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MARKET CONDITIONS 
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• Japan expands and extends emergency 
measures as cases rise across the nation 
(as of 5/24) 

• Estimation of economic loss : ¥1 trillion 
($9.2 billion)

• Japan to cut number of visiting Tokyo 
Games officials to less than 90,000 Hokkaido, Tokyo, Aichi, Osaka, Kyoto, 

Hyogo, Okayama, Hiroshima, Fukuoka, 
Okinawa

Gunma, Kanagawa, Saitama, Chiba, 
Ishikawa, Gifu, Mie, Kumamoto

State of Emergency

Quasi-emergency measures



4

MARKET CONDITIONS 
(as of 5/24)

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

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

Total Cases 32,947,548 35,901 718,864
Recovered NA NA 639,887

Deaths 587,342 496 12,312
Comparison of cases in Hawai‘i and Japan per capita (100,000)

Source: https://web.sapmed.ac.jp/canmol/coronavirus/japan.html?y=1&d=0

United States Japan Hawai‘i Tokyo
9,908 572 2,535 1,126

*CDC Level 4 Japan
4

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


5MARKET CONDITIONS
~Japan’s COVID-19 vaccination~ 

Japan Population: 126.5 million (Japan has reserved doses to cover all population)

Vaccine Schedule
2/17: Medical Workers (est. 4 million) 

4/12: Senior* (65+ years old, est. 36 million)

By end of June, completion of 2nd dose for senior citizens

Next: 
Person with underlying conditions (est 10.3 million)

Care-taker for senior facility (200K), 60-64 years old

By September 2021, the government has secured vaccines 
for all citizens (16+ years old)
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6MARKET CONDITIONS
~Japan’s COVID-19 vaccination~ 

• Japan government targets over 1 million dose 
per day

• 5.6% of Japan’s population (at least one dose) 
As of 5/25, over 7.5 million doses administered

• Target of vaccinating 1 million people a day 
(Japan Government)

• Approved Moderna and AstraZeneca vaccines

• Additional doses

- Secured 50 million doses from Pfizer by the 
end of September 

- Discussed Moderna (50 million) &  Novavax  
(150 million) to receive

- Additional vaccination personnel measures

U.S. Hawaiʻi Japan
49.1% 57% 5.6%

Source: https://ourworldindata.org/coronavirus/country/japan
6

https://ourworldindata.org/coronavirus/country/japan
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MARKET CONDITIONS 

To quarantine for 14 days

All travelers, including returning Japanese 
nationals are required:

+

To submit a proof of a negative PCR Test for all 
entry into Japan

Travel conditions continued…
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MARKET CONDITIONS
~AIRLIFTS (MAY TO JULY) ~

2021 May
Op Airline Name Flight # Origin 

Code
Total 

Flights Seats

All Nippon Airway NH 186 HND 9 2,214
Hawaiian Airlines HA 822 NRT 13 3,614
Hawaiian Airlines HA 450 KIX 4 1,112
Japan Airlines JL 74 HND 8 1,488

34 8,428

Total Flights # by airport 
 Haneda-17 
 Narita-13 
 Kansai-4
7 to 8 flights per week

2021 June
Op Airline Name Flight # Origin 

Code
Total 

Flights Seats

All Nippon Airway NH 186 HND 8 1,968
Hawaiian Airlines HA 822 NRT 13 3,614
Hawaiian Airlines HA 450 KIX 4 1,112
Japan Airlines JL 74 HND 9 1,674

34 8,368

Total Flights # by airport 
 Haneda-17 
 Narita-13 
 Kansai-4
7 to 8 flights per week

Total Flights # by airport
 Haneda- 17
 Narita-16
 Kansai-4
7 to 8 flights per week

2021 July

Op Airline Code Flight # Origin 
Code

Total 
Flights Seats

All Nippon Airway NH 186 HND 9 2,214
Hawaiian Airlines HA 822 NRT 14 3,892
Hawaiian Airlines HA 450 KIX 4 1,112
Japan Airlines JL 74 HND 8 1,488

ZIPAIR Tokyo ZG2 NRT 2 580
Total 37 9,286
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9MARKET CONDITIONS
~Consumer sentiment~ 
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Other
Saipan

United Arab Emirates
Turkey

Indonesia
Hong Kong

Guam
Canada

New Zealand
Germany

Spain
England

China
Australia
Vietnum

Singapore
France

Italy
Thailand

U.S.
Korea

Taiwan
Hawaii

Telecom Square outbound travel research 

Q: Which destination you select for next trip? (n=1,981)
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10MARKET CONDITIONS
~Consumer sentiment~ 

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%

Other

safe place to visit

COVID19 safety protocal is in placed

I have never been and wish to visit

I have visited before 51%

15%

11%

6%

18%

Telecom Square outbound travel research 

Q: Why did you select the destination? 

