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Agenda

• HTA Overview

". • Hawai'i Tourism Strategic Plan (TSP)

• Hawai'i Visitor Industry and Marketing

• Market Updates - Leisure and Business

• Wrap up
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ACT 156, SLH 1998

• Government Agenc'l
- Established in 1998

- Responsible for tourism policy and
direction from statewide perspective

- Tourism Special Fund derived from
hotel room tax collections called
transient accommodations tax (TA T)
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Tourism
Special Fund

(HTA)
34.2%

General Fund
3.7%

Convention
Center
17.3°.10

Counties
44.8%

TAT Distribution and
Funding Source

Kaua'i: 14.5°1<>

Hawai'j Island: 18.6°1<>

Maui: 22.8%

Q'ahu: 44.1°1<>
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Major Components
• Vision

• What stakeholders want industry to look like in
2015

• Guiding Principles and Values
• Key areas offocus in developing the plan

• Performance Indicators
• Ways to measure progress

• 9 Key Initiatives
• Goals, objectives, lead and support parties, and

measures





Vision Statement

By 2015, tourism in Hawai'i will:
- honor Hawai'i's people and heritage;
- value and perpetuate Hawai'i's

natural and cultural resources;
- engender mutual respect among all

stakeholders;
- support a vital and sustainable

economy; and
- provide a unique, memorable and

enriching visitor experience. fl4I\I4I1.
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Strategic Initiatives

• Access
• Communications and Outreach
• Hawaiian Culture
• Marketing
• Natural Resources
• Research and Planning
• Safety and Security
• Tourism Product Development
• Workforce Development

tMWAtle





HTA FY 2009 Budget
1/22/09

Strategic Initiative Budget
Access $ 4,500,000
Communications & Outreach 1,120,000
Hawaiian Culture 1,425,000
Marketing 53,797,000
Natural Resources 2,000,000
Research & Planning 1,598,000
Safety & Security 575,000
Tourism Product Development 2,725,000
Workforce Development 250,000
Administrative 2,635,000
Reserve 425,000

Total $71 ,000,000
tMW4iJ.





'- Management & Financial Audit of
HTA's Major Contractors

• Background of audit

• Auditor Findings

• HTA's response

tMWNr..
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Leisure Marketing Contractors
HAWAII
TOURISM AUTHORITY

------
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Hawai'i Tourism Japan lawai'i Tourism Asia Hawai'i Tourism Oceania Hawai'i Tourism Europe
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Contractors

Visitors & Convention Bureau
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Pride of Aloha
1,000 berths

Weakness in US
and Japan
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Visitor Arrivals &Expenditures

Total 6,699,424 -10.6% $180.2 -1.0% $11,335.9 -9.9% 9.4 1.8% 62,905,608 -9.0%

U.S. 2,768,923 -14.7% $149.7 -4.0% $3,987.9 -16.2% 9.6 2.3% 26,645,868 -12.7%
West

I I I I I
U.S. 1,682,673 -11.5% $182.1 -5.5% $3,202.5 1 -15.2% 1 10.5 11.4% 117,588,739 I -10.2%
East

Japan 1,160,732 -10.5% $288.4 7.3% $1,920.8 -3.1% 5.7 0.9% 6,661,137 -9.7%

Canada 344,457 3.3% $151.6 0.5% $671.1 5.8% 12.9 1.9% 4,428,127 5.3%

All 742,639 3.0% $204.9 6.7% $1,553.7 9.0% 10.2 -0.9% 7,581,737 2.1%
Others

Visitor Arrivals

Source: DBEDT

YTD December 2008 Visitors By Air

Per Person Per
Day Spending ($)

Total Expenditures
($ mil.)

Average
Length of
Stay

Visitor Days

tMW4tr.
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Market Indicators/Gauges
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• Average Daily Rates
• Occupancy
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Hotel Stats - YTD Average
Daily Rate

2008 2007 Percentage
Pt. Change

State $200.77 $197.91 +1.45%

O'ahu $169.84 $166.87 +1.780/0

Maui $266.57 $258.88 +2.97%

Hawai'i $200.90 $199.05 +0.93%

Kaua'i $206.10 $204.35 +0.86%

YTD November

Source: Smith Travel Research tMWAtr.





Hotel Stats - YTD Occupancy

2008 2007 Percentage Pta
Change

State 71.3% 75.4% -4.1 %

O'ahu 75.5% 77.1 % -1.6%

Maui 68.9% 75.9% -7.00/0

Hawai'i 60.9% 68.10/0 -7.2%

Kaua'i 72.0% 76.60/0 -4.6%

YTD November

Source: Smith Travel Research
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Market Indicators/Gauges

• Cost Per Arrival

•

•

• Le t tay
• I nT~1 dit
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Investment to Arrival

2005 2006 2007 2008e
North America $ 2.40 $ 2.35 $ 2.51 $ 3.24
Japan $ 4.99 $ 5.93 $ 6.55 $ 7.39
Other Asia $ 9.30 $ 9.80 $ 10.49 $ 15.38
Oceania $ 5.17 $ 6.61 $ 6.60 $ 7.47
Europe $ 7.93 $ 8.83 $ 8.71 $ 8.62
Latin America $ 1.23 $ 0.95 $ 0.90 $ 0.95

tMWAtru





Market Indicators/Gauges

• II \1 I
• II \ICr'::lge r Per ay
~ I cngth

/I Total
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• Industry forecast, booking pace
• Load factors
• Seat inventory

•
•





2009 Q1 through Q3 Scheduled Nonstop
Seats to Hawai'i (Statewide)

FIRST QUARTER SECOND QUARTER THIRD QUARTER YTD THROUGH 3RD QTR
2009 2008 O/OChge 2009 2008 O/OChge 2009 2008 %Chge 2009 2008 O/OChge

Total US 1,446,732 1,849,975 -21.8% 1,539,818 1,570,262 -1.9% 1,589,311 1,650,633 -3.7% 4,575,861 5,070,870 -9.8%
US West 1,254,119 1,586,083 -20.90/0 1,328,509 1,307,312 1.6% 1,368,058 1,395,713 -2.0% 3,950,686 4,289,108 -7.9%
US East 192,613 263,892 -27.0% 211,309 262,950 -19.6% 221,253 254,920 -13.2% 625,175 781,762 -20.0%

" ' '. .~. ,

" "
,

Total International 619,857 654,408 -5.3% 592,906 607,663 -2.4% 582,552 613,076 -5.0% 1,795,315 1,875,147 -4.3%
Canada 91,698 104,595 -12.3% 49,106 60,234 -18.5% 29,000 41,318 -29.8% 169,804 206,147 -17.6%
Japan 386,566 417,189 -7.3% 404,365 401,773 0.6% 408,898 418,596 -2.3% 1,199,829 1,237,558 -3.0%
Other Asia 36,082 34,371 5.0% 33,969 34,099 -0.4% 34,264 33,196 3.2% 104,315 101,666 2.6%
Australia/New Zealand 41,654 43,928 -5.2% 41,184 47,853 -13.9% 44,962 50,742 -11.4% 127,800 142,523 -10.3%
Other 63,857 54,325 17.5% 64,282 63,704 0.9% 65,428 69,224 -5.5% 193,567 187,253 3.4%
TOTAL 2,066,589 2,504,383 -17.5% 2,132,724 2,177,925 -2.1% 2,171,863 2,263,709 -4.1% 6,371,176 6,946,017 -8.3%

Source: Sabre ADI database data as of January 15, 2009





HTA's Marketing Contractors'
Measurements of Success

• Marketing Effectiveness Study

• Access - Return on Investment

• Advertising Value Equivalency

tMW4if.





