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Airlift

• Projected total air seats for 2022:  180,226

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

MARKET SITUATION
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KEY CAMPAIGNS/PROGRAMS



MĀLAMA HAWAI‘I CAMPAIGN
• Timeline: Q1 – Q2 

• Objectives : To attract responsible, mindful travelers to Hawai’i, to educate potential visitors by promoting 
sustainable and regenerative tourism choices, and to deliver core Mālama Hawai‘i messaging to consumers, 

media and industry partners

• Components: Celebrity magazine photo shoot; collaboration with airlines and travel agencies to deliver 
Mālama Hawai‘i message; develop sustainable travel products; educational seminars for travel agents 



KULEANA CAMPAIGN

• Timeline: Q2 – Q3

• Objectives: To educate visitors about how to travel throughout the Hawaiian Islands 
in a sensitive 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 trade partners to 

provide responsible travel tips to customers who have booked Hawai‘i



MADE IN HAWAI‘I CAMPAIGN

• Timeline: Q2 – Q3

• Objectives: To introduce 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; trade FAM featuring Made In Hawai‘i products



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 filming in Hawai‘i; develop Special Interest Tour (SIT) product for outdoor sports 

enthusiasts
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PERFORMANCE MEASURES 

Measures 2022 Annual Target

Consumer Paid Media Measures

TV Reach 10%

Digital Reach 2,000,000

TV Impressions 20,000,000

Digital Impressions 3,000,000

Public Relations Measures

No. of Media/PR Calls 100

No. of Press Releases Issued 12

Print Publicity Value - Paid $600,000 

Digital Publicity Value - Paid $2,000,000 

Broadcast Publicity Value - Paid $5,000,000 

Print Impressions - Paid 4,800,000

Digital Impressions - Paid 20,000,000

Broadcast Impressions - Paid 50,000,000

Print Publicity Value - Earned $300,000 

Digital Publicity Value - Earned $1,000,000 

Print Impressions - Earned 2,400,000

Digital Impressions - Earned 10,000,000

No. of Group Media FAMs 2

No of Articles Generated from Group Media FAMs 12

No. of Individual Press Trips 4

No of Articles Generated from Individual Press Trips  4

Measures 2022 Annual Target

Travel Trade

No. of Trade Shows(2Roadshow, 1Trade Mission) 3

No. of Travel Trade FAMs 4

No. of Trade Education Sessions 4

No. of Trade Education Participants 100

No. of Agents Completed Training Program 40

Social Media Metrics  

FACEBOOK

Total Impressions Gained 150,000

Total Fan Count 20,000

INSTAGRAM

Total Impressions Gained 200,000

Total Fan Count 25,000

YOUTUBE

Total Impressions Gained 500,000

Total Fan Count 1000

Consumer Shows

No. of Shows 1

Show Attendance 500

DMAP Measures

No. of DMAP Action Items Supported 80

No. of Initiatives to Promote Hawai‘i Made Products 8

No. of Hawai‘i Festivals & Events Promoted 50

No. of Voluntourism Programs Promoted 10
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PARTNERSHIP OPPORTUNITIES
TRADE FAMILIARIZATION TRIPS (FAMS)

ACTIVITY DATE DESCRIPTION LOCATION COST

Travel trade 
FAM

Q2-Q4

Invite selected participants 
from top agencies in Korea 
to the Hawaiian Islands to 
provide the opportunity to 
learn the destination in 
deeper dive

O‘ahu +  
Neighbor 

Islands

HTK welcomes any 
in-kind sponsorships 
as below; 

•Accommodations 
• Hosted Meals
• Activities
• Transportation
• Airfares

TRAVEL TRADE EDUCATION

ACTIVITY DATE DESCRIPTION LOCATION COST

Travel Trade 
Educations 

(Online/Offline)

Ongoing

Provides training to travel 
agents to better understand 
and communicate Hawai‘i’s 
Ho'okipa (hospitality) and 
Kuleana (responsibility)

Seoul

HTK welcomes any 
in-kind sponsorships 
as below; 

•Accommodations 
• Hosted Meals
• Activities
• Transportation
• Airfares

PUBLIC RELATIONS

ACTIVITY DATE DESCRIPTION LOCATION COST

Celebrity 
Promotion 

Q2-Q4

Invite celebrities to the 
Hawaiian Islands who are 
interested in sustainability 
issues and wellness

O‘ahu + 
Neighbor 

Island

HTK welcomes any 
in-kind sponsorships 
as below; 

•Accommodations 
• Hosted Meals
• Activities
• Transportation
• Airfares
• Made in Hawai‘i 
products

Group Influencer 
FAM

Q2-Q4 Invite leading influencers
O‘‘ahu +
Hawai‘i
Island 

Group Media FAM Q3 Invite major publications
O‘ahu + 

Lana'I

Collaborations with 
Micro-influencers

Ongoing 

Increase social media 
focus on various themes in 
the Hawaiian Islands by 
working with micro 
influencers with high 
engagement with their 
fans.

O‘ahu + 
Neighbor 

Island
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CONSUMER PROMOTIONS/EDUCATION

ACTIVITY DATE DESCRIPTION LOCATION COST

Mālama Hawai‘i  
promotion with 

major wholesalers 
and OTAs

Ongoing

Deliver Mālama Hawai‘i 
message to good minded tra
velers and introduce 
sustainable travel options 
in Hawai‘i

O‘ahu + 
Neighbor 

Island
HTK welcomes 
any in-kind 
sponsorships as 
below; 

•Accommodatio
ns 
• Hosted Meals
• Activities
• Transportation
• Airfares
• Made in Hawai‘i 
products

TV Filming TBD
Feature the Hawaiian Islands 
with a selected 
Golf- entertainment TV  Show

O‘ahu +
Neighbor 

Island

Made in Hawai‘i 
Campaign 

Q2–Q3

In co-op with local retail 
brands in Korea, introduce 
Made In Hawai’i products 
to general Korean consumers

O‘ahu +
Neighbor 

Island, 
Korea

CONSUMER PROMOTIONS/EDUCATION

ACTIVITY DATE DESCRIPTION LOCATION COST

Kuleana
Campaign

Q2-Q3

Hold a consumer event in 
partnership with a large 
corporate or public institution to 
promote Mālama Hawai‘i and 
Kuleana Campaign to potential 
Korean travelers to the 
Hawaiian Islands. 

Korea 

HTK welcomes 
suggestions or 
collaboration 
ideas for the 
programs 
below

Aloha 
Consumer 
Newsletter 

Ongoing

Develop bi-monthly consumer 
newsletter to share with 
consumers and potential
travelers up-to-date information 
about Hawai‘I

Korea

Contact: htk@aviareps.com

PARTNERSHIP OPPORTUNITIES
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