_HAWAI TouRISMm .

OCEANIA

2022 BMMP

HTA Winter tourism Update
2.9.2022

Jennifer Gaskin

Hawai‘i Tourism Oceania



HAWAI'l TOURISM OCEANIA TEAM

Darragh Walshe
Tourism Director

Jennifer Gaskin
Account Director

Kris
Phadungkiatipong
Trade &
Partnerships
Manager

Melanie Lambert TBC
Marketing & Marketing &

Campaigns Campaigns
Executive (AU) Executive (NZ)

HAWAI1 TOURISM,

OCEANIA



MARKET SITUATION

HAWAI'I TOURISM

AAAAAAA



MARKET SITUATION

General Economy

The pandemic recession in 2020 was milder in Australia than in most other OECD countries. Extended
lockdowns and consumer and employer uncertainty have hit jobs and spending in 2021, but the IMF
has upgraded its growth forecast for next year from 3 per cent to 4.1 per cent.

New Zealand

New Zealand has been held up as one of the leading countries in their handling of the Covid
pandemic. International travel and tourism has been the main industry to suffer from this approach.
The rest of the economy has been able to operate well and economic growth forecast is predicted to
reach 3.8% in 2022.

Travel Restrictions

Ausiralia

» Australian citizens and permeant residents are free to leave andre-enter Australia quarantine free
« Travelers nolonger need a PCR test to re-enter Australia, rapid antigen tests are now accepted

« Travelers also need to take arapid antigen test on day 6 uponreturn

« Australia’s inbound tourismindustry is due to restartin April

+ All states are now open, except for Western Australia

New Zealand
* New Zealand’s managed quarantine is due to end on 13 March for all vaccinated New Zealanders
+ Hotel quarantine will be replaced with 10 days home isolation

Covid Vaccinations

Two Doses

93.5% 94%
Australia New Zealand
Boosters

& &

35% 38%

Australia New Zealand

* Vaccinated citizens in Australia can enter NZ from 27 February without needing to undergo state mandatory hotel quarantine.

« Vaccinated citizens elsewhere will be allowed to re-enter from 13 March
* New Zealand's border has neverbeen closed, but hotel quarantine was a major barrier to trav el
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General Travel Sentiment

» The initial positivity around Australia’s
border opening took a dip in January with
the Omicron outbreak

+ However, confidence is returning with
many partners seeing anincreasein
enquiries and bookings, with Hawai'i
consistently in the top 3 destinations

MARKET SITUATION

Air Seat Synopsis

Haw ai‘ian Airlines is currently flying 4 days a
week fromSydney, with their schedule likely
to increase laterin the year

Jetstar are due to resume their schedule from
Sydney and Melbourne to Hawai'i from 1
March

Qantas began flyingin December but
paused their flights in Jan. They are due to
resume flying from Sydney from 27 March

Flights fromNew Zealand are due to resume
with Haw ai‘ian Airlines fromMay.

Air NZ will return daily by July

Seat Capacity 2019vs 2022
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Competitive landscape

Fiji reopenedin Q4 last year and has been
marketing aggressively throughout the
pandemic

» Thailand and Japan have also retained a

strong presencein market throughout the
past two years

Most other USA destinations arereturmning to
full marketing plans and spend

As more destination open up, competition is
becoming increasingly fierce to win over
Oceaniafravelers

Say bula to Fiji! Virgin Australia brings
forward international flight schedule
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The Future Consumer

They value:

* Authenticity
¢ Enrichment

TARGET AUDIENCE

When considering travel, there will be renewed focus on aligning personal v alues to the trav el experiences chosen and a new type of trav eler willemerge.

* Seek connection to a place through the local community, culture, and natural environment

Key Segments

Fun and Fit Families

» Parents with school-aged children.

« Parents willlikely be high income working
professionals

+ Active outdoorlifestyle

+ Looking for asafe and cost-effective
holiday destination that provides
relaoxation, active soft adventure and
cultural activities for everyone

Curious Couples

« Older couples (50+) who are empty nesters or
refirees.

« Travelinshoulder orlow seasons

« While they want to experience new things
and interact with local people, safety and
ease of travel are the mostimportant factors
for this demographic.

« They may be repeat visitors or they could also
be ticking places off their ‘bucket list’.
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Mindful millennials (SINKS & DINKS)

« Couples or groups of friends

» Looking for an exciting and adv enturous
overseasdestination

« Take partin fun new activities, experience a
different culture and do their bit for the planet.