Visited before

(n=1,981)
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MARKET CONDITIONS 

Travelers like the “vaccine passport” idea 

Japan: 87% vs US: 65 %

Q: What is your opinion of a “digital vaccine passport? 

Japan

U.S. 

Great idea, it should be mandatory Good idea, but it should be optional

Not great idea, it should not be introduced Bad Idea, it should not be optional

(n=2,000)
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12MARKET CONDITIONS
~COMPETITIVE DESTINATION~ 

12

Asia Competitive Destination
• Travel Recovery Campaign: Offering 20,000 complementary round-

trip air ticket promotion 

Korea
• Hosted FAM tour : Heavily approaching Japan Travel industry and 

Government to host multiple FAM tour to Korea



13MARKET CONDITIONS
~COMPETITIVE DESTINATION~ 

13

Taiwan
• Taiwan Festival 2021 in Tokyo: 6/17 to 6/20
• Tokyo Tower Taiwan Festival 2021 Summer: Taiwan gourmet theme 

event from 5/22 to 7/11
• Global Streets Walk with JTB Twitter campaign collaboration

Australia
• ELLE Gourmet Food & Travel video promotion: Australia Tourism 

collaborates with "ELLE magazine" creating the 3 gourmet video series 
and will distribute from 6/4 

• Theme Charter Outbound travel: Australia theme charter flights 
operated by JAL departing Narita on 6/12



TARGET AUDIENCE
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TARGET AUDIENCE

• Hawaiʻi repeaters
• Visit outbound travel once a year at least
• Willing to invest on self-improvement & 

wellbeing
• Globally conscious contributors 
• Higher income over US $100,000

(Spending potential, desirable attributes, segment size)
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MAIN ATTRIBUTE
AGE: 20-40s

RESIDENCE: Japan

PROFESSION: Various

RELATIONSHIP: Various

PERSONALITY

INTROVERT EXTROVERTED

ANALYTICAL CREATIVE

DEMANDING EASY-GOING

PASSIVE ACTIVE

LOYAL FLEXIBLE

PLACE YOUR 
PERSONA AVATAR 

HERE

Pono Travelers 

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

PLACE YOUR 
PERSONA AVATAR 

HERE

Multi-Generation
Families

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

PLACE YOUR 
PERSONA AVATAR 

HERE

New-norm workers 

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

PLACE YOUR 
PERSONA AVATAR 

HERE

Couples/Romance
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e 
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PRIMARY TARGET REGIONS

Sapporo

Aichi
Fukuoka

KANTO

KANSAI Tokyo

Chiba

Saitama

Kanagawa

Kyoto

Osaka

Nara

Hyogo

Major market region
• Kanto area 

(Tokyo, Kanagawa, Saitama, Chiba)

• Kansai area 
(Osaka, Hyogo, Kyoto, Nara)

Secondary market region
• Aichi, Fukuoka, Sapporo
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CONSUMER STRATEGY
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CONSUMER STRATEGY
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CONSUMER STRATEGY

• Focus on public relation and SNS contents distribution for Jan –
Dec of 2021 
- Hawaiʻi New Normal & Safety Protocol
- New destination experience introduction & stories
- Responsible Tourism (Mālama Hawaiʻi) direction          
(i.e. SDGs = Aloha+ Challenge)

• HTJ CRM (database) campaign to target Hawaiʻi fan & Repeaters 
• Aloha Program Hawaiʻi specialists enhancement program      

(Hawaiʻi culture program, Responsible Tourism – Mālama Hawaiʻi and Support Hawaiʻi Program)

Jan – Dec 2021 approach

20
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CONSUMER STRATEGY

• Prepare for travel resuming from Japan
- Implement the contents of DMAP through newsletter and media website

- Collaborate with Hawaiʻi media which has Hawaiʻi repeaters as readers

- Collaborate with media partners and stakeholders to send out unified messages

• Continue to approach media relating to edu-tourism and media 
focusing on sustainability

Jul – Dec 2021 approach

21



22

CONSUMER STRATEGY
Jul – Dec 2021 approach

• Collaborative initiatives with airline/credit card company to target high value market from 
their membership data 

• Branding campaigns based on Responsible Tourism (Mālama Hawaiʻi)

• In start-up: Hilton Grand Vacation, JCB Credit Cards, E Noa Tours Mālama initiatives

• Starting: TRUE data initiative collaboration with DBEDT

• Media initiatives to reach target audiences

• Digital marketing and advertising initiatives

• DISCONTINUED:  Wear Aloha, Save Aloha promotion

22
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CONSUMER STRATEGY
HTJ INITIATIVES ~MĀLAMA HAWAIʻI~

PVS/Hōkūleʻa
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TRADE STRATEGY
(AFFECT Q4 BOOKINGS)
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TRADE STRATEGY
~TRAVEL INDUSTRY OUTLOOK~ 

• Major wholesaler package products will be 
available from July 1 arrival to Hawaiʻi and will 
focus sales promotion for Summer onward

• JATA’s consideration of travel combination 
concept of Managed Travel concept with 
vaccine tour as outbound travel recovery

• Airlines increase air seats for summer, especially 
2nd week of August

25

• Working with Japanese carriers to air Kuleana/Mālama content inflight



26TRADE STRATEGY
~AIRLINES PREPARATIONS~

• ANA started IATA Travel 
Pass experiment between 
5/24 to 6/6 on Hawaiʻi and 
New York routes, Haneda 
departure. 

