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MARKET SITUATION

OUTBOUND TRAVEL / TRAVEL SENTIMENT

U.S. Economic Downturn Will Be Mild

Consumersremaininclinedto spend but willbe more intentional with their
purchases—particularly for more expensive, interestrate-sensitive items.

Travelrelated spending willremain largely resilient and continue on a posifive
trajectory, despite elevated inflationfor goods and services.

As a result, domestic travel has fullyrecovered and is seftlinginto a sustainable
pace (+1.4 percentin 2023, +3.1 percent in 2024).

US travelers state that taking time off to fravel is more important than
ever; significantly higherthan in Q1 (35 percent).

Domesticleisure travel has been the main driver of the U.S. fravelrecovery and
has recoveredto pre-pandemic levelssignificantly more than Q1 (+29 percent)

Source: U.S. Travel Association



MARKET SITUATION

HAWAI‘l FORECAST AND PERFORMANCE

Compared to the same period in 2019:

= Hawai''s economy (GDP) recovered to 97 percent in the first
quarter of 2023, R

= During the first seven months of 2023, the labor force recovered
to 98.8 percent.

Economic Impact of the Maui Wildfire: The Maui wildfire took the
lives of over 100 people, numerous cultural sites, destroyed more
than 2,000 homes and more than 800 business establishments,
employing about 7,000 employees. The daily total business revenue
of those establishments is estmated to be $2.7 milion a day.

Largely due to the Lahaina wildfire tragedy, DBEDT revised its
economic growth projections for 2023 and 2024 downward, from 1.8
percent to 1.1 percent for 2023 and from 2.0 percent to 1.5 percent
for 2024.




Source: HVCB Analysis of Diio Mi

# of SEATS
2019

Jan-June

2,413,284

1,275,965

581,808

481,642

21,654

4,774,353

# of SEATS
2023
Jan-June

2,889,030

1,507,009

654,810

515,569

1,162

5,567,580

MARKET SITUATION

U.S. TRANS-PACIFIC AIR SEAT SYNOPSIS

# of SEATS % Change
2024pP 24/19

Jan-June

2,713,781 11.1%

1,296,094 1.6%

598,337 2.8%

460,395 -4.4%

-100.0%
5,068,607 6.2%

2024 PROJECTIONS

% Change

24/23

-6.5%

-14.0%

-8.6%

-10.7%
-100.0%

-9.0%

Seats Reflect Capacity Only —Not Load Factor



MARKET SITUATION

BOOKING PACE

2023 Year-to-Date On the Books vs. YTD 2022

« O'ahuRoom Nights-12.1%, Revenue -2.8%, ADR+10.6%

«  MauiRoom Nights-27.4 %, Revenue -20.2%, ADR +9.9%

« Kaua'iRoom Nights +1.2%, Revenue +9.4%, ADR +8.1%

« Island of Hawai'i Room Nights-5.5%, Revenue -3.8%, ADRs+1.8%

Hawai‘i booking pace down 10% for 2024
*  Mauidropped by -29%

«  O'ahuhasmaintained pacing

« Kaua'ihas seen pickup of +23%

« Island of Hawai‘i has had a slightdrop in pace.

2024 Outlook vs 2023
Destination Room nights -14.5%, Revenve -17.3%, ADRs -3.3%
«  O'ahuRoom Nights-1.9%, Revenue flat, ADR +2%
*  MauiRoom Nights-44.5%, Revenue-41.6%, ADR +5.1%
+ Kaua‘iRoom Nights +21%, Revenue +19.9%, ADR-1%
« The lsland of Hawai'i Room Nights +29%, Rev enue +23.8%, ADR -4%




MARKET SITUATION

COMPETITIVE LANDSCAPE

Tourism destinations around the globe are back

marketing to U.S. travelers:

In rank order, the 2023 US tfraveleris going to these international

destinations: Italy, UK, Mexico, France, Canada, Ireland, Japan.

