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GENERAL ECONOMY

CNY vs. USD
/.27 vs. 6.91 LY, -5.29% (Sep 2023)

Economists cut China's GDP outlook through Q3 2023

B New survey M Previous survey

. GDP
+3.3% in 2022, +4.3% in 2023 (FC)

Urban Unemployment Rate
5.6% (YTD 2023) vs. 5.5% (2022)

Annual |nﬂqﬁon Rate Q3 2022 Q4 2022 Q1 2023 Q2 2023 Q3 2023 Q4 2023 Q1 2024 2022 2023 2024

1 2% (FC 2023) Vs, 2.1 % (2022) Source: Bloomberg survey Bloomberg
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OUTBOUND TRAVEL SENTIMENT

The millennial market dominates travel trade
sales in 2023

Beach vacation & nature, arts and culture,
family travel, and special experiences are
selling best

Quality and experiences are valued over low
prices

Visa and travel costs are the leading obstacles
to recovery

Chinese travel trade survey findings (Dragon Trail Research)

Which travel themes are most popular in 2023?
(N=101)

g Beach and
== island, 37%

&3 I, Foily travel, 33%
- I, ' c!ure, 31%

< I ' & Culture. 31%
i, I /' onfure/sports, 30%
= I isioical sites, 24%

C I /-y moon. 20%
I 5!, fours. 20%

¥ I V< ncss/health, 17%

10] I ooc. 5%

= I C s 1%

@ B s ooping. 10%

< I . 5%

E . Others, 1% Icons by Freepik, from www.flaticon.com
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OUTBOUND TRAVEL SENTIMENT

Which kind of travel products In your experience, which kind

do you sell? of fravel products are the most
popular in 20237
(N=101) (N=101)

> | n d e p e n d e n .l- TrO Ve | indep?:r?ggrgrst:gielers _ 69% indep?s:;;nrgrs‘r:gzrelers - 42%
and small group tours crowp o [N o4
Customized/private 8% Customized/private - 24%

Ore The mOST pOpU|Or tours for small groups tours for small groups
types of travel now oner | oves |13

What size group tours are most popular now?

(N=101)
46% 537
22%
10%
| I—I
1-10 people 11-20 people  21-49 people 50+ people
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OUTBOUND TRAVEL SENTIMENT

Which world regions do Which regions have the most potential
you sell fravel to? for outbound travel in 20247
(N=101) (N=101)

s [ ©  -vor- [
> WOrld regions: For 'I'rO\/el 75% _9 Southeast Asia _ 48%
.I.rgde SCI|6$, EUI’Op@ 65% _9 North America _43%

. . 0% |GG orihasic [ 2%
offers high potential for — Ty

fhe COming yedr, North 3% G centosic [ 34
America is ranked #3 5% [ oceorc T 2k
51% [ Atica [ 2¢%
50% GG Micdetest [ 277 %
4% |GGG Lctin America [l 18%
4% I Atoctica 1%
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AIR SEAT SYNOPSIS

=
v’ 48 iiights weekly China  U.S.*

* From Sep 30, 2023

v 5 Chinese & 3 US carriers (reciprocity)

i = American\
DELTA UNITED 35 Airlines @
f IR eHING PE R L & sEEps s Y & O) EEmE
f THAR R T4 CHINA EASTERN T CHiNA SOUTHERR B XIAMENAIR YD  LANAN ARLNES
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AIR SEATS SYNOPSIS

v

ANAS

KSREAN AIR ;%)

7

ASIANA AIRLINES
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COMPETITIVE LANDSCAPE

KRBT MAMEI10BIE « s F T RIS >
@ + —4 S RBETENTEZTIK

"7 . o Y
PRIT #L 55 T : [ L2 DR (2023)
Group tour to Charter flights to China to Dubai
Europe officially Maldives 2023 LNY increased to 46
resumes from non-stop flights e e i
March 2023 weekly from EAZEHRNSHBEBDER
March 2023 REdth, KZMES CEBEKF
K $ ‘i Bfl) %¥F2023F10RKIE
AMELMM L., ERKZM y .
- N Ailafushi
A= Air Tahiti NUiZHTIE&787 B SR
Thailand to Air Tahiti Nui - 2 Australia received -OBBEN, PEBREEAMU ‘, | Obly 2
welcome 5m flights weekly Tahiti 110K Chinese MEAREEEN, BEEM | eSS B BT
Chinese visitors in to Tokyo in Oct. tourists Jan - Apr, . . ’ < ’l o e
2023 2023, China flights restored to ERRMES . BR/R-HET S Ruby
roadshow 54% of 2019 Michael i

Gracey

SHELSBRE

Ailafushi

AR BRI &M Ko Sitth
S AR T BEARRE
B BAFNTEARZFE
KI5 JRAH] L PR PH

Oblu

New Zealand will RIS =Tk

receive 150-200K
Chinese tourists in
2023

Finolhu Villasg

clubmed 3555 BHVEE
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_HAWA1 TouRIsm .

