 million ) )

People aged 20-64 people (approx. 8.2 million)
Total 65.9 million Japanese (52.5%) will get COVID vaccine by this June’

1 £ € £ ¢

Source: Ministry of Health, Labour, and Welfare



MARKET CONDITIONS

: Fiscal 2020 budget - 3" Supplemental budget:
The Cabinet approved a ¥21.84 trillion and
additional budget boosts Japan's government

¢ total spending to exceed ¥175 frillion

< >‘ >\< > The Tokyo Olympic Games could be held without
( any spectators this summer. The Olympics are

.
202~.1/ scheduled to open on July 23




MARKET CONDITIONS

Japan outbound
—HQZIEJEEA 2019 : 20,080,669 pax

= T3 AN
BRI TR = 2021 : 4,417,747 pax (22% vs 2019)

Japanese visitor arrivals

2019: 1,576,205 arrivals

2020 HTJ: 21% (vs 2019) 297,244

2021 HTJ Forecast: 32% (vs 2019) 504,386 expected
11.4% (market share vs JATA forecast)

2021 |  QIR1 QTR 2 QTR 3 QIR 4

Forecast 2.0% 3.0% 40.0% 77.1%
vs 2019 (7,499, pax) (10,779 pax) (175,807 pax) (310,301 pax)




MARKET CONDITIONS

Airline Operation (April ~ June)

ANAA HAWAIIAN Q bed Z%Eﬁ;l—?

AIRLINES.
2021 April 2021 May 2021 June

Meode|FIOMH| oo | rights | et | [PRARIIriahts) 2090 | R sean Teode SN Code | Fights | Ses
ANA  |NH186| HND 9 2214 ANA  [NH 186 HND 9 2,214 ANA |NH 186| HND 8 1,968

HA HA 822 | NRT TBA TBA HA  |HA822| NRT TBA TBA HA  |HA 822 NRT TBA TBA

HA HA 450 | KIX TBA TBA HA  |HA 450| KIX TBA TBA HA  |HA 450 KIX TBA TBA

HA HA 864 | HND TBA TBA HA  |HA 864| HND TBA TBA HA  |HA 864| HND TBA TBA

JAL JL74 | HND 7 1,302 JAL JL74 | HND 8 1,488 JAL | JL74| HND TBA TBA

IG 1G2 NRT TBA TBA G G2 | NRT TBA TBA G G2 | NRT TBA TBA

Total 16 3,516 Total 17 3,702 Total 8 1,968



TRAVEL TRENDS
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N Ovutbound Travel Situation

e —— —rrrrn e, »  Level 3 advisories for outbound travel
s ! (including U.S.)

« JATA and ANTA'’s suggestion of “Managed
Travel” to restart outbound travels
(Presenting to Ministry of Travel)

« Hawaii is the 15" foreign destination to
pilot

« Successful proof of concept to eliminate
14 day quarantine for returning residents

« Convince Ministry of Travel to allow
packaged tours abroad

10
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Consumer Sentiment (N=7,912)

Timing: When consumers would like to visit Hawai

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

2,699 people
34.1%

654

348

58

679

563

722 people 9.1%

2195

41 36 [:]

Period: October 30- November 30, 2020

1,974 people
24.9%

574

498

387

268

108 107

alll

June-Dec 2021

Frequency of Travels to Hawaii

WO time
02 times
E5-9 times
020+times
957 people 12.0%
251 i
193 [ 157 363 people 4.5%

98 97 99

ol LI ] iﬁl

2022- 2023

@1 time

0O3-4 times

010 —19 times

1,197 people

15.1%

1824147

259

199

no plan

184

78

|

11



TARGET AUDIENCE
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Target audience

Visit outbound travel once a year at least

Willing to invest on self-improvement &
wellbeing

Globally conscious contributors
« Higherincome over US $100,000

(Spending potential, desirable attributes, segment size)




Target Audience Personas

MAIN ATTRIBUTE
AGE: 20-40s
RESIDENCE: Japan
PROFESSION: Various
RELATIONSHIP: Various

PERSONALITY

INTROVERT EXTROVERTED
ANALYTICAL CREATIVE
DEMANDING EASY-GOING
PASSIVE ACTIVE
LOYAL FLEXIBLE

MAIN ATTRIBUTE

AGE: 30-50s
RESIDENCE: Japan
PROFESSION: Various

RELATIONSHIP: Married and
have children

PERSONALITY

INTROVERT EXTROVERTED
ANALYTICAL CREATIVE
DEMANDING EASY-GOING
PASSIVE ACTIVE
LOYAL FLEXIBLE

MAIN ATTRIBUTE
AGE: 20-40s

RESIDENCE: Japan

PROFESSION: Various but
mostly able to work
remotely

RELATIONSHIP: Various

PERSONALITY

INTROVERT EXTROVERTED
ANALYTICAL CREATIVE
DEMANDING EASY-GOING
PASSIVE ACTIVE
LOYAL FLEXIBLE

MAIN ATTRIBUTE
AGE: 20-30s, 40-60s
RESIDENCE: Japan
PROFESSION: Various
RELATIONSHIP: Couple

PERSONALITY

INTROVERT EXTROVERTED
ANALYTICAL CREATIVE
DEMANDING EASY-GOING
PASSIVE ACTIVE
LOYAL FLEXIBLE

14



New-norm Workers

'
7\ Potential Pono Travelers

' Value the culture and nature of Hawai'i '
Proactively share their positive experiences in Spend money on their valuable experience
Hawai'i on social media such as hobbies and travels
Most likely to resume fravel to Hawai'i regardless ,