European countries are among the most popular destinations of the
summer, which brings in "Overtourism" concerns and resulting rules
and regulations to curb the negative aspects of tourism. These rules
often go hand-in-hand with sustainabillity initiatives, as these

destinations see the current trajectory as being unsustainable.
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TARGET AUDIENCE

THE MINDFULHAWAI'l TARGET TRAVELER

The Service-Minded The Culturally Curious The Eco-Conscious The Unobtrusive Explorer
Values making a Has a deep interest in Prioritizes care for the Enjoys adventurous new
difference in the world learning about other planet and is likely to experiences and is likely
and is likely to seek cultures and is likely to seek a visit to Hawai'i to seek a visit to Hawai'i
a Hawai'i experience seek a visit to Hawai'i that that favors eco- centering on once-in-o-
punctuated by immerses them in local friendly, sustainable lifetime opportunities, or
voluntourism. community and cuisine. experiences. the great outdoors.
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CORE BRANDING MESSAGE

gol |
gohawall « Ori

Visit4ditopia o Volunteer at
Makawao ‘Town ! Keilia Pond National
Wildlife Refuge

theve are so many ways
you can belp keep it that

Ol irind o { Famous for paniolo (Hawalian cowboys) Learn about the wildlife and help restore
Mabalo for visiting withaloha and a collection of local shops, some the land through the environmental

dating back over 100 years. education program,

Tali Silifaiva Luana Kawa‘a

LT

‘ben you give to the land,
the land also gives to you.
The be

Chef Taylor WendyTuivaioge

MALAMA —

HAWA T ' - ] ' B : 7

gohawaii e
gohawail + Original audio

Eat'at

Kihei food trucks-

Support local chefs and
get a taste of Hawaiian flavors
with farm-to-table ingredients.

Malama Mauvui
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STRATEGIES

2024

Travéler

vvvvvvvvvvvv

Consumer
e D€lIVEr Malama Hawai‘i and Malama Maui messaging to
RA———— Mindful Hawai'‘i Target Travelers (MHTT).

Give back to something that will last generations.

Public Relations

Inspire media to create editorial content that attracts
the MHTT and reshapes their perceptions of Hawai‘i.
Travel Trade

Educate travel sellerswho have MHTTs as clients, so they
present Hawai'i in-line with the Hawai‘i Tourism Authority's
(HTA) branding mission and pillars.



STRATEGIES

2024

Malama Hawai'i
Change the perception of visiting Hawai‘i from "come, play on
our islands" to an invitation that:
 Educates visitors about the beauty of our culture
before they visit,
« Shapes their behavior once they visit.

Malama Mavui

Re-create demand for Maui by adding dimension to
the existing brand.
« Share the unique and attractive visitor activities and
events across the island to have potential

for evenrepeat visitors to realize there is so much more whatis o,
to do on Maui than they were aware of, including Ha‘/\;allan
recovery volunteer opportunities. cu tw’??

An

 Doing so will create an opportunity for Maui-
based businesses to survive as the messaging will
create a desire for visitors to support local.
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Paid Media

(Considered List)

= Digitaland Paid
Media

= Native Programs

= Social Media

MAJOR PROGRAMS

Published by Alice Latham @ - Paid partnership - 17h - @

Give back to something that will last generations. 2024

GOHAWAII.COM

- - Learn more
Learn how you can Malama Hawai'i

! v/ N
~“MALAMA —
e

e A ‘I

Matador Network with Hawaii — gohawaii.com
Published by Alice Latham @ - Paid partnership - 17h - @

When we all Malama, there's nothing we can't change.

GOHAWAII.COM L YO u Tu he @
Learn how you can Malama Hawai'i earn more |

- ®)
Travéler wmaTADOR  BuzzFeep

network

@ Nativo () ADTHEORENT » TREMOR VIDEO VIANT. amazon
hulu PRoku @LG

TripVisor



Support Local Initiative

« Fashion
 Reftail
 Music N, POP-UP
.. MAKEKE »
° wﬂjl
Ag/Cuisine mMWW“”””“” ﬂ

purchase &

next

(V1§
AKEKECOM

MAJOR PROGRAMS

2024




MAJOR PROGRAMS

2024

Brand Partnership

= Currently exploring opportunities

= |ntegrating Maui based
businesses

MADE FROM

HAWAT'T |

Strategic Brand exposure Exchange of Add dimension
advantages to new brand equity to brand story
designed audiences

for mutual benefit



MAJOR PROGRAMS

2024
Consumer Direct

= Newsletters NRpp— T R——
= Special Offers

= GoHawaiiapp

Keep it Local. Buy Made-in-Hawal'.