--::J
co
m

I:
CD
()
r-+--<
CD
::J
CD
CJ)
CJ)

en
r-+
C
C.
'<





Future Travel Intentions are Steady

n@

26%

32%

32%

39%)

33%

38%

31 %

38%

35%

39%)

Likely to Visit (next 2 years)

Consider Hawai'i

Source: TNS





What's Impo nt to US Long-Dista Travelers?
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East(!I"ll us Market

In Safe/Secure (4.42)

" Good Value for the Money (4.29)

• Clean Environment (4.19)

• Great Place to Get Away From It All
(4.19)

IlIi Local People Are Friendly (4.12)

6P Easy to Get Around (4.10)

• Variety of Types/Prices of
Accommodations (3.94)

" Variety of Unique Activities &
Experiences (3.93)

till Easy to Get There (3.90)

iJ Always More to Keep Coming Back
(3.87)

II Variety of Cuisine/Dining Options (3.83)

rm Different Experience Than Other Places
(3.81 )

(I Unique Scenery Unlike Anywhere Else
(3.80)

trJ Always New Experiences for the Visitor
(3.75)

(I Intriguing History and Culture (3.74)

lIP Opportunities for New Discoveries
(3.73)

III Variety of Cultural Activities (3.58)

fl# Wide Variety of Recreational Choices
(3.55)

TNS Report - Confidential

Western US Market (SaHv::.' Top Atiril:m!:c,s
As East):

f# Safe/Secure (4.31)

is Good Value for the Money (4.24)

" Great Place to Get Away From It All
(4.09)

IJ· Local People Are Friendly (4.07)

iii Clean Environment (4.06)

iJIf Easy to Get Around (4.03)

$l! Variety of Unique Activities &
Experiences (3.92)

Iff Variety of Types/Prices of
Accommodations (3.89)

• Different Experience Than Other
Places (3.87)

fI) Unique Scenery Unlike Anywhere
Else (3.87)

I.W. Always More to Keep Coming Back
(3.85)

ifl Intriguing History and Culture (3.80)

" Easy to Get There (3.78)

• Variety of Cuisine/Dining Options
(3.77)

" Opportunities for New Discoveries
(3.74)

fl# Always New Experiences For the
Visitor (3.69)

~ Variety of Cultural Activities (3.57)

jjjj Wide Variety of Recreational
Choices (3.44)

Japanese Market (Attributes Ratt1d
Ii!$ Safe/Secure (4.41)

jjjj Good Value for the Money
(4.27)

• Always More to Keep Coming
Back (4.19)

fl# Great Place to Get Away From It
All (4.18)

w Unique Scenery Unlike
Anywhere Else (4.16)

iIIl Intriguing History and Culture
(4.08)

>fI Variety of Unique Activities &
Experiences (4.00)

• Different Experience Than Other
Places (3.99)

N Clean Environment (3.98)

~ Opportunities for New
Discoveries (3.92)

iIIl Variety of Types/Prices of
Accommodations (3.88)

~ Local People Are Friendly (3.84)

iIIl Easy to Get Around (3.83)

113 Variety of CuisinelDining
Options (3.66)

II Easy to Get There (3.64)

• Unspoiled, Not Overdeveloped
(3.58)

tI/J Always New Experiences For
the Visitor (3.47)

Many Things To Do For Active
Lifestyles (3.44)

III Good Place for Family/Children
(3.41)





Prefer Hawaii by YTO (Q5)

Competitively, each of these
destinations have
strengths and
opportunities. Hawaii's
position on each attribute
is shown more clearly on
the following two charts.

05. For each attribute listed below, please select
the destination(s) you prefer, whether you have
been to the destination or not. (Hawaii, Alaska,
Caribbean, Australia, Mexico, or None). Base
noted in legend

TNS Report - Confidential

Ranked b

Safe and Secure (4.31)

Good Value for the Money (4.24)

Great Place to Get Away From It All (4.09)

Local People Are Friendly (4.07)

Clean Environment (4.06)

Easy to Get Around (4.03)

Variety of Unique Activities & Experiences (3.92)

Variety of Types/Prices of Accommodations (3.89)

Different Experience Than Other Places (3.87)

Unique Scenery Unlike Anywhere Else (3.87)

Always More to Keep Coming Back (3.85)

Intriguing History and Culture (3.80)

Easy to Get There (3.78)

Variety of Cuisine/Dining Options (3.77)

Opportunities for New Discoveries (3.74)

Always New Experiences for the Visitor (3.69)

Variety of Cultural Activities (3.57)

Wide Variety of Recreational Choices (3.44)

Unspoiled, Not Overdeveloped (3.36)

Great Place for Entertainment (3.25)

Great Place for Shopping (3.21)

Special Events/Festivals (3.06)

Nature-Based Activities (3.01)

Good Place for Family/Children (3.00)

Romantic (2.96)

Adventure Activities (2.71 \

Variety of Nightlife (2.53)

Great Place to Golf (1.68)

Mexico

Alaska

Caribbean

~!"T' i ,., i , i i

10% 20% 30% 40% 50% 60% 70% 80% 90%





HTJ Co-op:
Hula Week 2008

Cost:
Target:

Outcome:

Co-op Partner: Japan Airlines
"Dates: June 20 - July 20, 2008 & November 2008 (2-stage program)
_Background: With approximately 400,000 hula enthusiasts in Japan, there is

a large market to target and promote Hawai'i's authentic hula
events and resources.
Three components
1) Watch - Invitation to traditional hula events.
2) Touch & Feel- Participate in cultural programs including

hula workshops, ipu making workshops, etc.
3) Dance - Nightly Ho'olaule'a performances at WaikTkT

Beach Walk.
$145,550 (HTA) and $480,000 (JAL) =$625,550
Approximately 4,000 hula enthusiasts from Japan during each
stage
Attendance - 10,253 bookings
Media Coverage (Stage 1) - 6 major features with a total ad
value of $668,335. Additional coverage in 40 media outlets
including websites, newspapers, magazines, TV and~1l
programs. . , ..

_Program:
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New York Times: Season's Greetings

Cire.: 1,037,828

AVE: $52,093

Wall Street Journal.eom: In Hawaii, Paradise
Goes on Sale

Cire.: 4,059,093 (Publication appeared in print
and online. AVE could only be found for online
portion for this quick turnaround.) .. . '.. .fIIj

AVE: $4,540 t-MW'4""
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Hemispheres Magazine: Three Perfect ::~~~(~~~~~~~
Days Oahu & Hawaiian Harmonies :":

eire.: 399,333

Impressions: 758,733

AVE: $21,869

Advertising Value Equivalency

North America
Total 2008 AVE: $80,597,850

(includes HVCB firm wide generated - produced - and non-generated clips for 2008)

Business

Los Angeles Times:
"Hawai'i hotels offer
up good deals"

Cire.: 1,055,076

Impressions:
2,004,644

AVE: $7,519
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Shoulder Period Opportunities

DecNov

tMWAtr.