+ Agedin their 30's these travelers are likely to be
career driven and earning around $80 - $100
AUD peryear.

+ Likely to fravelin shoulder seasons
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STRATEGY

Core Branding Message

Breathtaking Landscapes Natural Beauty Authentic Culture Regenerative Tourism Connected by the Aloha Spirit

PR Strategy

Consumer Strategy Trade Strategy

e Stories that focus on

*Digital content *Engagement

community, culture and the
environment

*Broadcast opportunities
*Leverage relationships

*Brand partnerships *Education
*Social media
*Education through

engaging content

*The right partners
*Famils & events
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KEY CAMPAIGNS/PROGRAMS
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KEY CAMPAIGNS/PROGRAMS

Infinite Experiences

To showcase the diversity of experiences across the Hawai‘ian Islands we are sending a group of influencers on a multi-island bespoke famil packed with spontaneous adventures.
Beautiful content will be streamed across influencers’ and Hawai‘i Tourism Oceania's highly engaged sodal channels. During their time on the islands, we will be passing the reins over
to our social mediacommunity to choose how theiradventure unfolds.

Target audience

Funand fit Families & Mindful Millennials Influencer famil Audience polls Live streaming
Outcomes (o
Estimated digital reach: 4,000,000 @

Collective influencer reach: 500,000
Pieces of content: 200+

Hiking or §
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KEY CAMPAIGNS/PROGRAMS

Video Content Partnership
Hawai‘i stands out against other destinations because the heritage, culture and spirit of aloha epitomize what it means to live harmoniously with the land and ocean. To communicate
this philosophy, the team will create a premium long form video that highlights Hawai‘ian ethos in a storytelling format that appeals to our key audience segments.

A documentary film will tap into themes of culture, sustainability, responsible tourism and connection to the land and ocean. It will be distributed and amplified via platforms and
brands with aligned brand values and practices. The initiative has the potential to feature on-demand video streaming platforms or broadcast channels where the film would feel native
to the channel. Forexample, such content platforms can be found on National Geographicor SBS channel.

We will also look into the possibility of the film being featured as part of the Ocean and/or Adventure film festivalsin Oceania.
We will partner with a mainstream brand with established sustainability credentials to leverage external digital and PR channels to a new audience. Potential partners include National
Geographicwho we partnered successfully on the Eco-travelerseries and Sea Cleaners initiative.

3 gm?%@

ELLED .O'HAW
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KEY CAMPAIGNS/PROGRAMS

‘Sea Cleaners’ Initiative
Following the successful 2019 Sea Cleaners initiative that expanded the youth ambassador partnership to include three Padfic Rim countries (NZ, Australia and Japan) HTO looks

forward to partnering HTA on an even more expanded initiative. One that welcomes all the Pacific Rim GMT’s to be part of the special connection we all have via the currents, tides and
the footsteps of the original voyagers.

Target audience
Mindful Millennials

Objectives
*Show how tourism can make a positive change to the environmentand local community

eHelp make generational change to ourenvironment by educating and inspiring youth ambassadors from around the Pacific Rim
eShowcase Hawai‘i regenerative tourism programs and partners

Timeline
Sep 17t 2022 (International Coastal Clean-up Day)

Outcomes
Estimated digital reach: 4,000,000
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KEY CAMPAIGNS/PROGRAMS

Aloha Down Under

Multi-city roadshow incorporating product and destination training. While aiming at product/ conversion, it will overlay key brand messaging and incorporate cultural practitioners and
entertainment.

Target Audience
Travel agentsand trade partners

Objectives

eIncrease brand awareness with travel trade

eEnsure travel agents have the most up to date information to advise tierclients

eAssist Hawai‘i trade partnersin building relationships with Australian and New Zealand travel agents and key trade partners

Timeline
August 2022
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KEY CAMPAIGNS/PROGRAMS

Luxury Escapes Partnership

Luxury Escapes is the fastest growing travel company in Oceania. Their booking model has allowed them to remain strong throughout the pandemic. They have delivered very positive
results for partners in the past and have a consumer base aligned with our target audience. We will partner with Luxury Escapes on their TV show and a destination spotlight campaign

in 2022.