: : : Value work-life balance
of price hikes on travel products and airfare
Hold an ethical mindset with the environment Think t | " ding i
and society while showing interests in SDGs Nk ITAVel s sefirewaraing iip
' Aspire to travel to Hawai‘l multiple times ' ‘ Likely to adopt new movements I'
‘ Have friends and relatives in Hawai'i . ( Travel without schedule restrictions '

Embraced the new norm of working remotely




PRIMARY TARGET REGIONS

Major Market Region

« Kanfto area
(Tokyo, Kanagawa, Saitama, Chiba)

« Kansai area
(Osaka, Hyogo, Kyoto, Narq)

Secondary Market Region

el Gy By Saitama . .
Hyogo ~— || @ « Aichi, Fukuoka, Sapporo
" Chiba
/

KANSAI

Kanagawa  Tokyo

16



CONSUMER STRATEGY
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CONSUMER STRATEGY

Jan — Jun 2021 approach (existing assets)

« Focus on public relation and SNS contents
distribution for Jan — Jun of 2021
- Hawaii New Normal & Safety Protocol
- New destination experience infroduction & stories
- Responsible Tourism (Malaoma Hawaii) direction
(i.,e. SDGs = Aloha+ Challenge)

« HTJ CRM (database) campaign to target Hawai
fan & Repeaters

« Aloha Program Hawaii specialists

enhancement program
(Hawaii culture program, Responsible Tourism — Malama Hawaii
and Support Hawaii Program)




CONSUMER STRATEGY
Jul - Dec 2021 approach

« Collaborative initiatives with Airline/Credit
card company to target high valued
market from their membership data

« Branding campaigns based on Responsible
Tourism (Malama Hawaii)

« Media initiatives to reach target audiences

 Digital marketing and advertising initiatives




TRADE STRATEGY
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TRADE STRATEGY

Jan — Jun 2021 approach (existing assets)

e Extensive online education

Ongoing digital platforms (webinar, etc.)

« Enhancement of travel trade website

- Increase educational tools

- Update/maintenance of accurate latest information
from Hawaii

- Updates of industry partner news

« Recovery preparation
- Stakeholder discussion to formulate recovery initiatives

e.g. frade focused influencer initiatives

« Recovery product development support

Tk

IS

\

=,
L 4

i

et \n\ L &
v
g %

e LN




TRADE STRATEGY
Jul - Dec 2021 approach

« Immediate stakeholder implementation
support

- Co-op program with airlines/wholesalers/OTA
- Aloha Program Satellite office enhancement nationally

« Continued industry education

- Industry FAM tours

- Japan Summit

\

- Online education

\

e

 Collaborate with fravel trade media to
message Hawaii's destination strategy

\
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Industry collaboration

Travel

Partners
(Travel agencies, Government
hotels, transportation,
attraction/
activities)

Non-profit HAWAI'I
organizations HAWAI'I TOURISM
JAPAN
Local
businesses R
community
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2021 Industry Activity

{ Q1 ] { Q2 ] { Q3 ] { Q4 ]
(Jan — Mar) (Apr - Jun) (Jul — Sept) (Oct - Dec)
Airlines /Travel Agencies/ OTA
4 } ::
-
HT) - T— .
Public Relation & Digital Marketing ' Brand Campaigns )
Data mining campaign Digital marketing & Advertising
AP specialists enhancement program Media initiatives
Onlineeducation Hawaii Expo
TT website enhancement Japan Summit
\_ Recovery preparation AN Industry collaborations -/

Consumer Sentiment

/

-

lifting 14 days Q after

Preparation & await

returning

FIT /Hawaii repeater
returning to Hawaii

More FIT/Package customers returning to
Hawaii

W




2021 HTJ Activity

|

v VvV

Q1 Q2 Q3 Q4
(Jan - Mar) (Apr — Jun) (Jul = Sept) (Oct - Dec)
(COVID19 updates Yo / \
+ State Office Communications Direct Consumer
: Ic\:/\ree:igvreesiqﬁon « Branding Campaign
. . - Digital Marketing
> Stakeholder relation < * Malama Hawdii initiatives
. . e o . « Surfing initiatives
Public Relation & Digital Marketing ) H‘év:,a?i 'E)'(;O'E'vmuql)
« Virtual tour initiatives
* SNS promotions
5 A
4 Y Travel Trade
* Japan Summit
* Online learning
« TT website enhancement
- /
4 . Y Initiatives R
Recovery Preparation Communications I
* Malama Hawaii & Responsible Tourism . Stakeholder relations And more
* SupportHawaii «  Media Communications
* Industry Collaborations
- AN




Industry Recovery Promotion

Airline Co-op

AIRLINES

ANAAL HAWAIAN q ¢0)

Wholesalers Co-op

LB

d
"

J1B LIO -

Education

wems ONHRANR
MO R MNER
L ) i L
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HTA 4 Pillars

NATURAL
RESOURCES
PILLAR

Respect for Our Natural
& Cultural Resources

“HAWAIIAN
"CULTURE

PILLAR

Support Native Hawaiian
Culture. & Community

COMMUNITY ~~ BRAND. \
PILLAR = MARKETING
~ PILLAR

Ensure Tourism & Communmes Strengr_ttlem:ﬁhﬁsms
Enrich Each Other : - Contributions

ol

P



BI’CI n din g (Consumer)

* Incorporate key components of responsible
tourism (Malama Hawaii) to reach HTJ target
audience working with industry partners such
as hotels & attractions

« Capitalize on SDG movement in Japan

« Create unigue messaging for each island —

“Island Stories — The New Hawai'i

Malama Hawai‘i Campaign
* Project 1: New Campaign
* Project 2: Hokulea Project
* Project 3: Aloha Program




HTJ past campaigns

12 &
/\V‘{o

TG HAWALL

Malama Hawai‘i - Project 1

HAWAl'l TOURISM Hawai‘i Japanese famous

MAUNAKEA

=
485

PICAL FRUITS

KAPI'OLAN]
REGIONAL FPARX /¥

NEW campaign
2021 announced soon!!

