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2024 MMA Stats

Canada MMA 2022 2023 2024 % Change vs 2023

Visitor Expenditures 
($Millions)

962 1,230 1,051 - 14.6%

Visitor Days 5,069,619 5,585,244 4,708,524 - 15.7%
Arrivals 414,250 474,727 433,049 - 8.8%
P.P. Per Day Spend 
($)

189.8 220.30 223.20 +1.4%

P.P. Per Trip Spend 
($)

2,322.40 2,591.60 2,427.40 - 6.3%

Length of Stay 
(Days)

12.24 11.77 10.87 - 7.6%



2024 CANADIAN VISIT & SEAT STATS

Island 2023 2024 % Change

Oʻahu 244,328 243,103 -0.5%

Maui County 216,895 160,489 -26%

Island of Hawaiʻi 88,214 74,749 -15.3%

Kauaʻi 56,412 44,568 -21%

Scheduled Seats 2023 2024 % Change

Canada Total 466,196 420,129 -9.9%



MARKET INSIGHTS



CANADIAN MARKET INSIGHTS

So how are things in Canada?



CANADIAN MARKET INSIGHTS

Just tarrific!

Thanks for asking.



CANADIAN MARKET INSIGHTS

Challenging Times
• Big day. Tariffs implemented at 25% on all 

goods, 10% on energy
• Start of a trade war, as Canada has 

responded
• Risk of recession 
• Low exchange rate
• Feared layoffs
• Canadian political transition (federal 

election coming)
• Threats to sovereignty (Posturing?)



CANADIAN MARKET INSIGHTS

What it means
• Canadians are on-edge about our 

relationship with the U.S.
• “Buy Canadian” messaging is 

everywhere
• Canadian patriotism at an all time high
• Political leaders suggesting that 

Canadians forgo U.S. travel 



CANADIAN MARKET INSIGHTS

Impact on U.S. visits by Canadians
• Too soon to say
• Short blip or longer-term challenge?
• Virtual signaling? Canadian visits during President 

Trump’s first term went up by 2M despite a highly 
anticipated downturn  

• Some states may see greater impact
• Exchange rate is key



CANADIAN MARKET INSIGHTS

o Consumer confidence low, but stable
o Unemployment steady at 6.6%, 

projected to increase
o Interest rates dropped to 3%, but likely 

stalled
o One CAD = $0.69 USD (25-year low)
o Now 100% of 2019 outbound travel
o Significant recent surge in search 

activity for Europe, Mexico & 
Caribbean 



CANADIAN MARKET INSIGHTS

Key Airline / Tour Operator Comments
o Seeing U.S. slowdown and cancellations, but too soon to predict duration
o Tweaking U.S. capacity, but optimistic about Hawaiʻi
o View the exchange rate and economy as the more significant concerns
o Expect that enticing value-driven offers will influence bookings
o In their opinion, leaning on Hawaiʻi’s iconic appeal in marketing and 

advertising will help while emphasizing uniqueness
o Marketing should not pause for long



CANADIAN MARKET INSIGHTS

Competitive Environment
o Canadians are traveling!
o 62% planning a leisure trip (Nov 24 – April 25)
o YOY traveler increase of 9.1% (Jan – Nov)

Overnight Trips by Market
o Caribbean, Mexico, Central America up 

7.2% YOY
o USA: overall down -2% (+5.6% auto / -8.6% 

non-auto vs. 2023)
o Europe & UK up 10.1%
o Asia & Oceania up 30.4%

*Conference Board of Canada January 2025 Outbound Report Data



COMPETITIVE LANDSCAPE

Top U.S. 
Destinations

Volume YOY Change

Los Angeles 1.1M +2.8%

San Francisco 911K +5.3%

Las Vegas 850K -1.7%

Orlando 790K +22.9%

Fort Lauderdale 719K +36.4%

Top U.K. & Europe 
Destinations

Volume YOY Change

France 1.1M +2.8%

Italy 1.05M +5.3%

U.K. 957K -1.7%

Portugal 673K +22.9%

Spain 621K +36.4%

Top Asia & South 
Pacific Destinations

Volume YOY Change

Japan 531K +36.4%

India 399K +20.2%

China 250K +675.3%

South Korea 222K +26.9%

Thailand 221K +18.5%

Top Caribbean, Mexico, 
Latin America Destinations

Volume YOY Change

Mexico 2.1M +11.1%

Dominican Republic 1M +10.3%

Cuba 780K -5.2%

Jamaica 353K +7.6%

Costa Rica 235K +5.6%

*Conference Board of Canada January 2025 Outbound Report - 2024 Data



CANADIAN MARKET - IN SUMMARY

o Challenging times
o Too soon to predict impact or duration

• Canadians love Hawaiʻi and travel very extensively
• Hawaiʻi enjoys a separation from the mainland, both 

physical and psychological
• Hawaiʻi’s culture, history and Polynesian heritage 

offer unique experiences that resonate with 
Canadians

• Canadian winters are still painfully cold 
• Canadians will keep coming



TARGET AUDIENCE & 
TRIP MOTIVATORS



TARGET AUDIENCE

oExperience Seekers
oAffluent Travelers
o Snowbird/Retirees
oRomance

Mindful Travelers

High spending 
traveler

High value 
traveler

Lifetime value 
traveler

Age range 35-49; Income 
range $100k+

Took an international trip in 
the last 12 months

Age range 50- 64; Income 
range $150k+

Took an international trip in 
the last 12 months

Age range 35-64; Income 
range $100k

International vacation by 
air in the last 12 months

Age range 64+; Income 
range $100k+

Most recent visited              
destination Hawai‘i



TRIP MOTIVATORS

o Favorable weather 47%
o Good value 34%
o Vacation experience 33%
o Spending time with family/friends 33%
o Feeling safe 25%