• Qualification: over 18 years 
old with IC chip passport 
and smart phone holders.  

• JAL has experimented 
the 3 COVID vaccine 
proof, CommmonPass, 
VeriFLY and IATA Travel 
Pass starting 4/2. 

• These experiments 
available for the flights 
from Haneda and Narita. 

26



27TRADE STRATEGY
~WHOLESALERS PREPARATIONS~

• Major wholesalers have 
placed the package tours 
departing from 7/1, 2021

• Honolulu Marathon 2021 

27
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TRADE STRATEGY

• Extensive online education (Mālama)
• Enhancement of travel trade website
• Recovery preparation 
• Recovery product development support to 

include Mālama
• Immediate stakeholder implementation support
• Industry education (Industry FAM tours, Japan 

Summit, etc.)
• Collaborate with travel trade media to message 

Hawaiʻi's destination strategy (Mālama)

28



29TRADE STRATEGY
~ONLINE HAWAIʻI TOURISM FORUM~

1st HTF: 3/17, COVID19 situations in Hawaiʻi  (as of 5/18)

• Total 764 LIVE participants
• 2,279 views
• 47 media exposure, 1,292,996,717 Impression, AVE$182,478

2nd HTF: 4/21, SDGs x Hawaiʻi (as of 5/18)

• Total 782 LIVE participants
• 2,256 views
• 52 media exposure, 1,541,354,423 PV, AVE $196,158

3rd HTF: 5/18, SDGs x Hawaiʻi (as of 5/18)

• Total 672 LIVE participants
• 1,200 views
• 36 media exposure, 15,293,491,309 PV, AVE $139,500
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30TRADE STRATEGY
~HAWAIʻI JAPAN SUMMIT (SEPTEMBER 2021)~

Hawaiʻi Japan Summit

program:

• Keynote speech

• Market Update

• Partner B2B session

• FAM tour

Hawaiʻi Japan Summit 2021

30



31TRADE STRATEGY
~Hawaiʻi Expo virtual Event (Q4 2021)~

• Entertainment Stage
• Partner’s Booth
• Seminar & Workshop area
• E-commerce/Shops area
And more

Booth image

Stage Image

31



32

TRADE STRATEGY
~MCI~

• Promote “Hawaiʻi as learning destination” via Mālama 

• Target 3 core segments – incentive, edu-tourism and entertainment
• Incentive – MLM, construction, telecommunication, retail
• Edu-tourism – small-scale, high-spending schools in 5 cities
• 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
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REGENERATIVE TOURISM 
/ DMAP INITIATIVES
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REGENERATIVE TOURISM/DMAP INITIATIVES
~DMAP 2021–2023~

OʻAHU
Coming Soon!

Education to both travel trade & general consumers 34



REGENERATIVE TOURISM/DMAP INITIATIVES

• Public relation – messaging distribution
• Enhancement of Hawaiian Island contents on HTJ 

Platform “allhawall.jp”

• Educational resource development (in Japanese)

• SNS diffusion 

35



REGENERATIVE TOURISM/DMAP INITIATIVES
~MĀLAMA HAWAIʻI MICROSITES ~

http://www.allhawaii.jp/Mālamahawaii 

36



REGENERATIVE TOURISM/DMAP INITIATIVES
~COLLABORATION WITH LOCAL COMMUNITIES~

20 NPOs information page posted (as of 5/19)

https://www.allhawaii.jp/Mālamahawaii/community/
37



REGENERATIVE TOURISM/DMAP INITIATIVES
~EDUCATIONAL RESOURCES IN JAPANESE~

Share the Aloha Video : 20 video series
Responsible Tourism

38
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REGENERATIVE TOURISM/DMAP INITIATIVES
~HAWAIIAN EVENT~

Workshop

Field Trip ~Aloha Program Week in Hawaiʻi~

Webinar

AP members: 62,009 members 

Hawaiʻi Specialists: 26,703 members 
39
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REGENERATIVE TOURISM/DMAP INITIATIVES
~HAWAIIAN CULTURE EVENT~

40 40
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Event

REGENERATIVE TOURISM/DMAP INITIATIVES
~HAWAIʻI MADE PRODUCT PROMOTIONS~

41
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Mahalo Nui Loa
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