JAPAN ¢% local artists <%  apparel brands

NT A HBEB

supp‘?f.f
i Pl T2

EHFEVAEEWEIREE, WWFHFFIBEEBREL YO,
ARREIWRTHAET,

: O S s .:D : -.V
s =2, il
with buy  support

Collaborated Aloha shirts to share

100% plastic bottle recycled “Malama Hawai‘i”

Support Hawai‘i's community
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Malama Hawai‘i - Project 2

Hokule‘a Microsite Development

GCH ct e Q KT LRBSY, BEHeEREy

10 city Movie Blitz

¥y 0O oo

#H HFIUTERV NDA DB ARTa1—R Ay ARV OSA BE =13y FiEER  EFE%

I

VOvA,

lama Honua
MSANANUINREN o ~

A VOYACE FOR

THE PACIH

e Ocean e Pecple ME Cance
E7FRATTr7

+
b
11

<
<
44
¢+
e

PROPOSED ROUTE

/I TELEVISION NETWORK VOYAGE DETA”-S
m o 42 months
Gk 4 b ot o 41,000 miles
o 46 countries &
archipelagoes
o 345 ports

GOluKai H§ Mrowmn

o 32



a EHLDHI‘I FrTR e,

coamsmswens
BOCARM =

P arewmAREES s sa-A - qualemeany @) via-p eseessss O

Hawai'i Specialist Test
NTA AR ¥ ) A MRE

ADAARL v UZ FRERAD T HAXBLKOF VD FILBETT,
INCHRCOLTHS RN GEED. D@, ERE LALP N STUWEET,
PR P ERBT A A —HRAEME DT ERBLTENE
EL KEBSA Tz I+ —ICT.ERF vy FRBTHRRL TS £7,
K1 ARELED.WEVFROS CHELTWARGES

“$rizHlzize Y
NTTudbFLL!!

STEP 0] [ 33 3

ALOHA PROGRAM

2757 e n=7%
Kupukupu ; e _ _Hapue™
* - ! * ok

As of 1/31 Total

Advanced 12,477
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HTJ Online Plaiform
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ISLANDS
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HAWAI'I COVID-19 INFORMATION
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—

https://www.gohawaii.jp

https://www.allhawaii.jp
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Microsite Development
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Hawai ‘i Expo Virtual Event

Stage area Image

« Entertainment Stage

« Partner Booth (about 100)
« Seminar & Workshop

« E-Commerce area
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Hawa

Japan Summit & Monthly Education Forum

Partners Collaborative Efforts

Summit 2021
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MCI
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MCI -

« Promote “Hawaii as learning destination” through
Public Relation effort (especially Jan — Jun 2021)

» Target 3 core segments — incentive,
edu-tourism and enfertainment
* Incentive — MLM, construction,
telecommunication, retail
« Edu-tourism — small-scale, high-spending
schools in 5 cifies

« Entertainment — HIS, JTB and KNT's
entertainment division

» Short-term, small group bookings

« e.g. 50-100 pax, 100 - 200 room nights
« 2022 onward

« Educate wholesalers MCI/Group via online and
other methods




Travel Trade Education Resources
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RESPONSIBLE TOURISM
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RESPONSIBLE TOURISM

« Malama Hawaii initiatives (Branding)
- Project 1: New Campaign
- Project 2: Hokulea Project

- Project 3: Aloha Program

» Educational Resource Development
(in Japanese)

« SDGs/Aloha+ Challenge PR initiatives

« MCI: Edu-Tourism related activities




Malama Hawai‘i
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Malama Hawai‘i educational resources in Japanese
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Malama Hawai‘i
Workshop

Field Trip
~Aloha Program Week in Hawaii~

Webinar
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BMP BUDGET
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BMP BUDGET

—

Advertising 117,966 117,966 810,466 335,466 1,381,864
PR & Promotions 18,900 18,900 219,800 339,800 597,400
Trade Marketing 38,898 38,898 511,938 290,898 880,632
Research 0 0 0 0 0
Hawaiian Culture Integration 35,898 35,898 169,398 138,910 380,104
Admin Costs 314,950 315000 315,000 315,050 1,260,000
Total 526,612 526,662 2,026,602 1,420,124 4,500,000

HAWAl'I TOURISM,

JAPAN
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BMP PERFORMANCE
MEASURES
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Advertising