OctSeptAugMay June Ju~AprMarFebJan

-_._- -- DUke';-Oceanfest I

~ ~ ~ ~ ~ pr~r~1~ ~ H~;;~i~i~ :~::~I~~t~~~aYs.---1~ ~ ~-~ ~~::i~ri~t" Fii';; ~F~~-ti~;;I·1
Prince Kuhio Festival \ EA Sports I

~~~moIUIU. I~i;lJhl<11l ~ ~ ~ -\ . ~ __ ~ ~ ~ _ _l\IIa_u~ In\li~a~i~llal
Honu 70.3 Ironman Prince Lot Kana Coffee I

May Day Hula Festival CUltulral Festival

r---------

Marathon \.. .7--./ I •••_•._. ---'-ii.i;ui Marathon ~)/. ,

------------------------------------------------------------------------------------- ---------
Kamehameha Celebration
Pan Pacific Festival Honolulu Marathon
Maui Film Festival Sheraton Hawai'i Bowl

o Opportunities for New Events

90.0

85.0

70.0

65.0





• Luxury Tourism - Investment made on their
accommodations based on overall experience within
that resort with a select few items outside of the
resort

Our Target: High Yielding vs.
Mass Tourism

• Mass Tourism - covers low end packages, student
group travel and the like

• High Yielding Tourism - consumer buying in for a mid
to high end experience tendency to want to be
exposed to a variety of experiences, will tend to stay
longer and venture to more then one island

no





Destination Marketing vs.
Industry Marketing

• Destination marketing responsibilities are
focused on positioning the destination image
and allure, and ensures that the key attributes
of the destination are aligned with the target
audience that potential visitors value!

• Industry shares this responsibility as well
placing further emphasis on their product and
its features and values lending them to the.
conversion.

• Both set the stage for demand for the
destination and its experience as well as the
product offering.

tM_".





Annual Tourism
Marketing Plan &
Budget (ATMPB)

/

HTA Annual FY
Budget

tMWAtrQ

~

Tourism
Strategic Plan

(TSP)

Annual Tourism
Marketing Plan

Outline

Marketing Planning Process





tMMl4tr..

2010 Marketing
Plan Rollouts

(August)

Public Meeting§.

•

•

1
Marketing Plan

c

~

-------.

Marketing
Contractors
Meetings

(3x)

Development &Monitoring of the
Annual Tourism Marketing Plan

HTA

Marketing
Stakeholders
Meetings

3x

HTA Marketing
Committee

Meeting

Japan Hawai'i
Tourism Council

Meetings (2x)

Meetings throughout Year





Subtotals

HTA: $ 7,500,000
Industry: $ 8,600,000
Other: $ 1,400,000
TOT: $17,500,000

HTA: $ 370,000
Industry: $ 1,660,000
TOT: $ 2,030,000

HTA: $ 115,000
Industry: $ 350,000
TOT: $ 465,000

HTA: $ 105,000
Industry: $ 250,000
TOT: $ 355,000

HTA: $ 175,000
Industry: $1,063,000
TOT: $1,238,000

2009

TOTALS
HTA: $ 8,265,000
Industry:$ 11,923,000
Other: $ 1,400,000
TOT: $21,588,000

HTA Contributions

Industry Contributions

Sep

Fall 2008 Access
$175K (FY09)

Fall 2008 Access
$370K (FY09)

Fall 2008 Access
$115K (FY09)

Fall 2008 Access
$105K (FY09)

2008

Aug

Fall 2008 Access
$1M (FY09)

$3M (FY09)

Marketing Efforts

JulJun

Emergency
$3M (FY08)

Jan
May

2008
Base

HVCB
$24.9M

Sports
Events

HTJ
$7.8M

HTAsia
$1.1M

SMG
$6.5M

HTE
$.883M

HTO
$.900M
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Timeshare Inventory &Growth

9,000 T---~'"-~-~"-~--~'-~""-'"''''-"'-'~-'--"--"'--'~"'-'----,"-",,",,----
8,000 ~ 1 +4.0%

~
7,000 +~ .~~
6,000 i +13.9% +r-

0
%

5,000 I ~3.3%

4,000

3,000

2,000

1,000

o
Itil Timeshare I 2002 2003 2004 2005 2006 2007 2008





Statewide 88.6% 68.9% I 91.9% I 70.6 0/0

O'ahu 94.4% 72.9% 91.0% 77.2 0/0

Maui 84.70/0 66.90/0 93.9% 64.5 %

Kaua'i 92.8% 70.60/0 93.0% I 72.8 %

Hawai'i 86.6% 58.1 % 82.1 % I 57.3 o~

Island

Timeshare vs. Hotel
Occupancy Rates

Source: ARDA & Hospitality Advisors fl4W411.





HTA Forecast Methodology
(Arrivals)

- Reviewed forecasts by DBEDT, UHERO,
BaH

- Developed assumptions for overall
economic climate and then by MMA

- Looked at each MMA by quarters and
historic arrivals, taking into account
promotional activities, airlift, meetings and
conventions

tMt'fl4if..





US West Arrivals
2005-2009F

400,000

350,000

300,000

250,000

I~ ~Q"- ~ ,,~

200,000

.-..."'.,." ,.",",

, _ __a--".-d

150,000

100,000

50,000

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

I--+- 2005 -a- 2006r -a- 2007 ,-*- 2008e -e- 2009f I
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US East Arrivals
2005-2009F

250,000

200,000

150,000

100,000

50,000 +1----------------------------1 1

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

I--+- 2005 --- 2006r -a- 2007 -¥-- 2008e ....... 2009f I
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Japan Arrivals
2005-2009F

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

I-+- 2005 --- 2006r -A- 2007 --*,.- 2008f -- 2009f I

80,000 I ~ I

60,000 I I

20,000 I I

40,000 I I

160,000 I I

140,000 I ~~. I

120,000 I ".... - .,,,"",,,, " _...........-= »¥ :R""'I\o:"'_ '.... / _ I

100,000 i ~~"~ --=:=::=:~ ~ ... ~ I
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Key Takeaways

• HTA is aligned with the State Tourism
Strategic Plan which frames the marketing
contractors activities within the Strategic
Marketing Outline and Industry Stakeholders
meetings

• HTA is constantly monitoring key industry
indicators/gauges as well as tangible
measurements
- Marketing Effectiveness Study
- Access - Return on Investment
- Advertising Value Equivalency

n..





Key Takeaways (cont.)

• HTA recognizes the significance of the
culture, events, and festivals and their
strategic alignment with the marketing of the
destination.

• Access to our islands is a key denominator to
the success of tourism and to the overall
economy of Hawai'i.

• Our sensitivity to the balance for our islands
with regards to arrivals and expenditures and
the optimum customer profile that we market
towards.
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Hi.storica I

2007 VS. 2001 Growth: +31.2%
2008P VS. 2001 Growth +14.80/0

.,.
I I

6,000,000
5,454,184 5,479,606

I 5,210,403 - ..
5,000,000

.. _-- _ .. -

4,000,000

3,000,000

2,000,000

1,000,000

0
2001 2002 2003 2004 2005 2006R 2007 2008P





Historical N xpendi,,,res

2007 VS. 2001 Growth: +52.4%
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ThePerfec

• Summer 2007
II Sub-prime Crisis begins, Stock Market volatility

III Softeni a National Economy

II Slowing First Quarter Bookings

• HVCB Action
II Moved up Marketing Programs to impact First

Quarter 2008
