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Agenda

« HTA Overview

« Hawai‘i Tourism Strategic Plan (TSP)
« Hawai'i Visitor Industry and Marketing
« Market Updates — Leisure and Business

* Wrap up







ACT 156, SLH 1998

| «+ Government Agency
— Established in 1998

—Responsible for tourism policy and
direction from statewide perspective

— Tourism Special Fund derived from
hotel room tax collections called
transient accommodations tax (TAT)







TAT Distribution and
Funding Source
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Major Components

| + Vision
: . \2/\(/)l%at stakeholders want industry to look like in
5

» Guiding Principles and Values
» Key areas of focus in developing the plan

Performance Indicators
* Ways to measure progress

& ° 9 Key Initiatives
» Goals, objectives, lead and support parties, and
measures







Vision Statement

By 2015, tourism in Hawai'i will:
—honor Hawali'i's people and heritage;

—value and perpetuate Hawai'i's
natural and cultural resources;

—engender mutual respect among all
stakeholders;

—support a vital and sustainable
economy; and

—provide a unique, memorable and

enriching visitor experience.
9 P HAWALL,







Measures of Success

—Resident Sentiment Surveys

— State and County Tax Receipts
—Visitor Spending

—Visitor Satisfaction







Strategic Initiatives

Access

Communications and Outreach
Hawaiian Culture

Marketing

Natural Resources

Research and Planning

Safety and Security

Tourism Product Development
Workforce Development







HTA FY 2009 Budget

1/22/09

Strategic Initiative Budget

| Access $ 4,500,000
Communications & Outreach 1,120,000
Hawaiian Culture 1,425,000

| Marketing 53,797,000

| Natural Resources 2,000,000
Research & Planning 1,598,000
Safety & Security 575,000
Tourism Product Development 2,725,000
Workforce Development 250,000
Administrative 2,635,000
Reserve 425,000

Total $71,000,00







Management & Financial Audit of
HTA’s Major Contractors







HTA Marketing







Leisure Marketing Contractors
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Business Marketing
Contractors
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Visitor Arrivals & Expenditures

Visitor Arrivals Per Person Per Total Expenditures | Average Visitor Days
Day Spending ($) | ($ mil.) Length of

Stay

| -0 |
2008

- 2008e

Total 6,699,424 | -10.6% | $180.2 | -1.0% $11,335.9 | -9.9% 9.4 1.8% | 62,905,608 | -9.0%

uU.S. 2,768,923 | -14.7% | $149.7 | -4.0% $3,987.9 -16.2% | 9.6 2.3% 26,645,868 | -12.7%
West
U.S. 1,682,673 | -11.5% | $182.1 | -5.5% $3,202.5 -15.2% | 10.5 1.4% 17,588,739 | -10.2%
East

Japan 1,160,732 | -10.5% | $288.4 | 7.3% $1,920.8 -3.1% 57 0.9% | 6,661,137 -9.7%

Canada 344 457 3.3% $151.6 | 0.5% $671.1 5.8% 12.9 1.9% | 4,428,127 5.3%
All 742,639 | 3.0% $204.9 | 6.7% $1,553.7 9.0% 10.2 -0.9% | 7,581,737 2.1%
Others

Source: DBEDT
YTD December 2008 Visitors By Air







Market Indicators/Gauges

« Average Daily Rates
« Occupancy







Hotel Stats — YTD Average

Daily Rate
2008 2007 Percentage
Pt. Change
State $200.77 | $197.91 +1.45%
O‘ahu $169.84 | $166.87 +1.78%
Maui $266.57 | $258.88 +2.97%
Hawai'i $200.90 | $199.05 +0.93%
Kaua'i $206.10 | $204.35 +0.86%

! YTD November

T 8 Source: Smith Travel Research







Hotel Stats — YTD Occupancy

2008 2007 Percentage Pt.
Change
State 71.3% | 75.4% -4.1%
O‘ahu 75.5% | 77.1% -1.6%
Maui 68.9% | 75.9% -7.0%
Hawai'i 60.9% | 68.1% -7.2%
Kaua'i 712.0% | 76.6% -4.6%

YTD November

B Source: Smith Travel Research







Market Indicators/Gauges

Cost Per Arrival







Investment to Arrival

2005 2006 2007 2008e
North America| $ 240|$% 235|% 251|% 3.24
Japan $ 499|% 593|% 655|% 7.39
Other Asia $ 930|% 980|% 1049 (|% 15.38
Oceania $ 517|% 661|% 660|% 747
Europe $ 793|% 883|[% 871|% 862
Latin America|$ 123 (% 095(% 090|% 0.95







Market Indicators/Gauges

L

]

Industry forecast, booking pace
Load factors
Seat inventory







2009 Q1 through Q3 Scheduled Nonstop
Seats to Hawai'i (Statewide)

FIRST QUARTER SECOND QUARTER THIRD QUARTER YTD THROUGH 3RD QTR
2009 2008| %Chge 2009 2008| %Chge 2009 2008| %Chge 2009 2008| %Chge
Total US 1,446,732] 1,849,975 -21.8%| 1,539,818] 1,570,262| -1.9%} 1,589,311] 1,650,633 -3.7%|| 4,575,861| 5,070,870| -9.8%
US West 1,254,119] 1,586,083 -20.9%] 1,328,509| 1,307,312 1.6%] 1,368,058| 1,395,713|  -2.0%|f 3,950,686/ 4,289,108 -7.9%
US East 192,613| 263,892| -27.0%] 211,309 262,950| -19.6%| 221,253| 254,920| -13.2%]|| 625,175| 781,762| -20.0%