MEASURES

BMP PERFORMANCE

Annual Target Targets
2021 Jan-Jun Jul-Dec
LEISURE MEASURES

Consumer Ad Measures

TV Reach NA NA NA

Print Reach 16,350,250 [ 5605250 [ 10,745,000

Digital Reach 214,497,272 - 214,497,272

Radio Reach 3,826,100 [ 1,832,300 [ 1,993,800

TV Gross Impressions NA NA NA

Print - Total Audited Circulation 4,671 ,500r 1,601,500 I 3,070,000

Digital Gross Impressions - Total Audience 104,363,816L - 104,363,816

Radio Gross Impressions 9,450,467 4,525,781 f 4,924,686

Out of Home Gross Impressions 6,736,800 - 6,736,800
Travel Trade Ad Measures

Print - Total Audited Circulation 8,900 NA 8,900

Digital Gross Impressions - Total Audience 31,150 NA 31,150
Consumer Shows

No. of Shows 4 2 2

Show Attendance 95,000 40,000} 55,000

-
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MEASURES

BMP PERFORMANCE

Annual Target Targets
2021 Jan-Jun Jul-Dec

Consumer Shows

No. of Shows 4 2 2

Show Attendance 95,000 40,000 55,000
Public Relations Measures

No. of Media/PR Calls 190 [ 95 95

No. of Press Releases Issued 24 12 12
...Publicity Value

Print 1,330,000 $330,000 $1,000,000

Online 3,699,600 $1,599,600 $2,100,000

Broadcast 10,180,000 $3,200,000 $6,980,000
...Number of Impressions

Print 3,090,000 1,050,000 2,040,000

Online 18,350,000,000 6,600,000,000 | 11,750,000,000

Broadcast 274,000,000 74,000,000 200,000,000
...Media FAMs/Press Trips

No. of Group Media FAMs NA NA NA

No of Articles Generated NA NA NA

No. of Individual Press Trips 5 NA 5

No of Articles Generated 10 NA 10

-
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Travel Trade & Industry Collaboration

MEASURES

BMP PERFORMANCE

Annual Target Targets
2021 Jan-Jun Jul-Dec

Leisure Travel Trade
... [rade Shows

No. of Trade Shows 2 0 2

No. of Appointments 340 0 340
... [ravel Trade FAMs

No. of Travel Trade FAMs 2 0 2

No. of Participants 30 0 30
... Trade Education

No. of Trade Education Sessions 16 8 8

No. of Participants 2,550 1 .ZUUt 1,350

No. of Agents Completed Online Training Program 3,300 1,500 1,800
Industry Collaboration

No. of Meetings with Hawai'i Industry Partners 255 125 130

No. of Hawai'i Industry Partners Met With 405 196 209

-
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Social Media

_../____

MEASURES

BMP PERFORMANCE

Annual Target Targets
2021 Jan-Jun Jul-Dec
Social Media Metrics
FACEBOOK
Total Impressions Gained 5,?90,000F 1,710,000 [ 4,080,000
Total Interactions Gained 570,000 210,000 360,000
Total Fan Count 121,300 120,750 121,300
Increase in Fans 900 300 [ 600
Total Posts 127 55 72
INSTAGRAM
Total Impressions Gained 3,556,536 1,036,536 t 2,520,000
Total Interactions Gained 265,440 97,440 168,000
Total Fan Count 148,200 141,200 148,200
Increase in Fans 12,800 5,600 F 7,200
Total Posts 215 120

-
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MCI

MEASURES

BMP PERFORMANCE

Annual Target Targets
2021 Jan-Jun Jul-Dec
MCI MEASURES
MCI Trade
... [rade Shows
No. of Trade Shows 4 0 4
No. of Appointments 150 0 150
...MCI FAMs
No. of MCI FAMs 2 NA 2
No. of Participants 30 NA 30
...MCI Education
No. of MCI Education Sessions 17 8 9
No. of Participants 2,720 1,370 1,350
No. of MCI Sales Calls 220 60 160
MCI Room Nights
Total Citywide MCI Tentative Room Nights 2,000 NA 2,000
Total Citywide MCI Definite Room Nights 2,000 NA 2,000
Total Citywide MCI/ New to Hawaii - Definite Room Nights 2,000 NA 2,000
Total Single Property MCI Tentative Room Nights 16,800 5,250 11,550
Total Single Property MCI Definite Room Nights 14,000 5,000 F 9,000
Total Single Property MCI New to Hawai’i - Definite Room Nights 9,600 3,500 6,100

-
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HTA KEY PERFORMANCE
INDICATORS

—

Meet/exceed DBEDT Forecast for 2021:

PPPDS (Japan)

$225.68
. Meet/exceed DBEDT Forecast for 2021:
Total Expenditure (Japan) $1.16 Billion
Improve Score from 2019:
Visitor Satisfaction - Met/Exceeded Trip Expectation Met: 54.3%
Exceeded: 43.9%
Resident Sentiment - Tourism has brought more Improve Score from
benefits than problems - strongly/somewhat agree 2019: 58%

HAWAl'I TOURISM,

JAPAN
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#1 Turn industry shutdown into an opportunity

INDUSTRY SHUTDOWN

HTJ

Elevate Bring safety, health and Win back confidence
Hawai'i's brand wellness to the forefront (visitors and residents)
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#2 Focus on our most valuable visitors — pono fravelers

W17, \\l/, \\!7,
O

~N ” N ” ~ ”

HTJ HTJ HTJ

Cultivate high-value, mindful, responsible travelers
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#3 Collaborate to drive a path to economic recovery

Offer quality
Work closely with programs
local leadership, to bounce

industry partners back demand
and businesses

aadibe .

HTJ ECONOMIC RECOVERY
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Agenda ltem #3:

Presentation of the Brand Management Plan by
each Global Marketing Team:

Hawaii Tourism Canada (HTCAN)
by Susan Webb
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ECONOMIC OVERVIEW

« Canadian federal government’s fiscal « Consumer confidence increased to 79.7, roughly
response + C$400 billion or 18.5% of GDP 2/3 of the pre-pandemic level (120.6)

+ Wage subsidy program extended to « The Bank of Canada’s interest rate 0.25%
September 2021

« Canadian Dollar lost value in 2020 $0.732 USD
in 2020 (-2.3%) but improving $0.78USD

14
Economic Indicators @Mﬂm . 12.3
12
10.9
Real GDP, market prices (2012 $S) 53% 53% 3.5% 1 3%
(% change)

.2 il o
’ 8.9 8.8
Personal Disposable Income . 8.5
(2012 $) (% change) 8.0% -2.6% 1.0% 1.8%
Household Spending (2012 $) (% GAT AL 5% 2.5% -
change) .