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20Q8 First

2008P 2007 %Chge 2008P 2007 O/oChge

r.lI ••,••"

Total North
America

1,353,976 I 1,355,177 I -0.10/0 $2,324 $2,343 I -0.8%





Tihe Perfe

• April/May 2008
tI Skyrocketing Oil Prices

• Impact on Low Fare Carriers

• Legacy Carriers Evolve Strategy
- From Market Share to Maximizing Yield

11 Aloha/ATA failures

11 Loss of 15% of Hawaii airlift

• HVCB Action
II Need drive de nd to mai in airlift beyond

Aloha/ATA loss
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Oia<lifornia
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Fatal shark attack rorces bea'eh closures near Son
Diego
Global rice squeeze hitting u.s, consumers
Prosecutor' Pregnant teller w.)unded in robbery
loses twins

'H),lUi:'
.:;r>f)l'iI',)r ~

AlA ...,bJms to bankruptcy
(4/3)

AlA, Aloha woes likely
mean higherfares (4/3)

Aloha, 'lolokai shutdowns
tough on tl'avele,.. (4/3)

United grounds planes to.
safety inspections (4/3)

American, Delta cancel
mo.... flights (3/28)

Southwest grounds 43
planes (3/13)

[~] FONT 1SiZE: L:J iiJCOi1l-lI::/ns enE ~H~il. (;:;;,0 $Hf'V,:C

Wine' Respect For Rum I Weird, What APenguin ~Jeeds ! NFL r'lock Draft I OMG, It's Writing! 196 Hours: Polar Bear Kitsch I Best Trout Fishing

By SUDHIN THAN
Friday, April 4, 2008

home of the

SFGate

-_.......... ' ..._...

.._... _. ---- - .......... , ..

(04-04) 03:31 PDT Honolulu (AP) --

['::::-1 F·~!tlT

Flights to and from Hawaii had been a key part of ATA's

business ever since the Indianapolis-based carrier scaled

The abrupt shutdowns of ATA Airlines and Aloha Airlines

won't keep travelers off Hawaii's shores altogether, but

they could make an already expensive vacation destination

even pricier and potentially put the leis and luaus out of
reach for many.

I ATA, Aloha Woes Likely Mean Higher Fares
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Cooing some online poking around, I tested Olrt potenti~1 trip co~ts for May

12·16,2008, Via l(,,'/CA, I fwncl a$623 tare (includlr,g taxes) nonsto" on

Continent,;1 Airline>, from Lc" Angele> (LAX) to Hone'/'Jlu, H~'I'i,;ii (HNL),

On Orb~;:, Itried _"JI)' -17·22, 2008, and found 'l De~'l ~.ir Lines flight tor
$632 (inc~.lding taxes) from LAXto 1(0118, Hawaii; at lime of cri'!cking. 'lnlY

I'NO seats were left 'It Ihis price, and the next available tare '.-va. $679 on

Alaska Airlines.

ai rfelreS frorn LiJ.,':< (I>
--- Given the recer~ 'ianishlng ~cts by AI rllnes and ATA(among

others) I'm exri; prices to Huwau skyrocket soon, I's a

rlS:l~brsinet I isn~ n? Fewer ~:t'5lts +Siirnmer $"o:-:;$on d-:rnand =incressf,j
rates,

th& h~2$t .a:irt~)Jt~s. he)t(;is, cnjj~e$ and:

'" "Jirg~' f~.mtri:>~ SFI:', LAX, S,t.N f~, SEA f~l'e sale! Horne iPhoto: Trl': vi€'\~/ of 81,m~ 8:::f(i fr('r!l aCtll~Se

,;,,,.01

SQ, tt look; like ne,lhing too d'astic ha, yet occ'Jrred wtth summer rat~i

These prices, a',;silable now, are not all that different than the price tags on I~sl "umm",,'s H$w,,;; ;~irf~re:;,
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Message Boards The quesiion then become., will prices increase? Mo:>! of the expert. believe so, including Sm.rterTr."el's
Photos Ed Perkir,s Who, in a1'00-,,,1 column, predicted that 'Hawaiian airfares and total travel ')lsts will go up Click the logo below to subscribe to news from this blog:
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(Venlar'll"
Meg. ship: The world's- biggest crwse
liner, the Freedom of the Seas, entered
the port of Hamburg, Oermany, for tinal
touches at. 81 shipyard last week. Royal
Caribbean's 1 ,112~foot ship will depart
Tuesday on its malden voy&ge 81cross the
Atlantic, then otter Caribbean cruises out
01 Miami. It can carry 3,600 passengers
double occupancy (6If1d almost 4,400
when third and tourth berths In cabins
are used). The ship has a surtlng pool,
ice-sk8l:ing rink and rock_climbing waU.
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Iklng and tOOls. Passports, money and more.

V.,1C"....'1
Get ready to pay ~or your summer
trip. Overall vacation costs are up 5.4
percent from last year, according to
AAA,'s annual, nationwide vacation costs
sutvey.

The survey found that a family of two
adults and two children can 8>epect to
pay an average $261 per day for food and
lodging in the U.S. Lodging rates will
average $141 a night, up nearly 9 percent
from last year. Meals will cost $120, up
nearly 2 percent.

Road travelers can get an estimate of
gas costs of a trip between U. S. cities using ,A,AA's fuel cost calculator,
v..wyv fuekQst( ::.Iculatnr Lnm

Travel docume/Jt5
Be sU"e to get your ,Hl.s:spOIl befol'e new law kicks 111

The most expensive state for vacationers
remains Hawaii where the daily cost of
food and lodging for a family of four will
average $559 per day. Other destinations
with a high average daily cost include the
District of Columbia, $518; Nevada, 5348;
Rhode Island, $329; and New York.
$329.
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Eastern C

Bankruptcies at ATA Airlines, Aloha Airlines, likely mean higher Hawaii fares

By Adam Schreck
THE ASSOCIATED PRESS

SPEAJ(UP EM.A.IL PRINT I] F.A.CEBOOl< DIGG rIJ DEL.ICIO.US STUMBLE UPON

••r••"

The abrupt shutdowns of ATA Airlines and Aloha Airlines wonl keep travellers off Hawaii's shores
altogether, but they could make an already expensive vacation destination even pricier and potentially put
the leis and luaus out of reach for many.

Flights to and from Hawaii had been a key part of ATA's business ever since the Indianapolis-based
carrier scaled back its route network following a previous trip through bankruptcy in 2006.

On April 10, the airline suddenly quit flying, leaving passengers on the islands and elsewhere stranded
as it again headed for bankruptcy court.

Virtually all the carrier's more than 2,200 employees were laid off.

"It'll hurt," said Minneapolis-based airline expert Terry Trippler. "They did a lot of business to and from
Hawaii at fairly reasonable prices."
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ByMolly Feltner, SmarterTravel.com

Earlier this month there was panic in paradise. On March 31, Aloha Airlines, a60·year
veteran of Hawaii aviation, abruptly shut down, followed two days later by ATA, an airline
known for cheap flights to four ofHawaii's islands. With those shutdowns, Hawaii lost 15%