Total International 619,857| 654,408| -5.3%] 592,906/ 607,663] -2.4%] 582,552] 613,076 5.0%|| 1,795,315] 1,875,147| -4.3%
Canada 91,698 104,595 -12.3% 49,106 60,234| -18.5% 29,000 41,318| -29.8%| 169,804| 206,147| -17.6%
Japan 386,566| 417,189 -7.3%] 404,365 401,773 0.6%] 408,898 418,596| -2.3%|| 1,199,829 1,237,558 -3.0%
Other Asia 36,082 34,371 5.0% 33,969 34,099 -0.4% 34,264 33,196 3.2%|| 104,315] 101,666 2.6%
Australia/New Zealand 41,654 43,928 -5.2% 41,184 47,853| -13.9% 44,962 50,742| -11.4%|| 127,800f 142,523 -10.3%
Other 63,857 54,325 17.5% 64,282 63,704 0.9% 65,428 69,224] -5.5%| 193,567 187,253 3.4%
TOTAL 2,066,589| 2,504,383| -17.5%] 2,132,724| 2,177,925| -2.1%] 2,171,863} 2,263,709 -4.1%|| 6,371,176| 6,946,017| -8.3%

Source: Sabre ADI database data as of January 15, 2009






HTA’s Marketing Contractors’
Measurements of Success

« Marketing Effectiveness Study
« Access — Return on Investment
« Advertising Value Equivalency







Marketing Effectiveness Study







Future Travel Intentions are Steady

Consider Hawai'i

Likely to Visit (next 2 years)

t

Consider Hawai‘i

Likely to Visit (next 2 years)

Consider Hawai'i

39%

Likely to Visit (next 2 years)

32%

Source: TNS







What's

Important to

|

%

Long-Distance

Travelers?

Eastern U8 Market (A

W

Safe/Secure (4.42)
Good Value for the Money (4.29)
Clean Environment (4.19)

Great Place to Get Away From It All
(4.19)

Local People Are Friendly (4.12)
Easy to Get Around (4.10)

Variety of Types/Prices of
Accommodations (3.94)

Variety of Unique Activities &
Experiences (3.93)

Easy to Get There (3.90)

Always More to Keep Coming Back
(3.87)

Variety of Cuisine/Dining Options (3.83)

Different Experience Than Other Places
(3.81)

Unique Scenery Unlike Anywhere Else
(3.80)

Always New Experiences for the Visitor
(3.75)

Intriguing History and Culture (3.74)

Opportunities for New Discoveries
(3.73)

Variety of Cultural Activities {3.58)

Wide Variety of Recreational Choices
(3.55)

o

.
o

n LS Market (Same Top A

Safe/Secure (4.31)

Good Value for the Money (4.24)

Great Place to Get Away From It All
(4.09)

Local People Are Friendly (4.07)
Clean Environment (4.06)
Easy to Get Around (4.03)

Variety of Unique Activities &
Experiences (3.92)

Variety of Types/Prices of
Accommodations (3.89)

Different Experience Than Other
Places (3.87)

Unique Scenery Unlike Anywhere
Else (3.87)

Always More to Keep Coming Back
(3.85)

Intriguing History and Culture (3.80)
Easy to Get There (3.78)

Variety of Cuisine/Dining Options
(3.77)

Opportunities for New Discoveries
(3.74)

Always New Experiences For the
Visitor (3.69)

Variety of Cultural Activities (3.57)

Wide Variety of Recreational
Choices (3.44)

Japanese Market (Attributes Rated 3448

%

Safe/Secure (4.41)

Good Value for the Money
(4.27)

Always More to Keep Coming
Back (4.19)

Great Place to Get Away From It
All (4.18)

Unique Scenery Unlike
Anywhere Else (4.16)

Intriguing History and Culture
(4.08)

Variety of Unique Activities &
Experiences (4.00)

Different Experience Than Other
Places (3.99)

Clean Environment (3.98)

Opportunities for New
Discoveries (3.92)

Variety of Types/Prices of
Accommodations (3.88)

Local People Are Friendly (3.84)
Easy to Get Around (3.83)

Variety of Cuisine/Dining
Options (3.66)

Easy to Get There (3.64)

Unspoiled, Not Overdeveloped
(3.58)

Always New Experiences For
the Visitor (3.47)

Many Things To Do For Active
Lifestyles (3.44)

Good Place for Family/Children
(3.41)

TNS Report — Confidential






Prefer Destination (% for Each Attribute)

Ranked by Average Importance (2007 YTD) for Western Market Noted in Labels
Safe and Secure (4.31)