Target Audience
Curious Couples, Fun & Fit Families

Objectives

eIncrease awareness of key messages through TV and digital content
*Promote key partners and activities

eDrive increased room nights within target demographic

Timeline

Q3 2022 LUXURYESCAPES

THE WORLD’'S BEST HOLIDAYS

SATURDAYS
6:.00PM 1O
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EXCLUSIVE HAWAIIAN AIRLINES

HAWAIIAN q SPECIALS AVAILABLE WITH ANY
AIRLINES

LUXURY ESCAPE TO HAWAII®

@ LUXURYESCAPES
DESTINATION SPOTLIGHT

HAWAIIAN ISLANDS T
HAwAIAN

ST S T -
: o

L
Get Wet: Hawaii's Top Hot in Honolulu: A
Water Activities Foodie’s Guide
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Consumer Paid Media - Digital Impressions
Travel Trade Paid Media - Digital Reach
No. of Media/PR Calls

No. of Press Releases Issued

Digital Publicity Value - Paid

Digital Impressions - Paid

Print Publicity Value - Earned

Digital Publicity Value - Earned

Broadcast Publicity Value - Earned

Print Impressions - Earned

Digital Impressions - Earned

Broadcast Impressions - Earned

No. of Group Media FAMs

No of Articles Generated from Group Media FAMSs
No. of Individual Press Trips

No of Articles Generated from Individual Press Trips
Consumer Shows - No. of Shows
Show Attendance

AWA[| TOURISM

OCEANIA

e Annual Target

4,000,000
400,000

60

12
$1,000,000
12,000,000
$6,000,000
$10,000,000
$5,000,000
20,000,000
50,000,000
3,000,000

3

15

12

20
3
9,000



TRAVEL TRADE Trade Show Attendance
No. of Trade Show Appointments
No. of Travel Trade FAMs
No. of Travel Trade FAM Participants
MNo. of Trade Education Sessions
No. of Trade Education Participants
No. of Agents Completed Training Program
SOCIAL MEDIA —FACEBOOK Total Impressions Gained
Total Interactions Gained
Total Fan Count
Increase in Fans
Total Posts
SOCIAL MEDIA —INSTAGRAM Total Impressions Gained
Total Interactions Gained
Total Fan Count
Increase in Fans
Total Posts
DMAP MEASURES
No. of DMAP Action Items Supported
MNo. of Initiatives to Promote Hawai'i Made Products
No. of Hawai'i Festivals & Events Promoted

No. of Voluntourism Programs Promoted
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600

60

4

32

12

120

200
2,000,000
300,000
130,000
7,000

240
1,000,000
100,000
33,000
4,000

240

12
12
24
12
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PARTNERSHIP OPPORTUNITIES

FAMILIARTIZATION TRIPS {r.nus']

TRADESHOWS/EVENTS
Virtuoso Forum kaay wirtuoso Forum australia & NMew Zezland offers agency adelzide Virtuose members' [atest update/information can
owners and managers the oppartunity to gather in a be provided to HTO to incorporate in our
oollaborative s=tting that promotes l=arning, sharing, and presentations.
empowerment. Forum will draw on the knowledze of outside
experts and virtuoso leaders, provide professiona HTO contact:
development approprizte for runmning businesses, afford K P -
opportunities for peer-to-peer learning, and include =
networking time betwesn loczl agency executives and
oreferred pariners
International 17-18 Internztional Mediz Market Place iz now estzblished 2= the Sydney HTO contact:
Media Markst February industry's leading event fior the media to meet travel and Jjemskiny ity rism o
Place 2022 tourism brands. Exhibitors each enjoy a3 dedicated branded
table where they can mest top travel journalists, editors, and
broadcasters 1o discuss their news, events, and
developrnents.
Visit USA S/ 2 March HTO will be representing Hawaii in the Visit USA Hybrid trade | Sydney In-kind suppart for prize spansorship — For more
Brand UsA 2022 show (Brand USA in NZ). information please contact:
HTO contact:
kphadunz@havaiitourizm com.au
'h'lonth of Lei TBC May HTO's ennual mesting with key partners to provide updete & | Sydney, partners’ [atest update/information can be
2022 UpCOMIng opportunities. In 2022, HTO will host this update Welbourn | provided to KTO to incorperate in our
meeting in Sydney, Melbourne and Auckland in conjunction =& presentations.
with Month of Lei celebrations and destination training. Auckiand
HTO contact:
kphadung@havaiitouriem.com.au
Algha Dowm 22-26 HTO's annual roedshow visiting Australiz and New Zealand #uwckiand, | Participstion Fee - approx. AUS4, 500 + travel costs
Under AUEUSt incorporsting agent workshops, 3 joint B2B trade and mediz Melbourn
2022 event and networking opportunities. g, For more information contact {australia): Kris
EBrisbane krhadunz@hawaiitourizm com.ay and ECI will be
Limited spaces are available & mare details to fellow. For B sydney sent out soomn.
more information, please visit
www.alohzdownunder com.a
Wworld 25-30 The World Indigenous Pecples Conference on Education | Adelzide Currently determining partnership opportunities.
Indigenous septembsr | [WIPCE) draws Indigenous representatives from across the HTD will b= prezent at the conference working
Peoples 2022 globe to share successss and strategiss for culturally with HTA.
Conference on grounded educastion. The nesds of young Indigenous
Education educaters and leaders will be a key feature of WIPCE 2022 HTO contact:
[wWirCE) youth forems. WIPCE attracts Indigenous education experts, kphadunz@hawaitourism.com.s