of its service from the mainland, or about 1.1 million seats annually.

Price gouging for travelers ftying to or from the West Coast cities served by the airlines set in
immediately, With stranded passengers quoted prices up to $1,000 for one·way flights out of
Honolulu on other airlines. While ticket prices remain exorbitant forthis week, as travelers
stuck with worthless Aloha and ATA tickets scramble to gello or from Hawaii, looking
forward, increases seem alot less daunting.

The lowest average round·trip fares between the major cities affected-Los Angeles, Oakland, San Diego, San
Francisco, and Honolulu-drop considerably for travel later this month. The bad news is those fares are about
$60 to $100 higher than pre·Apnl prices, and they dont appear to drop any further for travel during the remainder
of the year. You can expect those fares to spike by $200 to $400 for the usual summer high season between





2008 Sum
":, Consumer - Adv

Newspaper -
Sunday Travel Sections
.. Los Angeles Times
6' Orange County Register
.. San Diego Union...Tribune
• San Francisco Chronicle
$> Sacramento Bee
• Oakland Tribune
.. Marin Independent Journal

~ San Jose Mercury News
• Contra Costa Times
.. San Mateo County Times
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.2008 Sum
K Cons'umer - Pub

• Promoted Summer Campaign via news
release distribution to local, trade, online,

and national media

• Leveraged CMMP partnerships with ABC TV
stations

.. In-market promotio al sweepstakes and on-air

exposure through morning shows
'.
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ThePerfe

• Summer/Fall 2008
.. Air Fares climb as Legacy Carriers drastically cut

back flights across their systems

II Hawaii perceived as high-priced and out-of-reach

II Global Stock Market meltdown in October

• HVCB Action
II A alyzed marketplace, ounted a direct ftack

• Discovered 2008 Package prices (air, hotel, car, etc.)
actually less expensive than 2007

• Nationwide multi-media campaign
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1& News Release

• Return On Vacation
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HONOlULU - Under the theme DisL<}t\l'r MiJrr Of Hau.lll.f'i for Less T'him'r'(m Imagitu:d,
the Hawai'i Visit(irS and Convention Bureau (HVCB) has launched a winter vacatinncampai.!:Pl

offering tra....elpackagc$ to the Hawaiian li~landsatdeepl), discounted saving!5.

'The.~e packages arc good news for travelers who may have been deferring a Hawai'!

vacation q.V(or cost ooncf!'Ins:' .said JohnMonahan, liVen. prC!>ident and CEO, '''rhc Siilo'ings

being offered mean fhe c(~5t of a liawai'i vacation can oow be less than a year- ago""

Recognizing tna! travel(,.~s in this economic emtimmllent are ~king incrodible

l.'Xperiences unique to. a de5tination" out at a great value" H\IC13has introduced a new websitE1·~

GoHawaii,comfValue-li"tlng the ltawai'i vacation deals. Viliiitms are en<Duraged to c:h~k

badd'roqucotly to view IJlpda.tl!s and nc\V' offets as they oocome available"
III t". ~,,, ;;

FOR.lMMEDlAl'E RELEASE
()cmber 14, :Z008

ALOHAW1Nl'ERl HAWAI'[ ANNOUNCES SPECIAL VACATION DllAl.S
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Ap Associated Press AOL.;.
Hawaii promotes its 'value'
Shutdown of Aloha, .

~TA ait1in~s. results geattle JlostttlnteUineuter
In fewer VISItOrs ~ .. . f' '~"'" 1'.

HONOLULU (AP) ~·s experience." ·'Ttlis Is tlle classic pertCct slorm,
~ industry is otfering nC'w'dp.aLs, Officials said despite rising :-:airf:;nv\.-; AAirl.T'lhn Mnn:lh;m thp 1'l11rP~11'1::nm<:.

incentives and packages as it grapples a Hawaiian vacation pI S J. N
WI.th turbulent airline indnstry and less this year by hundre< I~n OS~ ~"~U..y ~t••~
Amencans holdtng tlght to thelT wal· compared Wlth last year. '" """"" "~j;1J
lets. are offering a compliml

Officials on Wednesday 1UlVl\iled a night or breakfast and more bustness- two major earners serVll1S me lSlanflS
$4.5 million campaign to lure~ es are offering 2·for·l deals on activL J.
for the L'Ilmaillder of the ye3J: The ties, - - - 
effOLt is part of the more than S12.5 As part of the Hawaii Vifjtors an
million in emerg~ncyf\mdUl[( thaL has CiJlJWntionBlll:eJlU'S new winter <:a
been devoted by the state and busi- paign. advertisements fcatnrin
ncssestocombntaslumpm~. humpback whales. hula dancers an

mponent is promoting .
! a~ a destination, which bTeath~aki~g scenery will <tart
to dispel the perception appearing m newspapel~

nds have become too lions this SLUlday. Targete. au·.· m·.. . ..rgl1...banner ads will also appe; "I t
to go to Vietnam, Bali Web sites. -

and some of these other p!ae'es like Over the past decade.
u-...~~~ ........ \......... n ........... ..1 ....,to '-t. ... ~l •.•.•. l., ..._ faCt:..lfl many challenRe8 thCLl UC1Vt:' H:U\l.:U ~mues.

INTERNATIONAl. ~i"n"Mn

iteralb mribune ~

~bCNEWS
'""... stHfl here
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TRAVEL TO HAWAI'I
The World's Best Return-On-Vacatio
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),-m \(Lalc ltuFltrw '1 hV'U~J yUII kno\\' that ~t£Uin~.~' iI»'~!]i fnvn i,t till t..&i i dl1 Indulgence.

It's <I U(x·t~ssity, But berot'(' )()l! make your CS('H~1C', iI's aiM I ll(;l('CSSRl')' to kn\Jw
the: best possibk\'aluc for your travel uolbr. So while you'n; dclxlilllg wlll:n and where 10

go this yellL ii helps tn know Ihut llltwlli'i otters a greater "RelumOn Vucatinn" lhan any
oHlel' destination.

A Hawai'i vacation gjv~1'i you the all'[{)O-farc opportunity In truly It.'lax. In feplcnlsh
your ilpiriL n)unill: \viln family alltl friends. renew your ~nsc of IldvCnluf'C. and ()xplon;: the
natural womlcrs of nul' p}am:i.

HalVi:l!'i's "~IX lnajor bhultls Hrt' grccn,,\.'.'pIX'J
Inounwins lifted from Ihc bouom of the sea.
decomlcd with rainbows, surrounded by bIts"
fully dem' WlilCfS. and rhllllK.'J by SUlH;WCjJi,

sugary·· sand beaches.
Thc~Big Iskmd" of Huwlli'i is klHw,n Itlr

its lwo aelivc volcamx:s but it abu boasts a
l'oy.t1 pHla..:c. it fcsliv;d devoted lOlIOJ:icUl huhl.
<lIlU countless olher l\.'mindcl's of~'s ridl
~hcrilagc.





Obam.a Mi

Publicity Campaign directed to print and broadcast medial online
media outletsl and blogs.
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TRA\'!HkS C.~N ExPERIENCE SAMeK OBAMA'S HAlVAH
l'rtJid.c:nl·.Eltd W3S 801"11 and ftl:isc:d in He)"l\OfuJu