CAD/USD $] .34 $] .30 $] 28 $] 26 Apr 2020 Jul 2020 Oct 2020 Jan 2021

SOURCE: TRADINGECONOMICS.COM | STATISTICS CANADA

o0

o

o

Source: Conference Board of Canada economic Forecast 2021 I—I»AWA” TOURISM )
L}

CANADA




e

Canada’s COVID-192 Immunization Timeline

Jan-Mar 2021

)

3M

8%

Apr-Jun 2021

)

15-19M

40-50%

Jul-Dec 2021

)

38M

100%

-

-

-

KEY TRENDS

1,160,865 doses of COVID-19 vaccines
(Moderna & Pfizer-BioNTech) currently

September 2021 target (100%)
35,000 active cases currently*

President Biden and PM Trudeau
relationship off to positive start

Stricter border and travel measures
announced (hotel quarantine upon
arrival in Canada)

*Feb. 17, 2021

l_-tAWAI'I TOURISM, .
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2010

201

= USA

2012

OUTBOUND TRAVEL

Overnight Travel' (000s of trips)
(Jan-Nov), each year

2013

2014

2015

e -94% vs 2019 outbound

« -75% U.S. destinations

o 2020 - 127k trips to Hawai'i
(-64%)

Tp]
(p]
v
v
wm
Al
©
v

2016 2017 2018 2019r  2020p
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Outbound Capacity Reductions by Canadian Carriers, Winter 2020-21

T % change % change % change
Nov-Dec Jan-Feb Mar-Apr!
USA -90% -93% -66%
Europe & UK -75% -T7% -32%
Asia-Pacific -82% -82% 19%
Caribbean & Mexico -86% -94% -100.0%
TOTAL -86% -91% -63%

Source: OAG (as of Jan 29). Reflects flights operated by AC, PD, TS, WG, WO, WS only.
NOTE: the smaller rate of change for March and April 2021 is due to the grounding of flights following the pandemic announcement in Mai

2020. The actual monthly reductions are similar in absolute volume to Nov-Dec and Jan-Feb.

Westlet has 52,643 seats into Hawai'‘i in Q1 2021

HAWAI'I TOURISM .

CANADA

AIR SEAT SYNOPSIS

Hawai'i Specific

-

Number of Direct Seats by City

Jan-Dec, 2019
Calgary
Edmonton
Toronto
Vancouver
Total
Jan-Dec, 2020
Calgary
Edmonton
Toronto
Vancouver
Total
% change
Calgary
Edmonton
Toronto
Vancouver

Total
Source: OAG, US BTS

Air Canada
14,231
7,843

161,831
183,905
Air Canada

11,652
9,536
46,190
67,378

Air Canada
-18.1%

21.6%
-71.5%
-63.4%

WestJet
40,284
8,646
251,778
300,708
WestJet

18,560

103,704
122,264
WestJet
-53.9%
-100.0%
-58.8%
-59.3%

Total
54,515
8,646
7,843

413,609
484,613

Total

30,212

9,536
146,490
189,642

Total

-44.6%
-100.0%
21.6%
-64.6%
-60.9%
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Average Time Spent with Media in Canada, 2018-2022

hrs:mins per day among population

2018 2019 2020 2021 2022
Digital 4:50 4:58 5:32 5:23 5:28
—Mobile (nonvoice) 2:59 3.08 3:31 3:30 3:36
——Smartphone 2:05 213 2:33 2:32 2:37
——Tablet 0:53 0:55 0:57 0:58 0:58
—Desktop/laptop* 1:51 1:50 2:02 1:53 1:52
TV** 3:09 3:04 3:14 2:58 2:55
Digital video*** 1:27 1:32 1:46 1:44 1:46
Radio** 1:32 1:29 1:20 1:21 1:17
Print** 0:21 0:20 0:17 0:18 0:17
—Newspapers 0:17 0:16 0:14 0:14 0:14
—Magazines 0:05 0:04 0:04 0:04 0:04
Total 9:52 9:53 10:24 9:59 9:.57

AWA[| TOURISM .

CANADA
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GENERAL CHANNEL DISTRIBUTION

Daily time spent in Canada will break
through the 10-hour mark this year
due to COVID-19

Digital is the key channel



Which Sources Influence Travelers in Canada and the
US When Considering Travel Destinations?, Sep 2019
% of respondents

Recommendations from friends and family
58%

Travel blogs or wehsites
35%

Recent news about the destination
25%

Deal newsletters and sites
21%

TV programs about the destination
18%

Ads (e.g., on TV, radio, press)
18%

Travel magazines
18%

Posts on social media from influencers
15%

Source: Amadeus, "Digital Footprints: Discovering Online Traveler Needs in
North America," Nov 19, 2019

253898 www.eMarketer.com

Dream Beach.
Escape

OUTRIGGER. -
RESORTS

WestJet @ .o

Sponsored

Start planning your Hawaiian vacation for 2021.
With our flexible change or cancellation policy,
you can book without worry.

