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A summary recap of the GoHawaii website and some site metrics
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Overall Traffic 127%
Organic Traffic 66%
Social, Cost Per Click, Other 61%
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Pre-COVID: 2019
Overall organic traffic performed well on the basis of Search Engine Marketing/Pay Per Click and was up 127%, though it started to dip in late 2019.
Organic traffic made up an average of 66% of site traffic with social, Cost Per Click and other campaigns making up the rest.
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2020/COVID:
Traffic decreased by only 8-20%, we believe this is attributed to consistent travel alerts and updates, as well as our residual brand awareness and visitors “dreaming” about traveling again to a “bucket list” destination. 
Even with that decrease, traffic remained one of the highest YOY relative to all other destinations. 
Many other destinations saw traffic decrease in the 30-50% range. 
New trends of higher usage of digital resources and websites in all demographics grew tremendously during COVID. 
Traffic was still highest on the special alerts pages of the site with travel and pandemic updates.



2021 (TO-DATE)

00 - http://www.gohawaii.com

A0 Analytics oo _ All Web Site Data- G. ..

Pages

O All Users Jul 1,2021 - Nov 16, 2021

100.00% Pageviews

Explorer

® Pageviews

100,000
50,000
August 2021 September 2021 October 2021 November 2021

Page Pageviews Unique Pageviews Avg. Time on Page Entrances Bounce Rate % Exit Page Value
9,713,729 8,326,617 00:02:44 5,818,622 56.62% 59.90% $0.00
% of Total: % of Total: Avg for View: % of Total: Avg for View: Avg for View: % of Total:
100.00% 100.00% 00:02:44 100.00% 56.62% 59.90% 0.00%
(9,713,729) (8,326,617) (0.00%) (5,818,622) (0.00%) (0.00%) ($0.00)
- i 3,097,460 2,637,742 ‘06 2,415,290 $0.00
1. /travelrequirements (31°89% (3168%) 00:06:49 (41'51%) 52.73% 81.32% (0.00%)
601,831 504,856 -01- 455,307 o 9 $0.00
2./ (6.20% (6.06%) 00:01:17 (7.82%) 41.85% 45.66% (0.00%)
1 i 151,392 123,391 -01- 79,847 o o $0.00
3. /islands/maui (15699 (1a8%) 00:01:26 (370 46.12% 38.03% (0.00%)
: H 149,692 121,255 -01- 75,915 o [ $0.00
4. /islands/kauai (1,549 (1'26%) 00:01:34 (1'30%) 41.11% 34.86% (0.00%)
. - ; 134,757 121,965 -05- 111,788 $0.00
5. /ca/ca-entry-requirements (1.39% (1'26%) 00:05:26 (1'92%) 56.88% 78.20% (0.00%)
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2021 to-date: 
Trends here to stay:
We are seeing growth overall for website usage in the travel space especially coming “out” of the pandemic. 
Those individuals who were not comfortable with the digital space were taught by their families while at home on how to use these resources. 
The DMO website has become an even more important marketing tool for a destination:
HTUSA and HTJ are currently in-the-field with research to understand how to maximize utility of our digital tools, in particular the website, as we hopefully move into a new “new” for travel in 2022.
Developing a site that is fast, accurate and easy-to-access from all forms of media is crucial to continued success.
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ISLANDS
Page Views 22.9 (92% increase)
Users 10.2 (105% increase)
Visitor Sessions 13.8 (120% increase)
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Visitor Sessions: 
13.8 million, which is a Year Over Year (YOY) increase of 120%...understandably much of this traffic is from the Travel Requirements page
However, visitor sessions are up overall a solid 32% excluding that traffic
Users: 10.2 million, which is a YOY increase of 105% 
Page Views: 22.9 million, a YOY increase of over 92% 
This is based on page views coming into the site via the Travel Requirements page, but then branching off to start their vacation planning. 
The numbers continue to grow in this direction which tells the story that visitors are no longer just visiting the site for travel requirements, but utilizing the island/trip planning/mālama and voluntourism content to get educated and plan their trip, making this content even more important to be inspiring and accurate and also relevant for HTA to help increase the messaging of coming back to mālama Hawaii.
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ORGANIC TRAFFIC

13.8 million 11.3 million 127% YOY increase

overall site sessions Organic traffic

equals to approximately
82%

share of overall traffic

Opportunity to look at
SEM/PCC/digital add campaigns

Hawai‘i ranks

#4
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Organic Traffic: 
11.3 million, a YOY increase of 127% of the 13.8 million overall site sessions
That 11.3 million is equal to an approximately 82% share of overall website traffic
Visitors are using search engines at astronomical rates, with referrals and social following. 
This points to the opportunity within SEM/PPC/digital ad campaigns that are no longer driving traffic as huge opportunities for growth.
Hawaii in #4 – (slipping behind NY recently that started back up on SEO and SEM efforts) which is very high ranking for keyword ranking amongst other destinations. However, there is still a big opportunity to grow and get even higher on the list…We’ll see an example with Florida in a couple of slides.
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ISLANDS

SEO/SEM VS ORGANIC TRAFFIC

SEM/PPC Campaigns Organic Traffic Savings

$0.27 per click x 11,316166 = $3,055,364

(organic sessions to date)
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SEO/SEM Estimated Growth opportunity:
When SEM/PPC campaigns were active for Gohawaii.com, they garnered a great rate of just .27/per click. This is a below average cost, providing great value for the investment.

The Value of Organic Traffic:
Take this year’s $.27 (SEM PPC) X 11,316,166 (organic session to date) = $3,055,364. This is the amount it would have cost to purchase this organic traffic. 
One of the highest ROI’s for Hawaii is in SEO. You can see the high ceiling for Visit Florida (ranked #1) as they are fully taking advantage of the ROI in SEO/SEM. Although HI ranks well, there is plenty of opportunity for continued growth. 
See screenshot for a list of keywords with SEO/SEM opportunity – there is still much more work that can be done to drive traffic from qualified and higher spend visitors especially as international travel resumes.
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GOHAWAII.COM TRAFFIC SUMMARY

PRE-COVID TO-DATE

Maintenance budget
$24,000/month = $289,000 annually for 2021

* Minimal site updates and SEO efforts

* While still making sure the site is running smoothly and is
optimized for all visitors as much as possible
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Since July 2019 (end of HTA fiscal) Gohawaii.com site has run on a “keep the lights on” maintenance budget 
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MAINTENANCE BUDGET BREAKDOWN

Miles Monthly Maintenance Fees

Monthly Annual
Hosting and Server Maintenance (not Chinese site) $6,780 $81,360
Hosting and Server Maintenance - Chinese site $2,830 $33,960
Site Maintenance/Development Requests $3,900 $46,800
Analytics and Reporting $260 $3,120
ADA & Browser Compliance $2,368 $28,410
Event Listings Support $2,000 $24,000
Search Engine Optimization/Monitoring/Bi-Annual Reporting English Site $978 $11,740
Account Management $4,940 $59,280
Total: $24,056 $288,670
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