Expenses / cost of travel / exchange 
rate remains the top barrier to outbound 
travel



BRAND MESSAGE



CORE BRANDING MESSAGE

• Warm, beautiful, unique, iconic, 
welcoming Hawaiʻi looks forward to 
your visit

• Supported with Mālama opportunities
• Inclusion of responsible, mindful travel 

messaging



MOVING FORWARD



ADDRESSING CHALLENGES

• Keep moving forward, but monitoring traveler sentiment closely for any necessary 
pivots and timing adjustments

• Emphasize the unique, and lean-in on messaging that reinforces Hawaiʻi’s welcoming 
attributes

• Trade and Media Group FAMs will continue to include neighbor islands to spread 
visitation

• Keep Travel Advisors inspired
• Promote Canada/Hawaiʻi stories that reinforce the deep connection



RECENT 
ACCOMPLISHMENTS



RECENT ACCOMPLISHMENTS

2024 Final Results – Metric Highlights
Consumer Digital Impressions

o 25.5M – 155% over target
Trade Impressions

o 593K – 10% over target
Public Relations Calls

o 160 – 33% over target
PR Articles Generated

o 62 – 463% over target
Trade Contacts

o 164 – 173% over target



RECENT ACCOMPLISHMENTS Q1 2025

PUBLIC RELATIONS
Individual Media Visits
o Jim Byers (OpenJaw, Bold and Travel Life) – 

Jan 2025
o Grant Fraser (Flagstick Magazine and Golf 

the World) – Jan 2025
o Rick and Chris Millikan (INSPIRED 55+ 

Magazine) – Jan 2025
o Lisa Naccarato (CBC News) – Feb 2025
o Maddie Clerides (VITA Magazine) – Feb 2025



RECENT ACCOMPLISHMENTS Q1 2025

PUBLIC RELATIONS
o Articles promoting Cirque du Soleil’s 

Auana and Bishop Museum in Le Journal 
de Montreal and Journal de Quebec



RECENT ACCOMPLISHMENTS Q1 2025

PUBLIC RELATIONS
On-Air Segments

o Jody Robbins on Global Calgary – 
Jan 2025

o Jaime Damak on Global Montreal – 
Jan 2025

CONSUMER DIRECT – Co-op
o HTA Expedia / Brand USA Campaign
o Nov 27, 2024 – Mar 31, 2025
o Preliminary results are favorably 

driving search growth and bookings 



UPCOMING ACTIVITIES



ACTIVITY MIX

HTCAN continues to utilize a mix of tactics 
to influence Canadian travelers and to 
generate targeted bookings. 

o Public Relations
o Consumer Direct Advertising
o Cooperative Partner Campaigns
o Travel Trade



PUBLIC RELATIONS

o Group Media FAM – Sept Maui & island of 
Hawaiʻi – Romantic Travel

o Year-round Individual Media Visits
o Newsletters & ongoing pitching
o Aloha Canada media receptions
o Discover America Media Day: October 28
o Year-round broadcast segments
o Participation in industry events throughout 

the year



PUBLIC RELATIONS

o Yes, there are Canadian High School 
surfers!

o Surf Canada collaborating with HTCAN to 
assemble a team, provide coaching

o Air Canada as potential flights partner
o Compelling and unique feel-good story 

that reinforces Hawaiʻi as surfing’s home 
and a destination for young people to 
aspire to visit



CONSUMER DIRECT  

o Social Media – year round
o Canadian channels
o Organic and paid media

o Digital Campaigns – Jan to April, Fall 
o Advanced TV
o Connected TV
o CTV retargeting

o OOH – Feb to Mar, Fall
o Digital billboards

o Snowbird Advisor



CONSUMER DIRECT - COOPERATIVE 

o Costco Travel – year round
o Flight Centre – Jan to June
o Air Miles – recently ended
o Air Canada / Air Canada Vacations – 

Fall 
o WestJet / WestJet Vacations - Fall



TRAVEL TRADE

o Aloha Canada Sales Mission – Dec 1-5
o Educational Campaign – Spoiled Agent  - 

Apr to June 
o IPW Conference June 14-18 Chicago
o Virtuoso On Tour Training Event – Calgary 

Mar 27
o TMP Agent Show – Toronto June 24-25
o Travel Trade Media Campaigns targeting 

Advisors
o Group FAM – November, Islands and 

Partner TBD 



2025 PARTNERSHIP 
OPPORTUNITIES



PARTNERSHIP OPPORTUNITIES

o Aloha Canada 2025 – December 1-5 - 
Format TBD – includes partner media 
ops

o Agent Focused FAM – November, 
islands TBD

o Webinar & Training Support 
o Individual Press Trip Support – year 

round
o New! Affluent Traveler Publication - 

Hawaiʻi Luxury/Unique Directory 
Opportunity – Fall 2025



PARTNERSHIP OPPORTUNITIES

o Group Media FAM Support – 
September, island of Hawaiʻi & Maui – 
Romance theme

o Honua Finals – High School Surfing 
Competition July/Aug – 
Accommodation Support

o Quarterly Press Releases that 
incorporate partner news

Ask HTCAN for details!



MAHALO!
THANK YOU!

MERCI !
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