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Economic 
Growth 2024

Economic 
Growth Forecast 

for 2025

GDP 2024 

Fuel Surcharge
(Feb 2025)

Inflation Rate
(Jan 2025)

1 USD = KRW
(Feb 2025)

GENERAL ECONOMY

2.2% ↑ 2% ↑

$99
(3% ↑ vs. Jan. 2025)

2.2% ↑ KRW 1,452
(9% ↓ vs. Feb 2024)

$36,024
(1.28% ↑ 2023)
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NO. OF KOREAN VISITORS TO HAWAIʻI
Visitor Expenditures ($ M)

$497.9M (2019)
$430.3M (2023)
$411.3M (2024)

2019 to 2024

83% Recovery

Per Person Per Day Spending 
($)

$285.2 (2019)
$315.8 (2023)
$318.1 (2024)

2019 to 2024

12% Increase

KOREAN VISITORS TO HAWAI‘I
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Source: 2024 Korea Fact Sheet, HTA

2023 vs 2024 
4% Decrease



Noctourism -
Stargazing

Korean travelers have 
shown interest in night trips 

to enjoy stargazing.  
69% expressed a desire to 

visit destinations where they 
can experience beautiful 

night skies. 
75% of respondents 

planned trips to appreciate 
stars or 67% chose to 

observe constellations.

InteresTrip
(Interest + Trip)

Travel trend based on 
personal interests and 

hobbies, popularized by MZ 
generation.

Travel agencies are 
focusing with rising booking 

on interesTrip, products 
including marathon tourism, 

sports spectatorship, 
cooking classes, etc. 

Increase on 
Rent – A- Car

80% Korean travelers 
increase in overseas car 

rental bookings, with Japan 
and the U.S. being top 

destination. 
The trend highlights a rise in 

visits to small cities, 
reflecting travelers' desire 

for unique local 
experiences beyond major 

attractions.

Adventurous Senior

Korean seniors among the 
top 10% of retirement asset 

holders, 74.7% of them 
prioritize using their savings 

for leisure and self-
development.

Korean seniors showed 
strong interest in breaking 

from routine and 
rediscovering youthful 

adventures through 
overseas travel.

TRAVEL TRENDS
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Year Total Air Seats 
From Korea

Total Flights From 
Korea

2019 326,398 1,027

2023 278,670 906

2024 278,982 923

2023 vs 2024
% Increase 0.1% 1.9%

2019 vs 2024
% Recovery 85% 90%

291 
seats

301 
seats

278 
seats

Seats 
(Aircraft)

7 
weekly

5 
weekly

5 
weekly

Frequency

4 
weekly

(Launch in the H2)

296 
seats

(Tentative)

AIR SEAT SYNOPSIS

Current Flight Operations Total Air Seats & Flights from Korea

Air Premia's HNL route, set for June, is delayed to the year's second half due to 
aircraft delays. 



2025 MARKETING 
STRATEGY
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TARGET AUDIENCE

Mindful Korean travelers with household incomes of $70,000+ and with double incomes of 
over $120,000 are being targeted in Seoul Metropolitan Area and Busan-Gyeongnam Area.

MAINSTREAMERS

• Family-oriented vacations

• Emphasis on safety

• Interested in Edu/Eco tourism

• Significant disposable income

• Avid shoppers

• Aged 30s ~ 60s

ROMANTIC 
COUPLES

• Newlyweds

• Honeymooners

• Couples

• Romance

• High spending

• Aged 20s ~ 40s

AFFLUENT 
TRAVELERS

• High purchasing power

• Prefer a luxury, exclusive, 

premium

• Prioritize comfort, quality

• Avid shoppers

• Aged 40s ~ 70s

FIT & SIT

• Independent

• Passionate individuals with 

specific hobbies or interests

• Seek unique, memorable 

experience

• Age 20s ~ 40s
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BRANDING MESSAGE

Mercury Mercury is the smallest and 
innermost planet

Mars Despite being red Mars is a very 
cold place full of iron dust

The People. The Place. 
The Hawaiian Islands.
captures what makes this place special by sharing 
the values of the Hawai‘i people and encouraging 
visitors to experience the unique culture.

present the Hawaiian Islands as the ultimate 
premium destination, offering a high – quality 
experience.

