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MARKET SITUATION



GENERAL ECONOMY 
CNY vs. USD 
 7.27 vs. 7.19 LY, +1.2% (Feb 2025)  

GDP 
    +4.4% (2025 FC) vs. 2024 5.0%

Urban Unemployment Rate 
    5.3% (2025 FC) vs. 5.1% (2024)

Annual Inflation Rate 
    0.2%-1.2%(2025 FC)vs. 0.2% (2024)



Travel Trends Shaping LNY 2025
 Asia - regional travel is close to recovery for CNY 2025 (+48% YoY)

 Visa-free Destinations exceed pre-pandemic numbers (Malaysia, Singapore, 
and the UAE with growth of +41%, +26%, and +14% YoY)

 Japan - double compared to last year (+104% vs. 2024; +20% vs. 2019)

 Europe - France (+35%), the UK (+32%), Spain (+32%), Italy (+24% ) and 
Germany (+20%) YoY

 North America - seat capacity gains Canada (+165%) and the US (+42%) 
YoY

 More solo than pre-pandemic (+8% vs. 2019) and couples (+6%) for regional 
travel, more FIT experiences

 Traditional group travel is in sharp decline (-44% for regional travel, -52% for 
long-haul vs. 2019) 

OUTBOUND TRAVEL SENTIMENT



COMPETITIVE LANDSCAPE

China outbound visits 
130m in 2024 vs. 87m 

2023

US to receive 1.3m  
in 2024 vs. 850K in 

2023

Europe recovery 
to 8m in 2024 as 
60% 2019 level

Thailand, 
Singapore 
Visa waiver 

program

>1m Chinese 
visitors to 

UAE in 2024

8 Chinese airlines that 
flew through Sydney 
have returned, 86% 

recovered

5 major cities 
restored  flights to 
Maldives in 2024 



Feb/2025: 100 flights weekly 

AIRLINES SYNOPSIS

Ideal connecting flight from (Japan) Narita, 
Haneda, (Korea) Incheon, same day transit

> 350 weekly flights from Japan/Korea to 
China 

> 20 cities to connect, (Beijing, Shanghai, Shenzhen, 
Qingdao, Tianjin, Guangzhou, Hangzhou, Xi’an, Dalian, etc.)

Average economy ticket price round trip 
$1,500, business class $4,000

Spring Airlines + JAL code share from 5 cities 
to HNL



AIRLINES SYNOPSIS



TARGET MARKET



MILLENNIUM 
INDIVIDUALIST (MI) FAMILY  

HIGH NET WORTH 
INDIVIDUAL 

(HNWI)

1.Desirability 
for Island 

Destination

2.Accessibility

BJ/SH/CD
3.Disposable 

Income
4.US Visa 
Issuance

TARGET AUDIENCE



Major 
Accomplishments 
(Q4.24-Q1.25)
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The People, The Place, The Hawaiian Islands  #拥抱一切想象# Embrace all imagination 

CORE MASSAGING 

Weekly content posts on WeChat, Weibo, Red, Douyin 
(234 posts, 5.9M views in 2024) 



• Lunar New Year WeChat Red Envelope Campaign
• Red Envelopes symbolize good fortune
• Branding via key traditional festival 
• 2,000 digital Red Envelope snaped up in 1 hour

• Focus on engagement
• Stay on top of the digital social trend

SOCIAL MEDIA MARKETING



SOCIAL MEDIA MARKETING

WeChat (造洋饭书): 1.2 million followers
Weibo (韦嗯Wayne): 1.2 million followers
Little Red Book (造洋饭书): 214K followers

2 videos 
9 texts+pictures 
1.5m views
10K engagements

Foodie Tour Influencer: 
Wayne’s Cookbook
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Release Date：Nov. 2024
Headline: Hawaii Hotels Recommended(Sheraton 
Princess Kaiulani and Splash Bar)
Media Title: 造洋饭书
Media Type: WeChat Official Account, Weibo, The 
Red Book 

Release Date：Jan. 2025
Headline: “Use RMB to experience the prices in Hawai‘i”
Media Title: 造洋饭书
Media Type: WeChat Video Channel, Weibo, Douyin,
The Red Book 

SOCIAL MEDIA MARKETING



Release Date：Nov. 2024
Headline: Sheraton Waikiki (Kai Market, 
Edge of Waikiki, RUMFIRE)
Media Title: Wayne’s Cookbook 造洋饭书
Media Type: WeChat Official Account ，
Weibo，The Red Book 

Release Date：Nov. 2024
Headline: Hawaiʻi-Exclusive Tan 
Hello Kitty is a must-buy when 
visiting Hawai‘i
Media Title: Wayne’s Cookbook 
造洋饭书
Media Type: WeChat Official 
Account, The Red Book 

SOCIAL MEDIA MARKETING

Release Date：Nov. 2024
Headline: It is only one Disney hotel in 
the world
Media Title: Wayne’s Cookbook 造洋饭书
Media Type: WeChat Official Account, 
The Red Book 



• Trip.com 2024 Global Partnership Summit
• HTC Received The Excellent Partner of Year 2024

TRAVEL TRADE 



TRAVEL TRADE EDUCATION

Collaborated with airlines and OTAs 
for bundled travel package and 

joint social marketing

Partnered with ITB Shanghai, US 
Embassy Beijing, on joint 2024 China 

Trade Mission

5 Travel trade education sessions to 
major OTAs and wholesalers in 2024



Upcoming 
Major Programs 
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SOCIAL MEDIA MARKETING

Weibo (Arttravelersr): 1.9 million 
Little Red Book (Arttravelersr): 219K 

Collaboration with Travel 
Photography Influencer: 
Arttravelersr



SOCIAL MEDIA MARKETING

Arttravelersr’s works



 Limited Offer: 2,000 tickets $970 Round Trip
 Shanghai – Osaka – Honolulu  
 March – June 2025
 Livestream on Spring Airline’s social channels    

AIRLINES CO-OP



Partnership with 13th 
Macao Intl’ Tourism 

Expo – (MITE) 

April 25th – 
27th 2025

Industry partners, OTAs, 
Airlines, Wholesalers, Travel 

Media, and Travel KOLs

668 Exhibitors, 54 Countries and 
Regions,1036 Buyers and Trade 

Visitors (12th MITE)
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TRADE MISSION



PARTNERSHIP 
OPPORTUNITIES

24

MITE + Travel Mission (Apr 2025)

US Embassy & Consulates/Brand USA 
Roadshows (quarterly)

Spring Airlines Package (Mar-Jun) 

Influencer FAM Trip (Oct 25)

Social Media Content Collaboration 
(ongoing) 



Mahalo 谢谢!
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