YTD 2008 n=1,195

Competitively, each of these Good Value for the Money (4.24)

destinations have Great Place to Get Away From It Alt (4.09)
strengths and Local People Are Friendly (4.07)
opportunities. Hawaii’'s Clean Environment (4.08)
position on each attribute Easy to Get Around (4.03)
is shown more clearly on Variety of Unique Activities & Experiences (3.92)

the following two charts. Variety of Types/Prices of Accommodations (3.89)

Different Experience Than Other Places (3.87)

Unique Scenery Unlike Anywhere Else (3.87)

Always More to Keep Coming Back (3.85)

Intriguing History and Culture (3.80) e Haw aii
Easy to Get There (3.78) st M@ XICO
i Alaska

Variety of Cuisine/Dining Options (3.77)

Opportunities for New Discoveries (3.74) o— Australia

Caribbean

Always New Experiences for the Visitor (3.69)
Variety of Cultural Activities (3.57)

Wide Variety of Recreational Choices (3.44)
Unspoiled, Not Overdeveloped (3.36)

Great Place for Entertainment (3.25)

Great Place for Shopping (3.21)

Special Events/Festivals (3.06)
Nature-Based Activities (3.01)
Good Place for Family/Children (3.00)

Romantic (2.96)

Q5. For each attribute listed below, please select Adventure Activities (2.71\
the destination(s) you prefer, whether you have ) —
been to the destination or not. (Hawaii, Alaska, Variely-of Nightlife: (2.58) =2
Caribbean, Australia, Mexico, or None). Base Great Place to Golf (1.68) e ey : . : )

noted in legend 10% 20% 30% 40% 50% 60% 70% 80% 90%

TNS Report — Confidential
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i Co-op Partner: Japan Airlines

¥ Dates:
@ Background:

Program:

g HTJ Co-op:
{ Hula Week 2008

ool o el B3

June 20 — July 20, 2008 & November 2008 (2-stage program)

With approximately 400,000 hula enthusiasts in Japan, there is

a large market to target and promote Hawai‘i’'s authentic hula

events and resources.

Three components

1) Watch — Invitation to traditional hula events.

2) Touch & Feel — Participate in cultural programs including
hula workshops, ipu making workshops, etc.

3) Dance — Nightly Ho‘olaule‘a performances at Waikikt
Beach Walk.

$145,550 (HTA) and $480,000 (JAL) = $625,550

Approximately 4,000 hula enthusiasts from Japan during each

stage

Attendance - 10,253 bookings

Media Coverage (Stage 1) — 6 major features with a total ad

value of $668,335. Additional coverage in 40 media outlets

including websites, newspapers, magazines, TV and_radi

programs.







Advertising Value Equivalency

North America
Total 2008 AVE: $80,597,850

(includes HVCB firm wide generated — produced — and non-generated clips for 2008)

ol M M

Season’s Greetings

Paw Yiork Tirars - Easty

?;awasiwﬂt\)teis offer up good deals fesliit ;
. Hemispheres Magazine: Three Perfect -
: Days Oahu & Hawaiian Harmonies

Circ.: 399,333
Impressions: 758,733
AVE: $21,869 _ ‘ New York Times: Season’s Greetings
Circ.: 1,037,828

AVE: $52,093
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s
o 5044800 1o A 140 S
eond e 1 BnbiEE Seingt Kol

N Gavi, BRI B TR0 A KE

Paradise Goes on Sale

s gomed o oo Thime oy el o

Los Angeles Times: oy ey e
“Hawai‘i hotels offer ol s
up good deals”

Circ.: 1,055,076

Impressions:
2,004,644

AVE: $7,519

W S T RSN S A A RN B

inmiiniaiiis. Wall Street Journal.com: In Hawaii, Paradise
; Goes on Sale

Circ.: 4,059,093 (Publication appeared in print
and online. AVE could only be found for online
- portion for this quick turnaround.)

= AVE: $4,540







90.0

85.0

70.0

65.0

O Opportunities for New Events

Shoulder Period Opportunities

Duke's Oceanfest

Pro Bowil Koloa Plantation Days l
i lronman

Hawai‘i Int’l Film Festival

\ EA Sports
* _Honolulu Triathlon/ |\ ~ \ __\ Maui Invitationa

Honu 70.3 Ironman Kona Coffee
Cultural Festiva

Honolulu Festival
Prince Kiihid Festival

Prince Lot
Hula Festival

Aloha Festivals T
Maui Marathon

Kamehameha Celebration
Pan Pacific Festival Honolulu Marathon
Maui Film Festival Sheraton Hawai‘i Bowl

T T T T T T T T

Jan Feb Mar Apr May June July Aug Sept Oct Nov Dec

Big Island Internation
Marathon







Our Target: High Yielding vs.
Mass Tourism

« Mass Tourism - covers low end packages, student
group travel and the like

« High Yielding Tourism - consumer buying in for a mid
to high end experience tendency to want to be
exposed to a variety of experiences, will tend to stay
longer and venture to more then one island

* Luxury Tourism - Investment made on their
accommodations based on overall experience within
that resort with a select few items outside of the

resort







Destination Marketing vs.
Industry Marketing

« Destination marketing responsibilities are
focused on positioning the destination image
and allure, and ensures that the key attributes
of the destination are aligned with the target
audience that potential visitors value!

