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MARKET SITUATION

Live with

3% GDP COVID Presidanfial

growth Over 86% measure
projected vaccinated

for2022 , March 9

Electlion

Source: IMF




MARKET SITUATION

Airlift
« Projected total air seats for 2022: 180,226
AIRLINES.
5 x weekly 3 x weekly
Frequenc
..... Y palymemapr . Axweekly o vomae
Seats (Aircraft) 272 seats a3 278 seats (as0) 298 seats (a3

Competitive landscape

« Preferred domestic or nearby beach destinations — Jeju, Guam, Saipan
« Quarantine exempted for Travel Bubble destination — Saipan

« Eased entry restrictions into Australia and European countries
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TARGET AUDIENCE

Millennial-minded

Families Outdoor-goers Romance Sustainability
Travelers seekers
#Independent #Conventional #Sports enthusiasts #Honeymooners #Global citizens
#Experiences #Favoring well- #surfing #couples #Social impact
#Followers of known brands #hiking #High-spending #environmental
individual themes

#Family travelers #golf protection
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KEY CAMPAIGNS/PROGRAMS
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MALAMA HAWAI‘| CAMPAIGN

* Objectives : To attract responsible, mindful travelers to Hawai'i, o educate potential visitors by promoting
sustainable and regenerative tourism choices, and to deliver core Mdlama Hawai'i messaging to consumers,
media and industry partners

« Components: Celebrity magazine photo shoot; collaboration with airlines and travel agencies to deliver
Mdalama Hawai'i message; develop sustainable travel products; educational seminars for travel agents
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KULEANA CAMPAIGN

Timeline: Q2 - Q3

Objectives: To educate visitors about how to travel throughout the Hawaiian Islands
in a sensifive and respectful manner and participate in give-back activities
Components: Kuleana campaign video social marketing; “Travel to Hawai'i with
Kuleana” offline event inviting media and consumers; partner with tfrade partners to
provide responsible travel tips to customers who have booked Hawai'i
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MADE IN HAWAI'l CAMPAIGN

« Timeline: Q2 - Q3

« Obijectives: To infroduce Made In Hawai'i products to general Korean consumers
and increase brand awareness of the Hawaiian Islands not only as a travel
destination, but also as a compelling source of consumer goods

« Components: Consumer promotions with major retails; influencer campaign;
co-op with trade partners; frade FAM featuring Made In Hawai'i products
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TV FILMING/CELEBRITY PROGRAM

* Timeline: Q3-Q4
« Objectives: To position the Hawaiian islands as a must-visit destination for outdoor sports (e.g. golf)

« Components: Celebrity TV fiiming in Hawai'‘i; develop Special Interest Tour (SIT) product for outdoor sports
enthusiasts
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PERFORMANCE MEASURES
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PERFORMANCE MEASURES

Measures 2022 Annual Target Measures 2022 Annual Target




PARTNERSHIP
OPPORTUNITIES
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PARTNERSHIP OPPORTUNITIES

ADE FAMILIARIZATION TRIPS (FAMS) PUBLIC RELATIONS




PARTNERSHIP OPPORTUNITIES

Contact: htk@aviareps.com

CONSUMER PROMOTIONS/EDUCATION CONSUMER PROMOTIONS/EDUCATION




Mahalo!
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