CCCCC



TARGET AUDIENCE

MILLENNIUM
INDIVIDUALIST (M)

AFFLUENT & HIGH NET
FAMILY WORTH INDIVIDUAL
(HNWI)

HEREREERe I
BRATEMAI0RIIME B R E P S

ol

MERE, B—FEER—RP, TN

REEANEESSAMNRANKE, hRENEMER
SRR B! E! N BRIR, ANLERMREE—T

HAREER, ANFELUN! Lo

WORAENR " KEhRENSE " ERE, 2k
R, ERRRPRMAERBENREZ—, H¥3

2 W RN B8 Drop Zone S i 9 World most

beautilful DZ (157 b RME k1) .

UHRRPEMREERSAD, (hReHmRarT

M, AMER) RASHBPLSEENS,
SKYDIVE HAWAIFIPACIFIC SKYDIVING, \!
Pacific skydiving@ 21000 R B THE,
SR AR B A

Ao

BETFR

1.Desirability for 2.Accessibility

Island Destination Beijing/Shanghai

< %) brittneyyy

< % igﬁﬂﬁf‘laso" @ < a JL::?TAug'giﬁf?‘S(ummgrEE &) < @ HEBZ @ < L-’ INARBIRE

2 0

a Desney resort & spa

ERLR say "Yes, | do" in Hawai'i
OEFE
REBERERENREER, MH—MENE DHRE
w,

B8 YES IDOF R ERR EME MM SFRIE!
O BHEYEED

;gwds: 08-18 §w1m§  REE—E— H R R T ! HEE @ Wi - EBUHRETSHEARN A G RIBABES T B R EREEAR
oS mmmmm oNSEER ARIH, EARSERCRENE, F RHE 0 S RERRMASETRECRAREIEN—T,
SRR HOSERENERT. BANTEERE. B S L . o fERA RERELT, B—PAFHD, EAK A ERIGE 4 K EHRERERAROLEZH, E—RE
00 amERmA=T, MEME35005E, HESFEN @ RitL ETAt 007" e B F224 B, THESHIBTE. ..... Honolulu 75 A BLR9#4, WaikikiflAla Moana BRI

R BT RN, MLERERUET g, B HEFE WaikikitIRoyal HawaiianFEIZFH P! T

30EREGMresort fee,
= : - S SREERE. BEETAKEGTRETEE. EUXE #Roval Hawaiian center. &[5!

© EEEEHE

3.Disposable Income 4.US Visa Issuance
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CORE BRANDING
MESSAGE

_LLAWA|‘| TOURISM .

CCCCC



CORE BRANDING
™~ MESSAGE

ANAS @ B2B - Trade FAM/show/training,
ASIANA AIRLINES ¥ 8 OTA bundled itinerary,

e
airlines co-op H-AWA” AN

\\\\\\\\ 1

Educatio\ ISLANDS
éw*‘:‘-ilff:“‘ \ 4 USA ’\

oY) 0 ITB l

S U CHINA

P |

Bt
&

99') f’!l'gg-g

Digital Content Marketing
to drive Trade Marketing

Tenceni
iR

B2C - Content marketing (cultural
events, community enrichment
programs, voluntourism, KOL, FAM etc.)
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STRATEGIES
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CONSUMER
SOCIAL MEDIA MARKETING

~
N

Things to Do”
by individual
island brand

Local Festival Malama Maui Recover Stakeholders’
and Events Hawai‘i/Maui Y Content

Tenceni
Ji2: 77

iz S SRR

tuniv.com
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TRADE
TRAVEL TRADE EDUCATION

Live travel tfrade education session

Utilize B2B WeChat Mini Program to connect
and promote offerings

Offer FAM trip to experience Hawaiian Islands

Partficipate in travel frade shows (ITB Shanghai) Zarens i} | e e

..............