* Industry shares this responsibility as well
placing further emphasis on their product and
Its features and values lending them to the
conversion.

* Both set the stage for demand for the
destination and its experience as well as the
product offering.







Marketing Planning Process

Tourism
Strategic Plan
(TSP)

/\

Annual Tourism HTA Annual FY
Marketing Plan ) ” Budget
Outline

\ e

Annual Tourism
Marketing Plan &
Budget (ATMPB)







Development & Monitoring of the
Annual Tourism Marketing Plan

o3 Meetings throughout Year Marketing Plan Public Meetings

Marketing

Contractors / \ . .
Meetings | 2009 ATMPB | — " |Spring Marketing
(3x) / ,
Marketing
Stakeholders P
Meetings fw’"‘“ N\«\
(3x) / \ 2010 Marketing
S | \ 2010 ATMPB /= | Plan Rollouts
Japan Hawaii ‘x\ (August)
Tourism Council N

Meetings (2x) )

HTAMarketmg .
Committee
Meeting







Marketing Efforts

2008 2009

2008 Jan-
Base May Jun Jul Aug Sep Oct Nov Dec Jan Feb | Mar Subtotals

Sports L e ‘T:;?f,_Q Bo
Events ? M ns T o wl Fest

HVCB Emergency Fall 2008 Access| Supplemental Winter/Spring 2009 HTA:  $7.500.000
$24.9M $3M (FY08) | $1M (FY09) $1.5M (FY09) $2M (FY09) Industry: $ 8,600,000

oM (FY08 3M (FY09 1.6M (FY09 2M (FY09 Other:  § 1,400,000
$2M (FY08) $3M (FY09) : $ (FY9) 320 (FY09) TOT:  $17,500,000

i H H i

Fall 2008 Access
$370K (FY09)

$1.66M (FY09)

Fall 2008 Access
$175K (FY089)

$1.063M (FY09)
Fall 2008 Access

HTJ

$7.8M HTA: $ 370,000

Industry: $ 1,660,000
TOT: $ 2,030,000

HTAsia

$1.1M HTA: $ 175,000

Industry: $1,063,000
TOT: $1,238,000

A HTA: $ 105,000

§
i
5.900M i S105K F¥09) Industry: $ 250,000
i $250K (FY09) TOT:  § 355,000
HTE ' Fall 2008 Access b ‘
$.883M ; $115K (FY09) % HTA: $ 115,000
: : Industry:  $ 350,000
: $350K (FY09) : TOT:  $ 465,000
SMG | ; : ; ; ; g ' § : i
56.5M I R A T R D R T
_— TOTALS
HTA Contributions HTA  $8.265,000
industry Contributions Industry:$ 11,923,000
e Other. _$ 1,400,000
Other (HVCB) Contributions TOT: $21,588,000







# Timeshare/Vacation Ownership







Timeshare Inventory & Growth

9,000
8,000
7,000
6,000
5,000
4,000
3,000
2,000 -
1,000

o B8 B
2002 2003 2004 2005 2006 2007 2008

0,
+10.0% +A.0%

+13.1%

+10.0%

+13.9%

+3.3%







Timeshare vs. Hotel
Occupancy Rates

Statewide 88.6% 68.9% 91.9% 70.6 %
O‘ahu 94.4% 72.9% 91.0% 77.2 %
Maui 84.7% 66.9% 93.9% 64.5 %
Kaua‘i 92.8% 70.6% 93.0% 72.8 %
Hawai'i 86.6% 58.1% 82.1% 57.3 %
Island

Source: ARDA & Hospitality Advisors







HTA Forecast Methodology
(Arrivals)

— Reviewed forecasts by DBEDT, UHERO,
BOH

— Developed assumptions for overall
economic climate and then by MMA

— Looked at each MMA by quarters and
historic arrivals, taking into account
promotional activities, airlift, meetings and
conventions
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US West Arrivals
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US East Arrivals
2005-2009F
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Japan Arrivals
2005-2009F
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Canada Arrivals
2005-2009F
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Oceania Arrivals
2005-2009F
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Asia Arrivals
2005-2009F
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Europe Arrivals
2005-2009F
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Total Visitor Arrivals
2005-2009F

7,800,000 oy

7,600,000 -
r

7,400,000
7,200,000 \

7,000,000 \ -10.8%
6,800,000 -2.3%
6,600,000 ]
6,400,000
6,200,000

6,000,000 ;
2005 2006r 2007 2008e 2009f

+0.0%

HTA’s preliminary forecast.







Key Takeaways

 HTA is aligned with the State Tourism
Strategic Plan which frames the marketing
contractors activities within the Strategic
Marketing Outline and Industry Stakeholders
meetings

 HTA is constantly monitoring key industry
iIndicators/gauges as well as tangible
measurements
— Marketing Effectiveness Study
— Access — Return on Investment
— Advertising Value Equivalency







Key Takeaways (cont.)

 HTA recognizes the significance of the
culture, events, and festivals and their
strategic alignment with the marketing of the

destination.

« Access to our islands is a key denominator to
the success of tourism and to the overall
economy of Hawai'l.

« Our sensitivity to the balance for our islands

with regards to arrivals and expenditures and
the optimum customer profile that we market

towards.