~~~~., P4-:4\ ,~~ nl'l!l<,.q~
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gohawaii.com/obama
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l<J()rtl obovt PrCt,dilfl'l .,:: J~/:.i!

8of'od Obamo'" <!'ufdhood ' '"
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FORlMMEDlATE RELEASE
N(l\'Cmber26,2();\~

HONOLULU - Hml<;Jlulu is proud fo be the bitihp!acc.,lnJ' b-oyho-od no!'!'C (if

Prcs!denl'"C.iectB..'1!'ild Ob.tn1..:I. ol.nd VWiH1N to H;1\\.t;:u'l cil!'le.ully nr~).rc the $,~!e!l and i.WOTi!C

piaCC::l! tlwtshapt.-.J the foun-dation of his llfcand ri§e h) bC'Cll{Hing H'..c leader oj the free \~'orl(L

The you.rtJt Obam,a ik'IlJrkt.:hud tn 1:1lc 4tilnds" where 10,,111 VJh.H..~ {"stet' tt)k.ranc~.
C\m!pruma~ and mutu.,l rupeet - ~nd ,'.-tti:rc dtl/c1"6hy delhlero people riltn('T tllA~l divldc.5 them.

The, r,.;,)(L, f mo1'-C-S l"}r the A!llh~StMc 'il nd the r~cricn<e of.gr(l\>..·~ni.
hila;] deep and lasting !nilUL~rn:con the !·rc~idcnt-c~cL

Fam; t'i Hawi3{"i'.so n.11i\-e~nQ" \iJn mm'Cthan two4,')ZC1:

O'ahu lnduding:

r"r~c\pI,"i!jllJ~~

SFGate,
..":".'-,' .:..(./~ , " {: ".:4"
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TIATravelSe·n
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ravelers

Interest

Time

Personal Finances

Affordability

Quality of Service

Safety

uCompared to a year ago, would you say you .... JJ

0% 20% 40% 60% 80% 100%

Iiii Less/Worse liJ About theSame II M ore/Better I

Source: Travel Industry Association, travelhorizons Survey - October 2008
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Air Travele sf

Mar '07

Apr '07

Jun '07

Aug '07

Oct '07

Dec '07

Feb '08

Apr '08

Jul'08

Oct '08

0% 20% 40% 60% 80% 100%

III Less Interested li1l About the Same. M ore Interested I

Source: Travel Industry Association, travelhorizons Survey - October 2008
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Air Travele"

Mar '07

Apr '07

Jun '07

Aug '07

Oct '07

Dec '07

Feb '08

Apr '08

Jul '08

Oct '08

0% 20% 40% 60% 80% 100%

I_ Less Able iii About the Same" M ore Able I

Source: Travel Industry Association, travelhorizons Survey - October 2008
_.~. , w, ,""" •...,,,.•. ,"-"_,, ,~.

.,r",.,",,'.<.ii.lI~tl.JI e.r..u





ffordability
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Air Travelersi
<

Mar '07

Apr '07

Jun '07

Aug '07

Oct '07

Dec '07

Feb '08

Apr '08

Jul '08

Oct '08

0% 20% 40% 60% 80% 100%

'liLessAffordable iii About the Same" More Affordable I
Source: Travel Industry Association, travelhorizons Survey - October 2008
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A.ir Travele er~{onal

Mar '07

Apr '07

Jun '07

Aug '07

Oct '07

Dec '07

Feb '08

Apr '08

Jul'08

Oct '08
~

0% 20% 40% 80% 100%

Source: Travel Industry Association, travelhorizons Survey - October 2008
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Tp·,get Audi

Special analysis of avid Hawai'i
Target Traveler data to identify a

less-price sensitive,hiaher-income

Analysis of airline 0&0
passenger traffic, future

booking pace, future
capacity plans and

airline industry insights

Optimal
__•• geographic target

markets & traveler
profiles

·.... "'•. ~,.;',~~,';·,'.:<-.'''m
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• Finally, given airlines' expected renewed focus on hub
routes, a final "filter" was added to identify which of the
target markets were air carrier hubs (where efforts to
stimulate traffic would therefore have the greatest likelihood
of near-term success).

• Based on the preceding, the top target markets have been
identified as:

s !II
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190 North

Chicago

Brand
Integration

DisneyNature Films

Earth

View From the Boy

San Francisco

•

Hawaii Widget
(LOST sample
widget shown)

• Emerging

--,~,

Mobile

Notional WAP

AT&T / Sprint
(details follow)

•

ABC Full Episode
Player

(details follow)

• Online

Local ABC Station

Sites

e

Spot TV

New York
Los Angeles

Chicago
San Francisco

Dallas
Washington DC

Phoenix

ABC 0&0
Affiliate Stations
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• Celebrity-Led Media Tour

II Key Markets

• Regional ABC Show Integration

III San Francisco - KGO-TV "View from the Bay"

II Chicago - WLS-TV "190 North"

n.
YI."o"·. C••,.."".II a.r••u





iY" H~;igh Potenti~

~ 2609·e!a;rJrJpdl .

Wholesaler Co-op Programs:

• Traditional Wholesalers

• Online Travel Agencies

• Airline Wholesalers

• Un-traditional

,aveler
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eit0.·rrGl··~'eler

WholesGiler Co-op ProgrGlms:

• TrGlditionGiI WholesGiler

II Developed cooperative marketing agreements

• Increased focus on training

• Increased island chapter coordination

High.Poteni
,

2QQ?':·.·p'fJP ypc!CI'
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Wholesaler Co-op Programs:

• OTA's

III Developed cooperative marketing agreements

• Increased focus on training

• Increased island chapter coordination

II Developing coordinated consumer marketing

• Travelocity

.,"'..... '.. ~.IlY.Il".JI '.r..u
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Wholesaler Co-op Programs:

• Airline Wholesaler

• Developed cooperative marketing agreements

• Increased focus on e-marketing to their databases





High Poten",
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Wholesaler Co-op Programs:

~'Glve'ler

• Un-traditional

II Develop further leverage with existing and new

partners

..........,.,71'~0:'t1ArtA..l
"""'.·"',"~Iff:."U.1I hrug





T'aveler

Partnerships:

• American Express Corporate Partnership

II Travel Agency Network

.. Magazine Publishing Group

II Credit rd Divisio





•





~i
:r l
Q I......
CA

Z
CD

•-:::s
t\
CD
:::s....-.
<
CD

~
D..
~
CD....
m
3
-a
::r
D
(I)--(I)

~»
(I)--_.. D

'"C(I)--:::s
CD
(I)
(I)

m
><-a
D
:::s
(I)-.o
:::s

••
~»

t\....--<--....--CD
(I)

-" ...............»..........
D
t\....--

_" 0- :::s
(I)

»
Q.
Q.
CD
Q.
I

<
D-C

_.. CD-..
."..
o

(.Q..
D
3





J
j
1
I
I

I

1
I

I
,,·l

I
~l

1





1
-I

I
!
I

I
f
1-

J
c" :1

i
I
I
j

-.:1..
CD...:s
Q..-.o

Noo
(X)

o;t
-0"
~"

s:
CD
0.
iii"

OJ

F:f













3:
a
::r
a
o.-













Current Challenges

• Economy
• Air - Diminishing Seat Capacity

• Decrease in Meeting Attendance

• Increased Cost Competition

• Distance

• Boondoggle Perception





Hawaii Convention CenterlSMG Sales and
Marketing Team

North America

• East Coast

• Midwest

• North East

• West Coast

International

• Japan

• China





North America

• Direct Sales - Associations

• New Initiatives
• Meeting Space Program

• Developing Market - Tradeshows

• Business Ambassador Roundtables

• Key Industry Collaboration - PCMA





North America

Target Markets

• Trade, medical and professional
organizations with emphasis on
education

• National and International Industry
conventions, trade shows and events.

• National and International Trade Show
Production Companies with interests in
the Pacific Rim





50th Promotion

NORTH AMERICA

Launched at PCMA Annual
Meeting - January 2009

"Faced with a tough global
market. .. [meeting] planners'
operational decision will be
driven overwhelmingly by

t "cos ...

Future Watch 2009





HTA Strategic Initiatives

• Create a "dual brand" for Hawai'i - a compelling
business image coexists with Hawai'i's successful
leisure travel brand.

• Develop a brand image that portrays Hawai'i as a
one-of-a-kind destination with a unique culture
and a variety of experiences.

• Developing marketing programs that continue to
attract first time visitors to Hawai'i.





Positioning Hawai'i

"The opportunity that Hawaii
offered - to experience a variety
of cultures in a climate of
mutual respect - became an
integral part ofmy world view,
and a basis for the values that I
hold most dear. "

- Barack Obama





Hawai'i Represents ...

Diversity, inclusive host culture,
multi-cultures, life-balance,
rejuvination ...