practitioners, scholars, students and communities, with up to
5,000 delegates expected in 2022 — the largest and most
diverse Indigenous education forum on earth.

Product hiarch HTO Australia & NZ will work with our key wholeszlersfirade Multi- For In-kind support, please contact Jen to express
Manager Famils | 2022 partners on Product banzger famils throughout the year Islands your interest.

{min 4] herging each island. This will be in aliznment with our

co-operstive campaigns or trads inftiatives. Partners e the HTO contact:

DCpROCUNItY 1o support this with in-kind and showcase their jeaskin®hawaiitourism com au

product dates to be advised.
Trads Famils 0z 2022 HTO will work with Australizn/NZ travel trade to support & Multi- In-kind suwpport for accommedation and ground

range of travel agent famils throughout the year that partners | Islands BCtvities.

will have the oppertunity to be involved. More detzils to

fallzw. HTO contact:

kphadung@hawaiitourism com au

Media famils 02 2022 HTO will work with Australian/NZ travel media to support a Multi- HTD contact:

range of travel journzlists throughout the year that partners Islands jEaskin=hawaiitourism.com.ay

will have the oppertunity be involved. Calendar to come.
Regenerative TBC In conjunction with HTA's Malama Hawail, HTO will invite key | nMulti- In-kind support.
Tourism Famils partmers to participate in seminars, workshops, and Malama Islands

=xperiznces with Haweii partners across the Hawaiian |slands For maore information contact Darregh Walshe

. e o I .
Industry Year HTO receives numergus inquiries regarding industry allislands | If you have a year-round industry discount for
discounts for round discounts for travel agents’ personal holidays to Hawai'i. Hawail selling agents availzble for 2022, or if you
travel agents hawe & dedicated person that can handle industry

This is a great self-fami] cpportunity for you to showcase your

product and service to Australizn and New 2ealand travel
a3gents or whaolesals reservations staff.

Flezze note, HTO will make mention that proof of 1D (letter of
employment on company stationery] and/or 1ATA number is
required for all reservation reguests. 1t will be cleary outlined
thet these rates are subject to availsbility and blackout dates,
however we 3sk thet you akso outline your own terms and
oconditions.

reguests, please let us know the details by 10
January 2022 by filling in the below online form:

Xear-reund industry Discount
HTO will compile these and promaote thess year-
round industry discounts via our database and

during our ezent training.

HTO contach:
kphaduns@hawaiitouricm comay
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PARTNERSHIP OPPORTUNITIES

TRAVEL TRADE EDUCATION
mMonth of Lei IC From May | Part of the Month of May — Month of Lei showcase which Sydney, 10 specific, although industry may wantto
Destination & vear B | encompasses consumer and trade. Melbourn | contribute prizes
Training Round HTO and IC"s will partner in in-depth destination training to
TBC travel agents. Az well a5 additional PR opportunities. HTO contact:
kphadunz@hawaiitgurism com gy
Taurangs
Travel & Quarterly | Communicate to HTO's Australian and New Zealand travel n'a Free opportunity.
Consumer trade datzbase (3,260+].
professionals e- If you would like to be featursd please send 2
newsletter Monthly — Deadline by 12 of sach month. paragraph of copy {max 50 words), image and web
link to Mel by the deadline outlined,
HTD contact:
dwalshe®hawaitourism.co.nz
mlambsrt@hawaiitourizm com g
Travel agent veary HTO undertzkes regular training sezsions with travel agents australiz Plzazs s=nd through industry updates — eg
Training calendar across Austrelia and Mew Zesland. B New new/changsd product: general island updates.
Program,"Webin Zealand
ars Upcoming Trade Training HTD contact:
kphadung@hawaiitourism.com.au
- wirtuoso Webinar March 2022
- Travel Manzgers Webinar Feb 2022
- MTAMarch 2022
- Flight Centre TBC
- Ignite TEC
- liravel TBC
aloha Fridays wear HTO in conjunction with Hawaiian Airlines sponsor & Hawaii Free Opgportunity. If you would like to be featured,
Trade feature: round section in popular travel trade website/publications Travel pleass zend
Travel weekly, weekly (aU) & Travel Today (NZ). The features bring Info and images to jggskinEhewaiitourism com.au
Karryon & destination and trade news to over 15,000 travel industry or
Travel Today subscribers. Partners will have the opportunity to submit dwalshe@hewaiitourism.cong
vpdatzs and news. Link to aloha Fridey Pages:
Initrslfwweiravelysekly.com au/sae faloha-down-
nder/
hitpthwwtravfiles oo nzdresion hawaiis
Hawaii Tourism Year HTO will develop a Linkedin profile to provide updates and Free Opportunity. If you would like to be featured,
Linkedin round dextination information to the travel industry. Wie're looking pleazz z=nd