North America







Hawaii Visitors & Convention Bureau

January 30, 2009

Yisitors & Cosvention Baresu







Conversion

¥isitors & Convantion Bare
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Historical North America Arrivals to Hawai

2007 vs. 2001 Growth: +31.2%
2008P vs. 2001 Growth +14.8%

6,000,000
5,454,184 5479,606

5,210,403
5,000,000 - 4,790,542 +796.053
4,468,218
4,177,182 4,259,367
4,000,000 -
3,000,000 -
210001000 "
1,000,000 -1
0 A , . . | |

2001 2002 2003 2004 2005 2006R 2007 2008P

Source: HVCB Market Trends analysis based on historic DBEDT data

¥igitars & Convantion Buresu







. Historical Nort

(In $Millions)

2007 vs. 2001 Growth: +52.4%
2008P vs. 2001 Growth: +30.6%

h America Visitor Expenditures

10,000
9,000 -
8,000 -
7,000 -
6,000 -
5,000 -
4,000 -
3,000 -
2,000 -
1,000 -

$6,017

$8,893
$8,292
$7,459

0

o

2001

$6,943
$6,403 I I

2002 2003 2004 2005 2006R

Source: HVCB Market Trends analysis based on historic DBEDT data

$9.171

2007

$7,862

2008pP

Visitors & Coavention Bare
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¢ Summer 2007
* Sub-prime Crisis begins, Stock Market volatility

= Softening N

ational Economy

= Slowing First Quarter Bookings

 HVCB Action

= Moved up Marketing Programs to impact First
Quarter 2008

Yisitors & Convention Bsresu

AR B R v : ' i R







2008 First QUarter Hawm‘| Industry Indicators

Visitor Arrivals

2008P

2007

\\\\\\\\\\\\\\\\\

% Chge

2008P

2007

%Chge

Total North
America

1,353,976

1,355,177

~0.1%

$2,324

$2,343

-0.8%

Source: State Department of Business, Economic Development and Tourism

.
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The Perfect Storm — Second Wave

* April/May 2008
= Skyrocketing Oil Prices
* Impact on Low Fare Carriers

* Legacy Carriers Evolve Strategy
— From Market Share to Maximizing Yield

= Aloha/ATA failures

= Loss of 15% of Ha
e HVCB Action

= Need Irive de
Aloha/ATA loss

waii airlift

- J \ o,
W 3 U]
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/7 \

By SUDHIN THAN
Friday, April 4, 2008

round trip from $9 76

commenrs (T et {size |

(04-04) 03:31 PDT Honolulu (AP) -~
ATA retums to bankruptcy

The abrupt shutdowns of ATA Airlines and Aloha Airlines (4/3)

won't keep travelers off Hawait's shores altogether, but ATA, Aloha woes fikely GANTAS
mean highar fares (4/3) Spirit of Australis BOC

they could make an already expensive vacation destination Hiben, Holokeai afisitisems

even pricier and potentially put the leis and luaus out of tough on travelars (4/3) MOSTREAD  MOSTEMAILED  TOP STORIES
A — United grounds planes for STEMAL TORIES |
' satuty bupactions (43} 1. Fatal shark attack forces beach closures near San
lich df . ; American, Delta cancel Diego
Flights to and from Hawaii had been a key part of ATA's maore flights (3/28) T AT ap—

Southwest grounds 43

| business ever since the Indianapolis-based carrier scaled oanes (31150

. 3. Prosecutor: Pregnant teller waunded in robbery
foses twins

’ | back its route network following a previous trip through

& Internet
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LAT Home | My LATimes  Print Edition
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Travel & Deal Blog
Message Boards
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| Search |

Our family rates put
the “Oh!” in "Ohana.

White sand besthes.
LuRUry $pa,
Champlonship goil

Giver the recert vanishing
oihers), fm expec
ri-lrainet isn't #° Fewer s2ats + summer Season demand = increased

rates.

g Doing some onfing poking sround, Hested oud potertial trip costs far May

B 12-16, 2008, Via Kayak, | Hound & 3823 fare (ncluding taxes) nonstop on
Corttingrtal Al from Los Angetes (LAX) to Honnigha, Hawai (HNLY.

z, Mrigd &y 17-22, 2003, and found a Defta Al Lines flight for

3, Hawail, #t tine of chacking, :
i the next avallabis fare was 9678 on -

On Orke
A $632 (inciuding taxes) rom LAY o
fwo seats were i st this price,
Alaska Airlines.

%3 vet soourred ath summer rates
' Havea

0, it lookz fike risthing ton drastic b
zilable now, are ot all thad different thae the price tags

T

r s

HAWATL
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Summer-trip costs go up; Hawaii most

Vacai

© Get ready to pay more for your summer

i trip. Overall vacation costs are up 5.4
percent from last year, according to
AAA's annual, nationwide vacation costs
survey.

Travel Wise

Real eatute : The survey found that a family of two

it : adults and two children can expect to
pay an average $261 per day for food and

lodging in the U.S. Lodging rates will

average $141 a night, up nearly 9 percent
from last year. Meals will cost $120, up
nearly 2 percent.

