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MARKET SITUATION 

Economy: Japan’s real gross domestic product in 2021 October-December is estimated to have 
grown 1.4% from the previous quarter on average

Omicron variant: Japan continues to suspend entry of overseas travelers due to Omicron variant, 
reduced to 7-days quarantine

Japan travel industry optimistic for spring recovery

• Japan’s vaccination rate 78.9% (completed, as of 2/8), the government sees more booster shot 
demand from Japanese nationals

• U.S. CDC Japan level 4 travel advisory

• Government plans to revive domestic and international travel in the new year

• ANA, JAL, HA and ZIPAIR continue to invest in Hawai‘i as a top priority destination (JAL: 9 flights
per week starting Feb 2022)

January 2021 February 2022 March 2022
Total Flights 79 76 74
Total Air Seats 19,826 17,979 17,646
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MARKET SITUATION
Competing Destinations



◆ Ease of restrictions

Ø Quarantine exemption for vaccinated travelers who meet visiting counties/areas 
requirement

Politics

Return residents’ 
quarantine (< 3 days)

7/10 Upper House 
Election

★

u Resumption of Business Track

Booster 
Vaccine 

Rate

◆GoTo Travel Campaign

JOTC Webinar

◆ JATA Delegation for reopening countries/areas

Parliamentary Sessions (1/17〜6/15）

Withdrawal of travel restriction with proof of vaccination 

JOTC WebinarTourism recovery promotions

Strengthening of medical infrastructure for Japanese visitors 
in foreign countries 

February March April May June July August September

〜47％ 〜63％ 〜69％<Supply>
〜31％ 〜53％ 〜67％ 〜79％ 〜84％＜VRS report＞

◆ Infectious Disease Law: COVID-19 infectious level lowered from level 2 to level 5 (i.e. Influenza, Chicken Pox) 

Loosen quarantine restriction

Vaccination required

Partially vaccinated accepted

China, Korea, Singapore, Indonesia

France, Australia

United States, England, Germany, Italy, Thailand, India

COVID-19 Oral Drug approval

（Source: Ministry of Source: Ministry of Health, Labor & Welfare)

u Inbound travel trials 

u Resumption of overseas travel tour packages

Domestic 
Situations

JATA Roadmap for Outbound Travel Resumption (As of 2/2, 2022)

Mitigation 
Situation
Priority 

Countries/Area

Travel 
Deregulation

JATA

Entry 
deregulation 
for Foreign 
business 
travelers and 
students

Spread 
prevention 
measures

Border 
measures

Requirement of 
self-quarantine in 
government 
designated facility 
or own residence 
for 7 days

Ministry of Foreign Affairs’ Overseas Travel Safety Information lowered to level 2 or 1 

Japan’s re-entry number deregulation (3,500 pax/day)
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TARGET AUDIENCE
Target Regions

Japan by 
Region

2019 Japan 
Visitors 
Arrivals

% Share 
by Area Population # of Passport 

Holders 

Kanto 800,191 51.00% 42,995,000 11,680,090
Kinki 252,268 16.10% 22,541,000 5,326,649
Chubu 250,320 16.00% 21,460,000 4,211,497
Kyushu 82,609 5.30% 13,016,000 2,114,749
Tohoku 65,295 4.20% 8,983,000 974,116
Chugoku 52,534 3.40% 7,438,000 1,118,987
Hokkaido 31,310 2.00% 5,382,000 722,965
Shikoku 24,523 1.60% 3,845,000 498,131
Okinawa 8,779 0.60% 1,434,000 282,881

TOTAL 1,567,829 - 127,094,000 26,930,065

Household income
• Single income over $75,000
• Dual income over $100,000

Repeater, Hawai‘i lovers, property 
owners, hula communities

New norm workers, entrepreneurs, 
investors, influencers in their 30s and 40s

Romance, wedding, honeymooners

Family

40% would like to visit Hawaiʻi soon after being able to travel
(November, 2021 N = 14,595)



2022 STRATEGY



CORE BRANDING MESSAGE

Humans, nature, the earth, 
A compassionate heart, a loving heart. 

A word that symbolizes the spirit of Hawaiʻi. 
Mālama 

When the world is wrapped with the 
kindness of Mālama, it will become even 

more beautiful.

To nurture our planet



RECOVERY

• Keeping the momentum and being flexible under current market 
conditions

• Mālama Hawaiʻi message distribution and efforts to increase 
booking pace 

• Support Travel Industry with Co-op 

• Continuation of focus industry education through Mālama Hawaiʻi 
initiatives



STRATEGY
CONSUMER Position the Mālama Hawaiʻi initiative as the catalyst for 

change in our stateʼs regenerative tourism approach

PUBLIC RELATIONS Launch “Mālama Hawaiʻi Media 100 Project” and Enhance 
media center website with Mālama Hawaiʻi content and latest 
updates, doubling media access

TRAVEL TRADE Focus on top 8 wholesalers and  5 OTAs, partner with 4 major airlines and 
educational outreach leveraging JATA partners

JATA Wholesalers OTAs Major Airlines



DMAP
Destination Management and Regenerative Tourism

• Capitalize on growing SDG interest across Japan to raise awareness of Mālama 
Hawai‘i and the state’s Aloha+ Challenge initiatives