N ek T e A
. e RS T HE

Partner with OTA, US Embassy on joint marketing
campaigns and road shows

Collaborate w/ trade for bundled travel
package and joint social marketing
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MAJOR PROGRAMS
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SOCIAL MEDIA MARKETING

X EREMEGEREE> v X EREMEBRES> X EREMESEAR> ¢ mpaesmes> - X EEENRELLS>

T e

_ R

Fi % o HQ ] MAOLGIEF A, Paf Touse 1B (0 16 Ay JCE Tl bk Ao ) 52 0
: - | P AEIR BT Al XM T 257 710 Ky
W - eI e, BT BT 8 B M F A 2%
ApitEl, MR 105 A B

AWMerrie Monarch

"
™
=4

BB AEE
BRAREZIT

Kapalua

WEST MAUI nNapili a
BRES b Kahului
Ka‘anapali Airport

PRBIA

Wailea

Makena

X8 - MEIEPMAME - BRELISE - S50 SOUTH MAUI
MRES

HBRLCETI - @t FREMNRTE ESRETE
BHREZEEN  MEHEENERERD - TER

AL AL B L YDl Ama  FRATATIN THER S S |
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EREBARTAEE - @ | < ahidlid

A
HAWAHAN T]Eﬁ%i% O =r=zER

ERERBARERER

Bl RN

BREE
HREAD
BREHE
BRI
HREES
ERESENL
EHER
HR R

O z=me=
HHRRE

BERRXS

BEREREIER)

BRANBIESE

FEEU

7R

‘6 WeChat

MINI PROGRAM

SOCIAL MEDIA MARKETING LAy

HAWAIAN

RART HARE XtHE AfRX WXED

EREEE RN

W,

I

-

HAWAIAN WAL PR Y

NI -+ (=) | TV I -«-  (+) J BT »

Koolauloa

Kaneohe
G0 & -

Aiga

3 MOAnalua” b .
Kalihki ”
Pearl \
Hartor 5.|i§\_' yoltey >
Hickama, Lake
"“"-Mﬁ\ Alewa
roquols Heights
Point

o 8
Honol‘ Palelo
I~ .
Kaimukiel!
alawai

- B2C and B2B WeChat Mini Program
- Content maintenance and feed
- Industry monthly newsletter for “What's

MIEA]

happening in Hawaii
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SOCIAL MEDIA PLATFORMS

'
Y =5 Y _Hl_ EREMREL.. © |
Sn-ilio Ou\:re. i
TN g S II — by HEERSR ke
-, . .- o '.. L] 2 e duy 3.3

= : :'....-_'__ i ‘:.. =
- - ._\" ” s .\\! - . . Ao
> e, N\ o) /}. v %ﬁ BREERS

o 7N El
" 'l . \‘ ‘@ /, 'l v - i) % 86640526532 @ e i |
WeChat B2C WeChat B2B — Douyin official Red official

mini program mini program account account

WeChat official

account Weibo official

account
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TRAVEL TRADE
EDUCATION

T awAIN -

TSLANDS

|||||||

« Education/Seminar to major
OTA/Wholesalers about Hawaii
and each individual island’s
unique brand

* Incorporate Malama Hawai‘i/Maui
Recovery, regenerative tourism
movement

« Partner with US Embassy Beijing, US

........ I b\ A u\ . . Consulates, Education USA and
EES e ok o) & avgiied Brand USA, Travel and Tourism
Y eE Y-y Y e Roadshows & Marketing programs

22



TRADE MISSION

& » Trade mission in Beijing + Shanghai,
- . partner with ITB China

Pre-scheduled and match-

made business meetings
with qualified Chinese top
buyers during the 3-day
show.

« Tentative date: May/Jun 2024

 osten | « [TB China (May 27-29) in Shanghai

BUYERS

.  Industry partners, OTAs, Airlines,
Wholesalers, Travel Media, and Travel

Founder [ F C-Level Managément @ TRy -
\ |: Accommodation
@ Tour Operators / Travel Agencies :J
= l = (C__Means of Transport / Carriers KO LS 1_
o
[] o] Activit

- P e
e Information and Advice -) I I B

CHINA

0000
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MALAMA MAUI
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MALAMA MAUI