The most expensive state for vacationers
. remains Hawaii where the daily cost of
food and lodging for a family of four will
average $559 per day. Other destinations
. with a high average daily cost include the
i District of Columbia, $518; Nevada, $348;
: Rhods Island, $323; and New York,
i $329.

Road travelers can get an estimate of

vy fuelcasteatculator com

Travel documents

@ enfarge
Mega ship: The world's blgges( cruise
finer, the Freedom of the Seas, entered
the port of Hamburg, Germany, for final
touches ot a shipyard last week. Royal
Caribbean's 1,112-foct ship will depart
Tuesday on its maiden voyage across the
Atlantic, then offer Caribbean cruises out
of Miami. it can carry 3 600 passengers
double occupancy (and almost 4,400
‘when third and fourth berths in cabins
are used). The ship has a surfing pool,
ice-skating rink and rock-climbing waill.

Related

o Sign up for Travel e.mai

RKelax with
Gteaktast in bed
@ Sign up for MAsource Travet Deals and g fate checkout.
nevesletter

T

gas costs of a trip between U.S. cities using AAA's fuel cost calculator,

| Be sure to get your passport before new law kicks in
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ATA ticket holder Terry Rudolph of
Colorado Springs. Delo,, apeaks with
State of Hawali inforraation agent, Lisa
Young, whils she tries ta 1ebook hat
flight ot of Honohalu Interational
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C} Visiting Hawaii gets even pricier
Ralalichiod Saturday April 12th, 2008

. Bankruptcies at ATA Airlines, Aloha Airlines, likely mean higher Hawaii fares

%i?:éig By Adam Schreck
W U8 THE ASSOCIATED PRESS

The abrupt shutdowns of ATA Airlines and Aloha Airlines wan't keep travellers off Hawaii's shores
altogether, but they could make an already expensive vacation destination even pricier and potentially put
the leis and luaus out of reach for many.

Flights to and from Hawaii had been a key part of ATA's business ever since the Indianapolis-based
carrier scaled back its route network following a previous trip through bankruptcy in 2006.

On Agpril 10, the aitline suddenly quit flying, leaving passengers on the islands and elsewhere stranded
as it again headed for bankruptcy coudt.

Virtually all the cartier's more than 2,200 employees were laid off.

| "It hurt,” said Minneapolis-based airline expert Terry Trippler. "They did a lot of business to and from
| Hawaii at faitly reasonable prices.”

.
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% B Here B Mews W Travel B oMoney B Gnods MUk M Teth

Become a member of the USA
TODAY community now!
Login | Become a member
WWhs's trig?

s 8ir sHatels »Pack

Panic in paradise: Are high fares the new
reality for Hawaii?

ages wCpises wCars e g

LpdaTn 30 | Conments B3 & 1 Recommend ¢ 4 Save| P""“m
By Molly Feltner, Smarter Travel.com @ Mixx it
6&?«%&32&@

Earlier this month there was panic in paradise. On March 31, Aloha Airlings, a 80-year
veteran of Hawaii aviation, abruptly shut down, followed two days later by ATA, an ailine

known for cheap flights to four of Hawaii's islands. With those shutdowns, Hawaii lost 15% Digy
of its service from the mainiand, or about 1.1 million seats annually. ﬁ Howeorine
Reddn

Price gouging for travelers flying to or from the West Coast cities served by the airlines setin
immediately, with stranded passengers quoted prices up to $1,000 for ohe-way flights out of l Facebook
Honolulu on other airlines. Yhile ticket prices remain exorbitant for this week, as travelers hee
stuck with worthless Aloha and ATA tickets scramble to getto or from Hawail, looking

forward, increases seem a lot less daunting.

The lowest average round-irip fares between the major cities aflected—Los Angeles, Oakland, San Diego, San
Francisco, and Honolulu—drap cansiderably for travel later this month. The bad news is those fares are about
$60 to $100 higher than pre-April prices, and they don't appear to drop any further for travel during the remainder

ofthe year. You can expect thase fares to spike by $200 to $400 for the usual summer high season between
Infn Mav and late Aueniet and by 8200 far the N her halidave ’

sigart Lipany  wVacation Retals

Yhat's

thi

Upto 25% uff Upscale Tahoe resori from
$a8night« Bookt.com

$31rt+ 11-night deluxe Hawaii sailing to Lahaina

& Oahu = Celebrity

§283+ Vegas Z-nttrip at palatial resart wiairfare »

The Venstiar

Advertisement

Lifestyie Alicles

Is Your Computer Slover
Than When You Bought It?

Need Help Planning Your
Destination Wedding?

' Make Expensive Vehicle

Repairs a Thing of the Past

HAWATL
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2008 Summer Promohon
Consumer — Adms"mmg

Newspaper —

Sunday Travel Sections
* Los Angeles Times

ange County Register

* San Diego Union-Tribune

* San Francisco Chronicle

*  Sacramento Bee

* QOakland Tribune

larin Independent Journal
an Jose Mercury News

* Contra Costa Times

*  San Mateo County Times

Save $200 off your trip
to the Islands right now,

HAWAT!

Book mow ax gobas: TRA IRy R R
B it
O AR 2 5 N SRR

A bR
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2008 Summer Promohon
Consumer — Pub!m Ra!mmm .