to you for news, events and wpdates we can communicate to
our trade partners.

info to jraskin@hawaitoyrism.com.au

PUELIC RELATIONS
Visiting media Year Throughout the year, HTO hast: Allislangs | in kind suppart. HTD b5 atsa keaking for year rourd
program round @roup and indhidiuad press tri ruencers and magor TV media rates and inclusions to offer non supported
Hilming opporturitics. miedia. Forfurther infarmation cantact
e hasaitourtsmLca Nz
HTO also prowides limited support to media and influcnoers
not deemed Tier One”.
Miodla releases Year HTO sends oot mukiple press releases and med iz updates na
reund and undertzies mediz calls throughows the year. Partners
b the QRRRTWRINY (P Provide Thedr own press releases 2
product updates for inclusion
HWTOBlogand, | vear HTO reach out 1o pase, present and potental Australian and | nya oty HTO of your oam official accounts, folow us
social networks round Mew Zealand visitors to Haswa (il through cur Facebook, and engage online by using our sodal media
Twitter and Instagram handles. handles.
Pleaze emad Sz=n (HTD AU or Darragh (HTD NZ)
with any special anmouncements you'd ke us to
consider sharing,
HTO conkact:
New Zealznd dwslshefhaaalitaurism,
I e L 35K P hawal R CAUrSm SO 2
wtaw Instagram.oo mygeHaw aliNg
CONSUMER FROMOTIONS
Explore Madia Year HTO produces 3 range of printed guides under the following na Wore information an booking deadlines, indusions
*Discover” reund tithes: ard rates are avalable via publisher
Harwadl guide:s ®  Family argela @cxploremedia.com.au
*  Romance
®  Meot Hawall
®  Discower Hawall,
PAMNErs hawe an GEpOrtunity to advertise in these guides.
Guides ane distribiuted to travel trade and to consumers via
malil and at congumer travel shaws 000 10000 per ksuc per
wear distributed. Guides will alse be available anline wa
WA R0 hanwall com
Consumer EDRIs | 81 Communicase to HTO'S Australian and Mow Zeatand trave nya Frec Oppartuniy, I you would ke to be fpabired
menthiy trade datatase (100,000+). plezse send 2 paragraph of copy (max 150 words),
mage and web link by the deadline outined,
Please send it to It kN taUTEMLCa Tl
milam BTt NS oUrISML S0M 2L
Cooperative Vear HTO will continue to iImplement Co operative marketing nja Special ofters or price poings to be ncluded Inthe
campadgres and round campalgns with wholesaleyretall partners industny pariners campalgns.
parimerships targeting peak sales periods and linked ta consumer
camgalgns For mans Information contact ken
saAin AR Cure T S
Consumer Year HTO work with select Occania brands on consumer nya HTO reguire spansorship of tours, accommodation
Bromeatians reund nramotions to cneourage travel o Hawal and build a ard acteitics
stronger pesitioning and brand awarencss. These promotions
nrovide tantastic exposure and database opporbunitics in For mane Information contact ke
exchange for accommedation and acthvity sponsorshin. IEaskin®bawalourismcom gy
Internatianal TaC HTO will work with Internationad Trawcller on a 12 page Fior mearc informatian contact ken:
Traveller 12 MagaTine: in 2022 Mo detals i folow. P T Tl BT TlA =N i o=
page Magazine
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