B T

WESTJET.COM

A natural beauty BOOK NOW

Flexible change & cancellation

l_-tAWAI'I TOURISM.
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GENERAL CHANNEL DISTRIBUTION

Get Your Guide » | View

A
ISLANDS  EXPERIENCES _‘I‘kﬁWA”AN CULTURE  PLANNING

ISLANDS

See Hawaii Like a Local

Unique cultures, flavors and experiences. Discover al through the
eyes of those who are lucky enough 1o live here with the Hawait

Visitors and Convention Bureau's 2020 Vacation Planner. Written £
by local experts, it offers insight to the rich history and communities
of the six islands, along with valuable insider tips for adventures by
land, air or sea; only-in-the-island dining and voluntser ——
experiences; and made-in-Hawaii shopping ideas.

Start your trip with one click.

Kauai - Peaceful, lush, naturally
spectacular.
With waterfalis that carve their way down canyons and
mountain ridges, dazzling white-sand beaches and cliffs that

soar out of the sea, Kauai's wild beauty retains a feel of its
idylic past and offers opportunities for adventures

HI Howen~ gohwsicom (cA- Fronch,Englan)®
P s e

3

e

W/ Get More Likes, Comments and Shares
When you boos this post. you'l show It 1o more people.

8871 s17
People Reached Enas Boost Post

OOP sue Waker Joe Peare § arxt 222 ctver


https://conta.cc/2Hlnqfj

e

TRAVEL SENTIMENT

Coronavirus Impact: When Adults in Select
Countries Feel Comfortable Traveling, Oct 2020

 Federal government discouraging international travel implementing % of respondents

stricter measures

« 14 day quarantine, negative COVID test 72 hours prior, mandatory Q42020 Q12021 Q22021 Q3 2021
hotel stay upon arriving in Canada (4 airports) o 37% 35% 50% 58%
«  Provinces discouraging interprovincial travel, limited social Eanada 0% 22 bk 2
interactions and partial or total lockdowns in effect Sl L] e i 656
« Travelintentions remain low, mostly domestic and drive vacations Mexico 40% 46% 55% 65%
«  Older Canadians less likely to travel Cetmany i ] piii 2%
« Travel planning decrease in major markets BC(-34%) ON(-32%) UK 22% 25% 52% 64%
. Longer planning cycle France 32% 29% 43% 62%
» Flexible booking and cancellation policies will encourage travel Italy 25% 24% 44% 76%
confidence China 47 % 48% 50% 60%
* Health & safety protocols key for booking accommodation Japan 32% 33% 39% 49%
. VFR large motivator Australia 35% 41% 47% 56%

) ] /3 Snowbirds Trgve”ng: ggfﬁ:g? gijGSdL Group Media Solutions, "Traveler Sentiment & Influences: 2020-2021," Dec

« Delayed departure - AZ & FL top winter spots 10, 2020
262135 eMarketer | Insiderintelligence.com

«  Mex, Caribbean & Central America increased vs. USA

l_-tAWAI'I TOURISM, .
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TARGET AUDIENCE

Affluent Experience
Travelers Seekers

A . 0 gpY s
/g .\ A ‘
L - 3 " \
I e ] / O 4
) i ~ )

R A

Snowbirds

> - N - ‘
. N

_HAWA Tourism .
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TARGET AUDIENCE

Mindful Traveler

Enfice the affluent traveler with unique
experiences

/ Affluent Traveler

Entice couples to plan their next romantic
getaway to Hawai'i

. Reach people with an already established
Experience Seekers interest in seeking fun and adventure

Reach people who are retired and looking 1o

escape the Canadian winter

nowbirds / Retirees

HAWAI'I TOURISM .

CANADA




Priority Markets:

1. British Columbia (Vancouver)
Alberta (Calgary and Edmonton)

Ontario (Toronto)

LN

Balance of Canada (Monftreal)

TARGET AUDIENCE

18-34 m 35-64 m 65+

Source: Numeris RTS Canada Spring ‘19

HAWAI'I JOURISM.

CANADA
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Hawaiian Culture | Natural Resources

APPROACH

Community

DIRECT TO CONSUMER

Target the consumer to keep the Hawaiian
Islands brand top of mind when looking for a
destination that offers culture, beautiful
beaches, safety and a diversity of activities.
Ultimately, communicate to Canadian
travelers that Hawai'i expects them fo
respect local communities, natural resources
and to preserve the Hawaiian Islands essence
and values.

PUBLIC RELATIONS
Use relationships with consumer and fravel
writers as well as influencers in traditional,
digital and social media outlets to showcase
the Hawaiian Islands, their values and culture,
to consumers in their articles, posts and blogs.

l_-tAWAI'I TOURISM.
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CORE MESSAGING
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MEDIA

Media strategy will require the ability to pivot
at a moments nofice.

Focus on mediums that allow for real-time
insights (including online behaviour), flexibility,
and immediate pause without penalty.

Environics insights will be used to segment as
well as first party data will be leveraged,
which would then be onboarded across
programmatic media infrastructure.

Yougov research will provide ongoing
senfiment for managing the messaging.

l_-tAWAI'I TOURISM, .
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s TACTICS

The following tactics will run via display and
video and opftimized towards performance.