- HTC social media channel (40 posts)
US Embassy and Brand USA collaboration

- PR release of Maui reopening message on mainstream outlets & portals

X

BRI R MR >

BABR MBS
ERERIT

Kapalua

WEST MAUI Napili

Kahului

SOUTH MAUI

X BERR MRS >

Mahalo £

X SRS

Malama((EB)XED, XFFRXED

it HS5EREERSIME. 154
FsEHiEMakawao, APaniolo(E 3%
SR M—RI SR EmMESR, HEf

—LEAT BB HAEI100Z FER], £

Kealia PondE =R BF 4 sh# R P X i —

BERETHRINE £, FEd
WMEHE TR IRE T, EKhei

EREEREMNRIZFEZNERENX,
bR, UZHEFEHbEIm,

Mahalo! [Eiefieidmasmmig =1 ith 1+

X ER R MRS >

HEFH MK
FeAt - bk (osh Green) Wt A
V66 5 1 10 8 HI 2 e I I

W IFF it 35 S 445 23t ol i B3 12

IH8H, HBHRMMKTFA - #k Josh Green) f#f
LR MER N MIEER S, H8H8H#M %KL La-
hainaffj i kK A H G, J5E 5 76 ¥ i Ka‘anapali,
Napili, Honokowai, and Kapalua}t [X %10 8 H &
90 H 4 v TR R

5 iy 52 A S B 7 o AL B B R
bRl IR sy Emal. BIE. BEE. R
RAESE o BEHT A Lahaina DA B 6 )% B8 4 X A
Pt A iR AT B T 10 H 8 L HRGH, |ATH A A
08 52 SR 1 S o PR S A

MR R IO 8H T 4R, BT A ARAT R
WA, VR B K K R T, PR A
5 FE A SR % 3 G A AT AT AR L XA 5 R
W5 kAT, IR BIEIFMIRE LY. KA E
Bﬁ%ﬁéﬂﬁ&ﬁd:k%iﬁ P%"TE%K SEETE

X

EXEERKERS... >

DiscoverAmerica.com

Travel News

B2023F1088H#E
£

AXES (B1ENapili, Ka'ana-
pali, HonokowaifllKapaluaZs
X) KSR EF, PRLa-
hainaZ %k,

WEI0ASHZAAIEXE 5,
D ENEMIEX, Kahului,
Wailuku, Kihei, Wailea, Make-
na, Pa'ia, Makawao, Hana#l

Haleakalaiy 313 &= FFhY.

Back Weibo Content

@ Public

M EEBEEA B WD 156K
PO 23-9-14 20:40 A%HF £E
ERME

Translate content

@EREMES:H2023F 10880, A%
H S (B13F Napili, Ka'anapali, Honokowai #]
Kapalua ) %33 & 5%, bR Lahaina Z 4k,
M10E8HZRIBIARES, B LHHEHMM
X, a0 Kahului, Wailuku, Kihei, Wailea,
Makena, Pa'ia, Makawao, Hana #] Haleakala
T EF . BIfEE R REM S USHIHRTT,
MAIES. MBS, iES. ERREAS, 19
AZE0m,

EREMMETT - 1B (Josh Green) #EF
9H8HE:
AXESBE10H8HEEMAN, FIFHEEX
FHhWAMET,

9H8H, ERMEMMEIFM -EMELESM
SEERMNIERE R, B 8H8H#ER Lahaina
MWAKENBRE, RE S Ka'anapali,

[4 Repost  EJ Comment Y Likes



CONSUMER

+ SOCIAL MEDIA

« CONTENT
TRANSLATION

« MALAMA MAUI

MALAMA MAUI

TRAVEL TRADE

TRAVEL TRADE
PARTNERS

US EMBASSY &
BRAND USA

EDUCATION
SEMINARS

INDUSTRY COLLABORATION

« COLLABORATION
with INDUSTRY
STAKEHOLDERS
(OTAs, airlines,
hotels, etc.)

_I-LAWAI‘l TOURISM,

CHINA

PUBLIC RELATIONS

« CRISIS

COMMUNICATIONS

 MEDIA RELATIONS
* MONITOR AND

FEEDBACK
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PARTNERSHIP OPPORTUNITIES

¥ ITB China + Trade Mission (May) . N
... US Embassy/Brand USA/Education USA -
“=  Roadshows (quarterly) e

Individual Press Trip (Feb)

Y Trade Bundled Package (ongoing) I TR A T e

:'L-'-,_"‘T-;' e W
".-“xf =y ; *’,’E'l.ft'm

“H ; 1 i b T B
y e ¥ I L. WY «
y r il

WeChat Mini Program (ongoing)

Contact: info@htchina.net.cn



mailto:info@htchina.net.cn

Mahalo = .
157 15Y MAHALO FOR YOUR
SUPPORT OF MAUI
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