• Capitalize on Hawai'i's "Global Advantage"
- Crossroads of the Pacific

• Encourage development of first-time joint
meetings between US & Asia organizations

• Focus on medical and professional meetings
with global outreach needs





International Conferences

Asia·,PacUle
_._Econ~ic C()()pe~o,!- -,

IUCN

Asia Pacific Economic Cooperation
(20,000 delegates) - Potential for 2011

International Union for Conservation of Nature
(10,000 - 15,000 delegates) - Potential for 2012

Pacifichem 2010
(10,000+ delegates) - Definite for 2010





BUSINESS INITIATIVES

U.S. Depctrtment of Energy and Slate of Hawaii .Sign A6:reement to Increa5e dean Energy Technolos~in
Hotwaii

OOE ta S;J,Dp<J.<f tronsfcrmation of Hcwail's er.f!f<j; supp.1r, thfOllgh Howali Cfec" Energ; il'lftiati\:e

NEWS MEDIA CONTACT:
Julie RtI8Siel'o, (lOll 586-4940

Unlttd State< nqllll'tmmt ofEnercr
Office of Public AlTair.
Washington, DC 20585

fOR IMMfDJATE RELEASE
Monday, January 28,2008 • US Department of Energy Letter

HONOlULU, HI -The- U.s. Department of Enefgy (OOEt and the Stateo' Haw,)11 today rtrengthenedcooperatlon
to rmplemel,t dean et:erl'ftechf\olcgr~ t"ilt wU! .inc~ease en-eruefficieoc..y and mall;irnize UY.!'of ~he S~~te''i V&${
and abundant re;'lewa~ie ,eSOUfce5. DOE ASSistant 5e(fetafV fer £nergy £ffjci~O('( and Rene-",abie EneriY
Ale>:and~r KarSner ant! ;-lawil.!i Governor Undi Ungle .signed a Memorandum cf Undemanding {MOV}
establishl~gt!,,~ Hawaii Cle3.o Enelgy In/tUlUve (Heel!, a !cng-term partneHhlp ae5rgl'ed to traflsrorm Hawalrs
e"lergy system to Ol'lE thilt utilizES fenEwa~!e energy iln-j e;\er8'i eft1tlen~ tedlll~iogiesfor it signlflC.ant portioo
af Itt energ'{ need!-. The partM'Hh.p alms to~ Hawaii cn a path to JUj:!ply 70* of Its eo.e-rgv needs uliog clean
eneri)' by 2030. whkh rould rEduce 72;0 of HawaiI's nirren! ctude cit c:omumptfGn. This type of dean energy
trans'fermatlCll will c~n!mue to help sharpl'( redvce greeMouse gas emln;loJlI.

"Through this unique initiiltivE, DOE is ple.ued to rommit it! te<;hnical and policy eJ'pertiSi!: and c·.pabiHie5 to
help demonrtrare relralile; affofdabie and dean energy te;;:hnolcg)es In HawaiI. 'Mth an oibundance of natural
;e$ourc;es and el1Y'iranmental Ue:lsures, HOIwali Ii ~ !!feal locarion to ShOWC43e the tl-rcad beneffu of
rellewi'ble energy a~ work on <In llopreteOented Kale," As$istam Si!trehry Ka~!ner Jad. "HitWdii'S fll(.ceJS wtIl
.serve as an i:n~egraterl mode:! aM 4£monstratlon rest bed for the United States and other l!land coFTimunitles
g!ob.lllly, rna:l',' ofwttlCh are just beglMlng the transition to a dean et1elgy ~ncmy.'"

"ThIS int'lO'\liltlve, unpre<:edented partnershIp buHts en ;:he progreii the state has made to increase energy
independente by dec-feusing Hawal'l's reltance on Imported oft"" said Governor tingle, whc pre'ltewed the
historic agreement 1a5, week in her Stare ",t the State Addreu. ~Ou; Islands' aOt:ndanr oaturdl SOU:Ce3 of
energy. comhlned with t~e c<H\51d~rab-le'CapabilitIes of the Departmem of Ell~rliVwm h<Sp Hawal'l lead A;l'uw'Ca
in U:ill.'llng clean. rEtl-ew",bJe energyte.:hnologies."

As a lei~r in c.lur. eJH!,gy techl'l-.J!Oglo!J. DOE wiH work with Hawilii ie furtMr the potenU.tl ot its natural
reiOtJrcel, including wind, ~un ami btOenergy re.M)Ufces. DO£ will mrru:diately &ngage eXp'ert~ in clean energy
technology developmept :0 heip HawaH !o faunch SEW!"ral projects With pu,ehc arm pnvate sector J)artn.ers rhar
!3:g<!t early cpponuniries and critical needs for Hawali'i transition to a cle31'l energy economy. inc/uding:

• O~signini cost-=ti'e<:tr...-e appro.aches fur the eXClUSiVe use of (cnewable energy en !.maller i$larxh.:
• DlMtgning .systM"d to improvfo stabmty of electric gnd! operatmg with 'tilriable generating sourceJ, such

as wfl'd POW~f l:'fant~co the islands of Ha~'Jali and Maul:

• Minimizllli energy use While rr:&xlm,:tng en€rgy i?ffi{;lenw and r~newa~1e ene!iV ~echr:ofogies at new
Ia:ge mHlrary hcu!lr.g development.s;

• ExpandIng Ha......-aH's eapabHltY tt' ii!~ fo~aliv gro'<,>'O ClOpS and b'Iprcducts for ptcduclrtg fuel ai'ld
electrldt¥;a,'!d

• AssIstIng In ~Ile de~foprne,,~ of COO"lP(lM09\fe Ellergy regulatory and pOlicy frameworks tor proMctmg
clean etlefiV tec.h!1cfugy use,

This cocperiltion ben.veen DOE and the StatE of Hawa>i ontinlle5 th-e work of PrE.S!dem 6.um·~ AdVanced Energ,'
Ini"JaUve. whlcn a:mJ to idEc~t;.,.r.f d~an ene{g', soktJons for th., entire nation, Jet the :.l.S. c,n the path to sre.ltef
energy ieclJrfty and reduce: cur de~nderH:'eon fore'in Ott

• HCC building highlights

• Attract programs like: US-China
Green Business Exchange

• China and India - Growth
Working with other SMG

properties

• Going forward - Highlight Green





Attendance Building

• Impact the short-term numbers
for 2009

• Maintain number of delegates
from the US

• Develop or increase delegates
from new global markets





Key Market - North America

Global Outreach Program is designed to:

• Attract the US medical, dental and technology
conventions to Hawai'i

• Designed to overcome objections of boondoggle

• Offset objection of distance - center of the Pacific





Global Outreach

Meeting Globalization Trends

• 22.9% increase of international attendance at US
medical conventions - (Healthcare Conventions &
Exhibitors Association 2008)

• 38% say the increase in their medical specialty area is
growing faster outside the US - (Healthcare Conventions
&Exhibitors Association 2008)

• 20% of MPI/American Express Future Watch
Respondents expect to extend their global reach in
2008.