* Promoted Summer Campaign via news
release distribution to local, trade, online,

and national media

* Leveraged CMMP partnerships with ABC TV
stations

=  In-market promotional sweepstakes and on-air

exposure through morning shows

HAWATL
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2008 Summer Promotion
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2008 Planned* vs. Actual

Scheduled Nonstop Domestic Air Seats to Hawai

{

800,000

‘Q
i

700,000

=
600,000
N

~— Planned

—#— Revised (w/o

Aloha/ATA)
- Actual

500,000

400,000

300,000

200,000 T . T . . . . . T . .
JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

Source: Sabre ADI database

*Includes planned
capacity on OAG
airline schedules
as of March 2008







' The Perfect Storm — Third Wave

* Summer/Fall 2008

= Air Fares climb as Legacy Carriers drastically cut
back flights across their systems

= Hawaii perceived as high-priced and out-of-reach
= Global Stock Market meltdown in October

 HVCB Action

= Analyzed marketplace, mounted a direct attack

* Discovered 2008 Package prices (air, hotel, car, etc.)
actually less expensive than 2007

* Nationwide multi-media campaign
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fos Angeles Times
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The AAA 2008 Vacation Coasts Survey, which
culls published rates tor mare than 60,000
restaurants and lodgings, recommends @
budget of $244 per day for two while traveling
in North America.

Here are the states found to be the most
expensive vacation spots. (Costs are based
on average published prices for meals and

Meals: $117 .40
Total average daily cost: $792.76
Phota: Hulupoe Beach near the hote! at

Manele Bay.
(Beverly Beyette / Los Angeles Times)

BELATED:
10 least e e atatess for 10 aeaing

£
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2008 Winter Promotion

THE ISLANDE G2 AL

2008 packages
NOW LESS THAN
2007 prices at

gobaeait.com/deals
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2008 packages
NOW LESS THAN
2007 prices at
gohawaii.com/deals

HAWAT!

THE ISLANDS OF ALOHA
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2008 Winter Promotion

_ Consumer — Online
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Create your very own story
in Hawaii

Castle Kanakal Villas ipaisd ocven visw studie)
~ walid Aug 21 - Do ZUOWUE - Bonu avery $ih night free!

THE ISLANDS OF ALOHA
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2008 Winter Promohon

Consumer — Public elations

e Return On Vacation
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FOR IMMEDIATE RELEASE
October 14, 2008

ALOHA WINTER! HAWADT ANNOUNCES SPECIAL VACATION DEALS

HONOLULU ~ Under the theme Discover Mure OF Haweat 't For Less Than You Imayined,
the Hawai'i Visitors and Convention Bureau (HVUB) has launched a winter vacation campaign

offering travel packages to the Hawaiian Islands at deeply discounted savings.

“These packages are good news for travelers who may have been deferring a Hawat't
vacation over cost concerns,” said John Monahan, HVUS president and CEQ. "The savings
being offered mean the cost of & Hawat't vacation can now be less than a year ago.”

Becognizing that travelers in this economic environment are seeking incredible
experiences unique to a destination, but at a great value, HVCB has introduced a new website

GoHawail.comy'Value - listing the Hawai'l vacation deals. Visibors are encouraged to check
back frequently to view updates and new offers as they become available.
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$500 AIR CREDIT
Mow Enjoy Luxury Travel for Less!
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Winter Progmm Elements

sdutelligencer

Hawaii promotes its ‘value’

Shutdown of Aloha,

et Seattle Post

Lcom

HONOLULU (AP) Hawaii's experience.” “I'nis is the classic perfect storin,
tourism industry is offering new deals,  Officials said despite rigine airfams  «aid.Iohn Monahan tha huremi'a nree.

Incentives and packages as it grapples a Hawailan vacation pe

with turbulent airline industry and less this year by hundres
Amerieans holding tight to their wal- compared with last year. an ose ercuv
lets. are offering a complime

Officials on Wednesday unveiled a night or breakfast and more business- W0 BIQJor Carriers Serving tne isiands
$4.5 million eampaign to lure yisitors es are offering 2-for-1 deals on activi

for the remainder of the year The ties. Y ;|

effort is part of the more than $125  As part of the Hawaii Visitors an 4
million in emergency funding that has Convention Buresau's new winter ca p
been devoted by the state and busk pajn  advertisements

foaturin
nesses to combat a slunp intewrisin.  jymphack whales, hula dancers and ?&m&\ﬂ&g Ag“;;_ﬁﬁﬁm
. mponent is promoting :

b as a destination, which Preathtaking  scenery will start -
to dispel the perception @PPeariig in newspapel

ds h be 8 tions this Sunday. Targete
nds have become too ban"O}' ads will also appe: an t ‘ a‘ anﬁ I l I
8- 0 go to Vietnam, Bali veb sites.

and some of these other placos like  Over the past decade,
Basrian Wb nt dha and of il oo ok 12CE0 Many challenges thae wave saneu

INTERNATIONAL e

l‘l'alb ﬁrlbunc YAHOQ!% FINANCE

THE GLOBAL EDITION OF THE NEW YORK TIMES

E‘HUES
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TRAVEL TO HAWAI*

The \X/orid S Best Retum Onw\/acat

fiow that o PP nduloence.
t'sa tmcmm Hm r‘s.,fnw munmkcwm*mmw i's .lim necessary 1o koo vou're gotting
the best possible value for your trevel dollar. So while you're debuting when and where to
g0 thix year, it belps to know thut Havar's offers a greater “Return Ope Viwation™ than any
ofher dextination.