• HTJ to orchestrate coordination of its owned media, events, satellite offices and 
partners on branding initiatives and DMAP for each island



KEY CAMPAIGNS/PROGRAMS



MĀLAMA HAWAI‘I CAMPAIGN
Advertising Campaign

Promote Mālama Hawaiʻi and 
Pono Traveler initiatives 
through Advertising campaign 
in targeting major cities

OOH 

Newspaper Panoramic  

Print AdvertisementDigital 

Outcome: Exposure, reach and brand positioning



MĀLAMA HAWAI‘I CAMPAIGN
Collaboration with Gakken (i.e. Scholastic)

16

学研学研学研学研まんがでよくわかるシリーズまんがでよくわかるシリーズ 特別編特別編

ハワイハワイののひみつひみつ
まんが●山田花子まんが●山田花子
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公益社団法人公益社団法人日本PTA全国協議会推薦日本PTA全国協議会推薦

• Create Hawaiʻi specific issue and reach out to youth
• Distribute to all public elementary schools nationwide: 20,300 copies

Outcome: Exposure, reach and brand positioning



MĀLAMA HAWAI‘I CAMPAIGN 
Influencer Campaign

Microsite Enhancement

• Conduct Influencer campaigns to spread 
Mālama Hawaiʻi message

• Microsite enhancement by sharing engaging 
stories

Hōkūleʻa micrositeMālama micrositeInfluencer campaign 

Outcome: Exposure, reach and brand positioning



MĀLAMA HAWAI‘I CAMPAIGN 
Collaborative Campaign 

DonateDonate

Consumer
(SNS campaign)

Join

NPO in Hawaiʻi NPO in Japan

Reinforce Mālama Hawaiʻi messaging 
and CSR opportunities to expand 
consumer reach by collaborating 
with multiple major brands

Outcome: Exposure, reach and brand positioning



PUBLIC RELATIONS
• Launch “Mālama Hawai‘i Media 100 Project”

• Enhance media center website with Mālama Hawai‘i content and latest updates, 
doubling media access

• Reinforce Mālama Hawai‘i to promote Hawai‘i’s unique brand story on Hawaiian 
culture, natural beauty and the local community

Outcome: Exposure, reach and brand positioning



HŌKŪLE‘A PROJECT – SISTER CITY BLITZ

Support Polynesian Voyaging Society’s initiative of actively inheriting the global
environment and culture of each country through the screening of the 
documentary film, “Moananuiākea” in 10 sister cities across Japan

Outcome: Exposure, reach, brand positioning and # of educated participants

Tokyo
Yokohama
Osaka
Nagoya
Fukuoka

Hokkaido
Okinawa
Hiroshima
Yamaguchi
Ehime



HTJ’s signature Hawai‘i EXPO to be amplified in 2022 with Hawai‘i events in Japan that 
support B to B and B to C opportunities while promoting made in Hawai‘i products

CONSUMER EVENT MARKETING

Outcome: Exposure, brand positioning, and # of Made in Hawaiʻi product feature

Hawaiʻi EXPO & Made in Hawaiʻi Products Promotion



ALOHA PROGRAM

HTJ’s flagship Hawaiian culture educational platform with 63,000 members and 25,000 
Hawaiʻi specialists serving as ambassadors of Hawai‘i’s regenerative tourism initiatives

Workshop
Field Trip 

~Aloha Program Week in Hawaiʻi~ Webinar

Hawaiian Culture Program

Outcome: Increase # of members/Hawaiʻi specialists, # of participants of educational events, # of new product development
related to Mālama Hawaiʻi, and exposure to future mindful travelers



ALOHA PROGRAM CONT.

#1: Advanced satellite office program
Satellite office: Total 393 branches

#2: ʻŌlelo Hawaiʻi 10th anniversary in February 2022

Aloha Program special projects include:

Outcome: Increase # of members/Hawaiʻi specialists, # of participants of educational events, # of new product development
related to Mālama Hawaiʻi, and exposure to future mindful travelers

Hawaiian Culture Program



ROMANCE MARKET INITIATIVES

HTJ will collaborate with The Hawaiʻi Wedding Association to increase bookings in 2022 and 
onward. Romance events will be conducted targeting individuals in their 20s-30s.

Anniversary trips, target age range 40s - 60s

Romance Market Initiatives

Outcome: Exposure, increase future bookings, and higher expenditures



TRAVEL TRADE

• Focus on top 8 wholesalers and 5 OTAs
• Collaborate with 5 major industry media – Wing Travel, 

Travel Journal, Travel Voice, Travel Vision, Travel Watch
• Partner with 4 major airlines

• Conduct educational outreach leveraging JATA 
partners

• Cross-promote with credit card companies and Hilton 
Grand Vacations

• Small Leisure Group - Position Hawai‘i as a safe, learning 
destination, targeting the Romance and Education 
group

Wholesalers

Major Airlines

OTAs

Outcome: Reach, exposure, increase future bookings, and exposure to future 
mindful travelers
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PARTNERSHIP OPPORTUNITIES



PARTNERSHIP OPPORTUNITIES

Contact information

hawaii@htjapan.jp



MAHALO!
ありがとうございました！