. & 0OO0

AUDIENCE SEGMENT KEYWORD TARGETING RETARGETING ORGANIC AND PAID
TARGETING SOCIAL
Reach prospective  Serve ads to consumers  Engage with consumers Continuous feed in
consumers that fall into who are actively who have visited one of  HTCAN social networks,
our key pillars. research luxury our webpages or organic and paid
destinations. clicked on an ad. (budget permitting) to

keep travelers engaged
with the destination

']
Note: Retargeting would be 100% display — no video. MI l TOUM

CANADA
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PUBLIC RELATIONS

Newsletters
Media calls

| Millennials| 3564 | Boomers

Luxury X Individual Media trips
Romance X X X Virtual media events
History/ Culture X X X Promotional opportunities
Outdoors/Nature X X X Editorial
Adventure/Recreation X X X Media outreach
Family X X Influencers outreach

Clipping reports
Integration of Malama in the message; focus on media and
journalists with responsible tourism angles

l_-tAWAI'I TOURISM, .
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Crisis management
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MEDIA CAMPAIGNS
Partner with radio and/or broadcast stations
in key markets to provide their listeners / Zoom%
viewers with the opportunity to win a

vacation to Hawai'i. Infegrate hotels and

RADIO

airlines to help facilitate the trips A=ROPLAN @
Promotions could include promo spots, live !‘.1' op’rimum
mentions, contest page, social media posts, RBC

ote. rewards

Cosrco

Partner with major OTAs or loyalty program % t—
%’,— A rave

providers to promote the destination _— oxpedia group

Emphasis on Responsible Tourism and

Malama Hawai'i I_-I:AWAIJI TOURISM .

CANADA
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TRADE STRATEGY

A\\A/Al l Become a Hawai‘i Destination Specialist
7 SiP o < AMAZON
for your chance mW]NSl 5 0‘_”_l N
Destination Specialist

Consumers returning to Travel Advisors

COVID triggered travel advisor search

. = Vg

Education and update crucial for travel advisors Complete certification one & ono ofthe Hava

Destination Specialist Program and automatically be
entered for a chance to WIN'!

“T'he Hawai‘i Destination Specialist Program is a tiered, self-guided educational
T e _vaa

Incentivize the engagement with frade promotions st

Wiy becom
R ELIGHTS VACATIONS CRUISES FINDASTORE BLOG

* Consumer re
* Use ¢ Ha

Training campaigns in partnership with trade media  ‘wiiie”

Destination Specialist Loge

Partnerships with four operators

Responsible tourism & Malama infegration in all campaigns,
Troining, newsletters, editorial okt o vy 1o axparince th Hmtin s,

HAWAI‘I TOURISM,.

Can't wait? Call us at 1 855 796 8359 or visit us in-store today.

CANADA



—_— TRADE STRATEGY

Trade shows

Travel Aggnts o «  Westlet Expo (tentative Fall)
* Educational/training: - TravelBrands Agent appreciation
*  Webinars (tentative late spring)
* Newsletters « ACV Product Launches (tentative late
L . . summer)
« Hawai'i Destination Specialist Program
« Travel frade campaign
2018 - 12,659 Aloha Canada virtual (October)
2019 - 13,197 « 20+ partners
2020 - 13,286  NaHHA partnership
; « Cultural webinars
. « Product webinars
spoiled agent . Trade show
Your one stop incentive shop. . Prizes

o Gifts
hOtEledS l_-tAWAI'I TOURISM .

CANADA
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TRADE STRATEGY

Trade Media:
« Travel trade media campaigns VACANCES @
VACATIONS PP

/

[
Tour Operators: ) TraveIBra nds
.+ Co-0p campaigns FLIGHT CENTRE
- Product Launches WWIEST =T &
* Trainng vacations
« Fam trips (virtual/in person)
« Sustainable approach/market @ adventures™ bl o
Airlines: L

Joint campaigns iia RESPONSIBLE
Malama in-flight videos R AV E L

Loyalty Programs

HAWAI'I TOURISM .

CANADA




HAWAI'I TOURISM .

CANADA

MCI




LEAD DEVELOPMENT STRATEGY

Deployment

m Sales Calls 45%
m Webinars/Education 20%
m Accelerate Conversion 10%

Partnership Development 5%

Constant communication with MCI planners
& Hawaiian stakeholders

Newsletters to MCIl data base

Outreach for leisure groups

Work with Global HTA MCI team for planner

specific webinars
m Higher Need Periods 15%

MCI virtual events:

B Communications 2% « SITE
e  MPI
e CSAE

m Cultural/Festivals 3%

HAWAI'I TOURISM .
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TARGET AUDIENCE - KEY
VERTICAL SEGMENTS

60

50
40
30

20

Based on Top 20 planners/companies within each vertical
market in Canada

Groups 2021

Confirmed.:
« April 2022, 200-250 pax, Maui
Essential Meetings (auto parts)

Tentative:

« Oct 2021, 105 pax, Maui
Shaw Communications.

« Oct 2021, 50 pax, Maui
LGA Airport (Canadian planner)

* Mar 2022, 120 pax, Maui & Hawai'i Island
Veritiv (Canadian planner)

l_-tAWAI'I TOURISM, .
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RESPONSIBLE TOURISM

Aloha Rooted Social
Canada Kuleana ne’rworkf
Malama Hawai'i @gohawaiica

ligellgligle Press releases
webinars Coop TOs, TAS Newsletters
& OTAS
In-flight videos

HAWAI'I TOURISM .
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RESPONSIBLE TOURISM

NaHAA webinar promotion
ife[glellgle

Cultural inclusion Aloha Canada
Hawaiian Culture

Environmentally friendly promotions

Natural Resources

Encourage agents and travelers - digital info

Community

Malama Hawai‘i campaign

HAWAI'I TOURISM .