T . s P Nt S P | U B i | S Ve

KUHIO BEACH HULA SHOW

TUESDAYS & SATURDAYS 6:30.7:30 PM

t—— T B s By Al Twh el B bt

Diamond Head (L&*ah™ inyour island
State Monument

CHANGE ISLAND

OaHU CHANGE ISLAND
A View More >
Upcoming Events View More >

Click for your reef saft Maui Wildﬁres
I — 3 sunscreen guide Update

Jun 09,

— 5 | Upcoming Events. . o
e Click for official
a Fri | Bt information and

answers to frequently
asked questior

Backyard
Adventures

Lane Weasngs & MorTiage Ocemn
po. i i : et Saloty Pohiymibads s e d
z ' Cortne v, Phot poue g Oy & Lo w—— b e 4 Ve
Coconut Frgnd aarvre wa, O e Wy e e o s T
Weaving at The Y ing. 4 ety
Shops at Wallea i s e

Maui Sunday Marke




MAJOR PROGRAMS

2024
AFAR

Is Now the Right Time to Travel to
Maui? We Asked Locals.

After catastrophic wildfi d the western Maui town of Lahaina,
the island’s residents ne 1\'rlr'ull: midst of a second crisis
stee ['1 s in tourism.

Public Relations

= |nternational M edia
M arketplace (IMM) — New York

= U.S. MediaBlitz— New York
u FeSTPAC Pl’eSS TI’IDS €he New Jork Times
= Deeper storytellingincluding a

heavy-up on M aui

NATIONAL
GEOGRAPHIC

Preserving Hula, the Heartbeat of Hawaii

For 60 years, the Merrie Monarch Festival has contributed to the
ion of H: iian culture, | and identity.

“vanished—this is the flg
it back . e



Travel Trade - Education

Partnerships
* Tourism Cares Meaningful FAM —Maui in
May
Wholesale, Consortia, Industry Events
« Delta Vacations University, Virtuoso Travel
Week, ASTA Global Convention
Consortia Programs
 New partner: The 1000
« Support current partners: Virtuoso,
Signature Travel Network and Travel
Leaders
Content Development
« HDS Training Curriculum Update
In-person & Virtual Education
* In-market Educational Blitzes - Jan & Mar
Trade Paid Media
Leisure Group Business

MAJOR PROGRAMS

2024

w/m_t )
malama

p

“It's not cnly about change
bur about heaing, | think
that’s 3 big part of our work
We're healing the land,
we're healng the pecple,
we're healing cursehes.”

Nowlars Lee,
Agusastuse Rewaration




MALAMA MAUI



@

P Fe—— MALAMA MAUI

« Social Media Engagement
Creatfing Maui-focusedsocial mediacontent
through both organic and paid strategies

A message from the people of Maui. ¢ PUinC Relqﬁons
and in-person meetings

) , « Brand partnership
Mélama Maui Messagingincludes support for Maui

 Native Media Partnership
Developing Maui-based content

 Travel Trade
Focusing on targeted advisorand consumer
communications as well as in-person, virtual
and in-destination education to rebuild fravel
demand to Maui
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2024 BMP BUDGET

ConsumerDirect $8.689,840
Public Relations $1,123,600
Travel Trade $1,279,560
Research $100,000
Admin $3,157,000

Total: $14,350,000



INCREMENTAL FUNDING REQUEST
FOR

MAUI RECOVERY



MAUI RECOVERY

Market Saturations

Overview

State and County funds are managed in a manner that most efficiently
impacts demand creation in key gateway markets. These public funds are
used in a manner that singularly deliv ers the state and county approved
brand proposition and makes it unavoidable in a one-month flight in key
gateway markets. All privateindustry partners— airlines, lodging,
restaurants, retail, fashion, activities —independently, in a coordinated
program, come in under the branding message and focus on creating
sales, thereby increasing demand to Maui and Hawai'i ov erall.
Fundsrequired are approximately $1.75M per month per market. Placing
programsin 5-6 key gateway marketsrequires funding at the $10Mlevel.

Opportunlhes

State and County funds control the brand messaging in a manner consistent with our community’sdesires. There is
NO compromise as is necessary with a priv ate industry cooperative partner.

Target audiences are defined by and completely under the control of the state and county funds, allowing for a
singular focus on creating demand with mindful fravelers.

Hawaii, with an emphasis on Maui, based business and cultural partnerswill participate in-market.

Airlines will react to the return of demand with a return of the air seats that hav erecently left.



MAUI RECOVERY BUDGET
REQUEST

(REST OF CY23 AND ALL OF CY24)

Market Saturations

In-Market events and promotions

Paid Advertising/Social Media

Public Relationsinitiatives

Travel Trade in-Market training and events
MCI Coordination

Total: $10,000,000



MAHALO!
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