Your One & Only Hawai‘i 
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YTD ACTIVITIES

10
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The People.
The Place.
The Hawaiian Islands.
Social Projects

• Program Components: 
✔ Highlights on local businesses, 

festivals, agritourism and 
voluntourism

✔ Encourage travelers to share their 
own special experience

• YTD Results: 
✔ Total posts: 33
✔ Total impression: 60K
✔ Projected total post: 160
✔ Projected total impression: 350K
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Girls’ Getaway
Celebrity YouTube 
Content Creation

• Program Components: 
✔ Two popular female comedians 

created YouTube contents under 
the "Girls’ Getaway" theme to 
showcase the Hawai‘i travel 
experience

✔ Highlighted sunset cruises, tree 
planting, ziplining, and shopping, 
targeting audiences in their 40s 
and 50s

• YTD Results: 
✔ 2 YouTube Contents 
✔ 3.6M + impressions, 500K+ reach
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TV Reward Trip to
Hawai‘i

• Travel Period: Feb

• Program Components: 
✔ Co-op with TV show ‘A Clean 

Sweep’ to facilitate its rewards 
vacation to Hawai‘i 

• Projected Outcome: 
✔ 15-min Hawai‘i feature on JTBC 

(national broadcast), Netflix, Tving 
and Wavve (OTT)

✔ Estimated PR Ad Value equivalent 
to US$700K+
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Esquire Magazine
Special Feature of 
Triennial

• Travel Period:  Feb

• Program Components: 
✔ Support Esquire Korea magazine in 

covering the contemporary art 
exhibition Triennial 2025

• Projected Outcome: 
✔ 4-page print feature in April
✔ An angle on Triennial 2025 and the 

art trip
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Press Coverage Highlight

10 Stories Generated from Print & Digital / 44 of Press Coverage (As of February)
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Hawai‘i Golf Promotion

• Promotion Period:  Jan - Feb

• Program Components: 
✔ Co-op with Mode Tour and Hana 

Tour to launch Hawai‘i golf 
consortium product

✔ Highlight Hawai‘i as a premier golf 
destination and encourage higher 
spending

✔ The itinerary included Waikele 
C.C., ‘Ewa Beach C.C, Kapolei 
Golf Club

• YTD Results: 
✔ Total impression: 686K 
✔ Press coverage: 10
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Your One & Only 
Hawai‘i
Premium Promotion

• Promotion Period:  Mar - May

• Program Components: 
✔ Co-op with Hana Tour Zeus to target 

affluent travelers with premium 
products

✔ The product includes a 10-night, 12-
day long-stay itinerary featuring 4 
nights in O‘ahu, 3 nights on Hawai‘i 
Island, 3 nights in Maui, and a day 
trip to Kaua‘i, with an estimated 
price of US$21,000 per person

• Projected Outcome: 
✔ Target Impression: 1M
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2025 UPCOMING 
PROGRAMS/ACTIVITIES
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The People. The Place.
The Hawaiian Islands. Campaign

• Timeline: H1

• Program Components: 
✔ Organize a trade FAM trip focusing on 

agritourism and voluntourism

✔ Co-op with airlines to promote 
regenerative tourism as part of the post-
FAM promotion

✔ Create new Neighbor Island content and 
promote regenerative tourism
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Your One & Only
Hawai‘i Campaign

• Timeline: Q1, Q3 

• Program Components: 
✔ Organize a romance FAM trip for new 

honeymoon products

✔ Partner with credit card companies to 
boost traveler spending 

✔ Promote the Lotte LPGA Championship 
with key travel agents

✔ Collaborate with department stores to 
feature attractions in their magazine
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Signature Hawai‘i Campaign

• Timeline: Q1, Q3 

• Program Components: 
✔ Create a B2B2C signature travel magazine 

focused on adventure, wellness, family 
travel, and eco-tourism

✔ Conduct a thematic FAM trip with media

✔ Collaborate with a leading consumer 
brand to showcase themed travel content 
for Hawai‘i

✔ Develop and promote a signature 
themed product, such as a run tour during 
the Honolulu Marathon Festival 22



Hawai‘i Travel Mission in Korea

• Period: Nov 5 - 6 

• Program Components: 
✔ Aloha VIP reception, Hawai‘i Destination 

Seminar, Hawai‘i Travel Mart & MCI Travel 
Mart

• Projected Outcomes: 
✔ More than 100+ travel partners’ 

participation
✔ More than 10+ travel mart meetings per 

participating company
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PARTNERSHIP OPPORTUNITIES

ACTIVITY DATE

Hawai‘i Travel Mission Nov 5 - 6

Romance FAM May

Hawai‘i Specialist Program Q3/Q4

Filming Neighbor Island Travel Content FAM Aug/Sep

B2BC Signature Travel Magazine Year-round

Signature Hawai‘i FAM with KOLs Q2

Signature Hawai‘i consumer event Q3

Contact:  HTK@aviareps.com
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MAHALO!

Kamsa-hap-nida!
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