CANADA
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BMP TIMELINE

Vaccination Campaign
Travel restrictions
Flights fromm Canada to Hawai'i
Organic posting
Paid social
Digital campaign
Travel frade media campaign HDSP
OTA campaign/ Loyalty program
campdaign
Public  [Individual media fams
Relations [Discover America Day
Air Canada Product Launch
TravelBrands Agent Appreciation Event
WestJet Expo
Trade fam trip
Webinar series
Aloha Canada 2021
Coop campigns

Hotelbeds educational campaign H
MCI SITE Educational Day
Note: all these dates are tentative depending in the development of COVID-19, government travel policies, vaccination campaigns, efc.

l_-tAWAI'I TOURISM, .
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Canada
Market

Advertising

Travel Trade
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BMP BUDGET

Social Networks &
Advertising

Media Tracking
PR & Promotions

Trade Marketing
Research

Hawaiian Culture
Integration

Admin Costs

Total

4,065

2,400

3.000
NA
0

33,646
43,111

4,065

2,400

3.000
NA
0

33,646
43,111

l_-tAWAI'I TOURISM, .
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74,311 55,957
9,650 9.550
27,000 67,000
NA NA

0 3,000
33,646 33,646
144,607 169,172

138,398
24,000

100,000
NA
3,000

134,602
$400,000
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Annual Semi-Annual
Target Targets
2021 Jan-Jun | Jul-Dec
LEISURE MEASURES
Consumer Ad Measures
TV Reach 0.0% 0.0% 0.0%
Print Reach 0.0% 0.0% 0.0%
Digital Reach 0.0% 0.0% 0.0%
Radio Reach 0.0% 0.0% 0.0%
TV Gross Impressions 0 0 0
Print - Total Audited Circulation 0 0 0
Digital Gross Impressions - Total Audience| 8,282,051 0 8,282,051
Radio Gross Impressions 0 0 0
Out of Home Gross Impressions 0 0 0
Travel Trade Ad Measures
Print - Total Audited Circulation 75,000 0 75,000
Digital Gross Impressions - Total Audience| 1,500,000 0 1,500,000
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BMP PERFORMANCE MEASURES



Semi-Annual

Annual Target Targets
2021 Jan-Jun Jul-Dec
LEISURE MEASURES
Public Relations Measures
No. of Media/PR Calls 100 50 50
No. of Press Releases Issued 12 6 6
...Publicity Value
Prinff $1,000,000 $500,000 | $500,000
Online| $2,000,000 | $1,000,000 | $1,000,000
Broadcast
...Number of Impressions
Prinff 5,000,000 2,000,000 [ 3,000,000
Onlineg| 10,000,000 | 5,000,000 | 5,000,000
Broadcast
...Media FAMs/Press Trips
No. of Group Media FAMs 0
No of Articles Generated
No. of Individual Press Trips 6 0 6
No of Articles Generated 11 11

l_-tAWAl'l TOURISM .
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BMP PERFORMANCE MEASURES

Annual Semi-Annual
Target Targets
2021 Jan-Jun Jul-Dec
LEISURE MEASURES
Leisure Travel Trade
...Trade Shows
No. of Trade Shows 4 0 4
No. of Appointments 200 0 200
... Travel Trade FAMs
No. of Travel Trade FAMs 1 1
No. of Participants 10 10
...Trade Education
No. of Trade Education Sessions 6 6
No. of Participants 700 700
No. of Agents Completed Online Training Program 405 202 203
Industry Collaboration
No. of Meetings with Hawai'i Industry Partners 24 12 12
No. of Hawai'i Industry Partners Met With 24 12 12

l_-tAWAl'l TOURISM .
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BMP PERFORMANCE MEASURES

Annual Semi-Annual
Target Targets
2021 Jan-Jun | Jul-Dec

LEISURE MEASURES

Social Media Metrics
FACEBOOK

Total Impressions Gained
Total Interactions Gained|
Total Fan Count

Increase in Fans

Total Posts

INSTAGRAM

Total Impressions Gained
Total Interactions Gained
Total Fan Count

Increase in Fans

Total Posts

TWITTER

Total Impressions Gained
Total Interactions Gained
Total Fan Count

Increase in Fans

Total Posts

(O] [e) (o] [e] [e]
|
|

o~
N
09
N
0]

OO0 |10|0
1
1

o~
N
(0]
N
(0]

(O] [e) (o] [e] (]
|
|

o8
N
()
N
0]

Note: It is impossible to project the number of impressions without paid social media
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Annual Semi-Annual
Target Targets
2021 Jan-Jun | Jul-Dec
MCI MEASURES
MCI Trade
...Trade Shows
No. of Trade Shows 4 2 2
No. of Appointments
...MCI FAMs 0
No. of MCI FAMs 0
No. of Participants 0
...MCI Education
No. of MCI Education Sessions 5 2 3
No. of Participants 50 20 30
No. of MCI Sales Calls 60 30 30
MCI Room Nights
Total Citywide MCI Tentative Room Nights N/A
Total Citywide MCI Definite Room Nights N/A
Total Citywide MCI New to Hawai'i - Definite Room Nights| N/A
Total Single Property MCI Tentative Room Nights| 10,000 2,800 7,200
Total Single Property MCI Definite Room Nights 2,000 2,000
Total Single Property MCI New to Hawai'i - Definite Room Nights 1,000 500 500
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HTA KEY PERFORMANCE
INDICATORS

Meet/Exceed DBEDT Forecast for 2021:

PPPD$

$154.90
Total Expenditure Meet/Exceed DBEDT Forecast for 2021:
* $810M
Visitor Satisfaction - Met/Exceeded Trip Expectation g eI e SEEre (e
P EXp 2019: 97.5%
Resident Sentiment - Tourism has brought more Maintain/Improve Score from
benefits than problems - strongly/somewhat agree 2019: 58%
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