Global Outreach

Top Five International Growth Markets

for US Medical Meetings

1) China

2) Canada/Japan (tie)

4) United Kingdom

5) South Korea





2009 - Year of the Dentists

• Attendance Building
• ADA - San Antonio - Record pre-registration

• Japan Dental Show - 60,000 delegates/ 1 every 4 years

• South China Dental Show - Guangzhou - 50,000
delegates

• Dentech Expo (China) - Beijing - 50,000 delegates

• Assisted in Europe

• Denmark

• Germany - Largest European Dental Show

• Brazil- Sao Paulo - 60,000 delegates

• Mexico





AACD - American Academy of Cosmetic Dentistry
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2009 Year of the Dentists

Goal-

• To maintain attendance at projected levels
- no decrease

• 10% of the total attendance from
international markets





Hawai'i Convention Center - 2009 Bookings

International Group 2009
Intern~tionalGroup 2009
2009 CCMEAnnual Conference
International Group 2009
ABC 2009 National Craft Olampionships
MGP 2009 Annual Meeting
International Group 2009
International Group 2009
International Group 2009
ISMRM Seventeenth ScientiticMeeting and Exhibition
MCO 2009 Scientific Session
MLA2009 Anhual Meeting & Exhibtts
62nd AAPD Annual Session
International Group 2009
Civil, Mechanical, &Manufacturing Innovation Grantees &Research Conference
ASPB 2009 Convention
150th ADA Annual Session
IREM-CCIM Success Series 2009
ASHG 2009 Annual Meeting
NACAS 41st Annual Conference
Jehovah's Witnesses 2009 International Convention-Group 1
Jehovah's Witn~sses 2009 International Conventi,on-Group 1NI
Jehovah's Witnesses 2009 International Convention-Group 2
Jehovah'sWitnesses 2009 International Convention,Group 2NI
NAIC 2009 National Winter Meeting

Banquet III
Meeting I
Meeting II
Banquet III
Convention
Convention

Public/Gated
Convention
Meeting I

Convention
Convention
Meeting II
Meeting II
Meeting II
Meeting II

Convention
Convention
Meeting II

Convention
Convention
Convention
Convention
Convention
Convention
Convention

1115/09
1/18109
11261Q9
1131/09
2125/09
311109

3111109
3/12109
415/09

4/17/09
4125109
5/14109
5/19/09
5123/09
6122109
7/18109
9130/09
10/9/09
10120109
1117109
11/17109
11/17109
11/24109
11/24109
12/2109

1/15/09
1/18/09
1128/09
1131/09
2127109
3110/09
3/1£/09
3/14109
413109

4123109
513/09

5120/09
5125109
,5123/09
6127109
7122/09
1013/09
10/18109
10124109
11/11109
11/23109
11/23109
11/30109
11/30109
12/8109

1,000
,300
680

1,500
2,000
1,500
3;500
1,500

500
4,500
3,205
2,~00

2,500
4,000
2,500
2,000

40,000
1,400
6,000
1,100
9,500
1,100
9,500
1,100
2,100

1,500
450

5,467
2,250

16;080
12,060
5,260
1,250,

7.50
36;180
25,768
18,49Z
20.,100
6Ma

20,100
16,080

321,600
11,256
48,240
8,844

76;380
4,400

76,380
4,400

16,884
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Key Factors Affecting Japan
Marketplace

• Strength of the Yen

• Decrease in fuel prices

• Two, 5-day holidays in Spring and Autumn





Japan Market Standing
Hawai'i: Most Desirable Overseas Destination

2002 2004 2006
1. Hokkaido 1. 1. 13.16%

2. Ch 2. nawa~2. Hawai'i 5.51 %

3. Kvoto ~3. Hawai'i . 5.20%

4. Hawai'i 4. 4. 5.07%

5. Nagano 5. Naaano 5. 3.960/0

11. U.S.A. 8. U.S.A. 9. U.S.A. 2.88%>

14. Canada 10. Italy 10. Italy 2.51 %

15. Italy 14. Canada 13. China 1.56%

16. Australia 16. France 16. France 1.48%

20. Europe 18. China 18. Europe 1.43%

23. China 20. Europe 21. Korea 1.28%>

24. Switzerland 21. Switzerland 22. Canada 1.26%

25. France 24. Korea 23. Australia 1.24%

28. Guam 25. Guam 27. Egypt 1.00%

26. Australia 30. Guam 0.84%





Japan Market Standing
Hawai'i: Most Preferred Overseas Destination

tMW4tr.JTB Opinion Survey of Overseas Travel Preferences, April 2008

~ No.1 Hawai'i
~ No. 2 Australia
~ NO.3 Italy

~ No.1 Hawai'i
~ No. 2 Australia
~ NO.3 France

Preferred Destinations (multiple answer survey)
Hawai'i maintained its #1 ranking from 2005-2008

2007 2008
49.8% t 58.6°10
48.9% t 51.8°/0
43.8% ,J43.4°/0

Most Desired Destinations (single answer survey)
Hawai'i has been the most preferred destination for 11
consecutive years with a widening gap between #2 Australia

2007 2008
18.0% t 19.6°10

9.5% l 8.5°10
7.2%l6.7°/0





Japan Market Trends
Travel Preferences

Special Interest Tours (SIT)
• 67.70/0 UNESCO World Heritage

• 55.7% Eco-tour

• 52.0°/0 Relaxation tour

• 45.7°10 Long-stay tour

• 42.4°/0 Healthcare tour

Golf Tours
• 30.40/0 Hawai'i

• 21.7°10 Hokkaido

• 6.50/0 Miyazaki

• 3.3% Okinawa

• 3.30/0 Guam

* JTB Travel Trend 2007 t-MW4tru
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Target Markets
High-End Experiential Travelers

~ Romance: Weddings, Honeymoons, Vow Renewals

>- Multigenerational Families: Baby's First Trip, Reunions

>- Active Seniors: Retirement, Birthdays, Anniversaries









Consumer Marketing
Panorama Ad Campaign

• Date: Nov. 29, 2008 (Sat)
• Newspaper: Asahi Shimbun & Yomiuri Shimbun
• Circulation: 550,000 select households
• Demographic: High-income families in the Tokyo & Osaka areas
• Feature: Hawai'i 50 Select, Mahalo Campaign,

Governor's message, four travel partner ads

tMt1f4;r
.' ",' '.





Consumer Marketing
Promotional Events

Universal Studios Japan Discover Aloha Festival
• Dates: July 28 - August 2, 2009 (school break)
• Location: Osaka, Japan
• Target: 30,000 pax / weekday

50,000 pax / weekend
• Event: Hawaiian Festival to include (tentative):

• Hawai'i travel promotions via marketing partners
• Hawaiian entertainment & parade
• Hawaiian food booths





Trade Marketing
Promotional Campaigns

Hawai'i Wedding 2009 Campaign
• Dates: Fall 2009
• Target: Wedding Couples & Families
• Reach: Total: 10,000 Incremental Visitors

1,000 wedding couples x 10 wedding party members
• Program: Provide travel wedding service, shopping and

other incentives to wedding couples
• Purpose: Encourage couples to select Hawai'i over competing

destinations for their wedding destination





Trade Marketing
Japan-Hawai'i Tourism Council

• Members: 60 Travel Trade Partners from Japan & Hawai'i
• Committees: Airlift

Hospitality
Marketing
MICE

• Meetings: May 2009 (Hawai'i)
September 2009 (Japan)

tMt1f4tr.
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Examples of Asia Marketing
Initiatives

Korea

• Romance / Honeymoon

• Educational Seminar

• Online Marketing

• Webinar

China

• Training Programs

• Group Travel Market

• MICE Travel Market

• Chinese Style Wedding/Honeymoon
Group to Hawai'i





Key Factors Affecting Oceania
Marketplace

• Low interest rates

• Airlines are adjusting to market

factors

• Consumer Optimism

tWiAt1, - --Q





Examples of Oceania
Marketing Initiatives

• VIVA Holidays Big Bang Sale

• Flight Center Coop campaign

• Aloha Down Under

• 50 Unique Experiences

tMW4tro





Key Factors Affecting the
European Marketplace

• Strength of the Euro
• Demand remains strong in Germany
• Demand is starting to slow in the UK

• Airlines may come up with competitive
priced rates

fMW411.





Examples of Europe Marketing
Initiatives

• Aloha Up N Over

• Agent & Media FAM

• Securing media coverage and
keeping the press updated about
the islands

tMWA. .,., n··'i ' .. '
, . . ,0




