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STATISTICS 2024



-22 %

Arrivals

91,110
117,241
137,908

-11.3%

Per Person 
Per Day 
Spend

$215.7
$243.2
$150.6

-30%

Total 
Spending 

(Mil) 

$257.7   
$369

$268.1

-21.2%

Visitor 
Days

1,194,789
1,517,015
1,780,190

+1.6%

Length of 
Stay

(Days)

13.1
12.9
12.9

2024
2023
2019

VISITOR STATISTICS



MARKET INSIGHTS



GENERAL ECONOMY

* December 2024. 

Germany
2.3%

INFLATION

UK
3%

Switzerland
0.4%

Germany
6.2%

UNEMPLOYMENT

UK
4.4%

Switzerland
4.4%*

Germany
1.10

EXCHANGE RATE (US$)

UK
1.26

Switzerland
1.08



• Strong but not exceptional peak booking; longer
decision-making process

• Prepared to sacrifice short breaks for long-haul

• Demand for less crowded ‘de-tour’ alternatives

• Natural phenomenon e.g. Northern Lights and 
bioluminescent beaches key motivators

• Surges in travel to popular film/TV locations

• Growth in travel to lesser-known and cold-climate
destinations

• Longer holidays to balance flight costs

TRAVEL TRENDS



• European travellers report high satisfaction 

• View US holidays positively, but concerns over cost 
and political change have dampened enthusiasm

• Half of British more concerned about travel costs

• Consumers aged 50+ particularly optimistic about 
travel plans for 2025 (UK)

• 63% of Germans anxious about 2025 (up from 59%
in 2024), but travel demand remains strong

• Average German holiday duration increased from 
8.5 to 10 days for main trips

• Strong desire to visit Hawai‘i

TRAVEL SENTIMENT



• UK outbound market generated £51.6 billion in 
2024, an increase from 2019

• German market to grow from $114.96B (2024) to 
$292.80B by 2034

• Germans spent nearly €2 billion on holidays in 
November 2024, a 9% YoY increase

• Swiss outbound set for continued growth in 2025, 
with high demand for long-haul

OUTBOUND TRAVEL



COMPETITIVE MARKET



MARKETING STRATEGY



TARGET AUDIENCE

Affluent 
Travellers

Culture & Nature 
Seekers

Young 
Professionals

Responsible 
Travellers

Adventure 
Seekers



• Integrated consumer strategy - awareness -
consideration - conversion

• Strategic partnerships - tour operators, airlines 

• Data targeting - utilising technology to reach the 
right audience 

• Multi-channel approach - rich content with 
creative technology and data

• Personalised content to reach specific audience 
segments

CONSUMER STRATEGY



• Travel trade is extremely important in Germany, 
Switzerland and the UK 

• Ensure we educate trade through in-person 
training, webinars and online training program

• Improve tour operator website / brochure content 
accuracy and depth

• Showcase Hawai‘i’s cultural authenticity and 
regenerative initiatives

• Represent at key trade shows and events (Loop 
Luxury, ITB, IPW, Brand USA, Visit USA)

• Host 2 product manager FAM trips to expand 
knowledge and product range

TRADE STRATEGY



• Distribute 12 targeted press releases covering 
unique Hawai‘i experiences

• Pitch customized stories aligned with editorial 
calendars, events and brand story

• Attend in key media events to maintain regular 
engagement with trade and consumer press

• Deliver 1 individual and 1 group press per market
annually

• Ensure crisis communication readiness with 
established protocols

PR STRATEGY



MARKETING 
IMPLEMENTATIONS



Digital Consumer Campaign “The People. The Place”

Q1 FOCUS



Travel Weekly (circ. 6,500) / Aspire (circ. 10,725) UK 
Trade Campaign
• Dedicated solus email (dis. 5,000)

Q1 FOCUS



• Visit USA Island Hopping (140 consultants 
trained 10-minute in-person sessions)

• Loop Leisure Spring Event Focused on Luxury 
Products

Q1 FOCUS



British Airways Holidays (UK) Co-op Campaign

• You magazine advertorial (800,000 readership)
• MailOnline travel newsletter (158,000 subscribers)
• Channel Hub article (10,000 guaranteed views)
• Targeted digital ads to drive conversions

Q1 FOCUS



The People. The Place. The Hawaiian Islands.
Mar – Jun 2025 

• Overview
Working with premium mindfulness platforms Headspace, 
10% Happier, Calm to establish Hawai‘i as the ideal 
destination for affluent wellness seekers.

• Target Audience
High-income professionals seeking meaningful escape
and authentic restoration experiences.

• Execution Approach
Captivating visitors through immersive audio-visual 
content and social advertising, supported by a dedicated 
microsite. Retargeting to deliver leads to tour operators.

KEY CAMPAIGN  



“Your Personal Aloha”
Sept – Dec 2025 

• Overview
AI-powered Itinerary Builder technology delivering 
personalized Hawai‘i vacation recommendations to 
European travelers based on their stated preferences.

• Target Audience
Qualified long-haul travel intenders from Europe seeking
personalized vacation experiences.

• Execution Approach
Delivering AI recommendations through ads and 
microsite, with retargeting to connect engaged users to 
tour operators.

KEY CAMPAIGN  



ADDITIONAL ACTIVITY  

• 4 Press and 2 Trade FAM’s (Yearound)

• UK Travel Trade Campaign (Sept/Oct)

• German Co-Op Campaign (Oct)

• Trade & PR Events include: 

IPW (Chicago)
Visit USA Media Marketplace (UK)
Visit USA Summer Affair (UK)
Lusso Luxury Roadshow (UK)
Brand USA Travel Week (Europe)



MAHALO!
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