A Hawat'l vacation gives you the all oo e opportunity o truly relax. o replenish
your spirit, reaaite with family and frieads, repew your sease of adventire. and exploae the
naturnd wonders of our planct.

Faix mmajor sbands are greca-capped
mowstains Hfwd from the bottom of the sea,
docorated with ratnbowes, surrounded by blivs-
fully clear waters, ard rinemed by sun-swem,
sugary-sand beuches.

The "Big Isband™ of Hawai'l is known for
Hx two active voleanoes but 1t abso boasls a
roval paloce. a festival dovored W ancient hula,
and countioss othey rembiders of awaild™s vich

cultural herstuze.
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ama Microsite and Promotion

Publicity Campaign directed to print and broadcast media, online
media outlets, and blogs.
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FORIMMEDIATE RELEASE
November 36, 208

TRAVELERS CAN EXPERIENCE BARACK OBAMAS HAWALL
President-Elect Was Borm and Raised in Honoluls

HONOLULU - Honolulu is proud o be the birthplace and bovhood home of
President-eiect Barack Obama and visitors to Hawal’i can ea
places that shaped the foundation of his life and rise to becoming the leader of the free world,

The young Obama flourished fo the Islands, where eal valves foster tolerance,
compronss and mutual raspect - and where diversity defines peaple rather than divides them.
The sociafmores of the Aloha State and the experience of 5 N—
hada deep and lasting imluence on the President-elect.

Fans of Hawat
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gave s Huwei
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% Obama's childhood ™
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2009 Plan
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North America Leisure

Visitor Sentiment Q’4 2008

Visitors & Convantion Brresu

SRS — PR RN IRIRE s e e E e RN e







"TIA Travel S

Interest

Time

Personal Finances

Affordability

Quality of Service

Safety

0% 20% 40% 80% 100%

About the Same

Less/Worse More/Better

Base: Air Leisure travelers Source: Travel Industry Association, travelhorizons Survey — October 2008
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Air Travelers Travel Sentiment:

Mar

Apr

Jun

Aug
Oct

Dec
Feb

Apr
Jul
Oct

20% 40% 60% 80% 100%

More Interested

Less Interested E About the Same

’ Base: Air Leisure travelers Source: Travel Industry Association, travelhorizons Survey — October 2008
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Mar
Apr
Jun
Aug
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Dec
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- Base: Air Leisure travelers

60% 80% 100%

20% 40%

More Able

Less Able & About the Same

Source: Travel Industry Association, travelhorizons Survey — October 2008
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Mar '07
Apr '07
Jun '07
Aug '07
Oct '07
Dec '07
Feb '08
Apr '08
Jul '08
Oct '08

20% 40% 60%

More Affordable

Less Affordable & About the Same

Base: Air Leisure travelers Source: Travel industry Association, travelhorizons Survey — October 2008
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Air Travelers Travel Sentiment:

Mar
Apr
Jun
Aug
Oct
Dec
Feb

Apr
Jul
Oct

'07
‘07
'07
'07
'07
‘07
'08
'08
'08
'08

20% 40%

Less Able & About the Same

More Able

Source: Travel Industry Association, travelhorizons Survey — October 2008







2009 Plan Adjustments







12009 Plan Adjustments

e Focus
- HPHTT

e Coordinate

- Further align marketing programs

* Leverage

- Continue to leverage HTA assets with industry partners

¥igit Da.a. ntion Baresu







. 2009 Plan Adjustments - Focus

High Potential

Hawai‘i Target Traveler
(HPHTT) Audience

o i
= A\wxhw“;«mwawé

Yisite 30». enrs = -!ine







3
i
i
SR

Sabre AD! ;

Menlo '

Fall/Winte

’ | , 2008 High

‘,~ldenhflcahon R L Dastmahon | Potential
of the Hawau . passenger - . Hawai'i

Tc:rget - markets mto,'_ . Target

aer (HT’ - “ Travelers

Special analysis of avid Hawai'i Analysis of airline O&D Optimal
Target Traveler data to identify 0 s passenger traffic, future —p geographic target
less-price sensitive, higher-income booking pace, future markets & traveler

segment of HTTs capacity plans and profiles

airline industry insights

Visitors & Convention Saresu







. Target Markets .

* Finally, given airlines’ expected renewed focus on hub
routes, a final “filter” was added to identify which of the
target markets were air carrier hubs (where efforts to
stimulate traffic would therefore have the greatest likelihood
of near-term success).

* Based on the preceding, the top target markets have been
identified as:

® Chicago

* San Francisco

« Seattle

» Phoenix

>
Yisitors aarention Beresy
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| 2009 Plan Updates

Evaluation of Marketing Programs

* Magazine Advertising
* Online Media
* ABC/Disney CMMP

ﬁa:!ubni;n ==sa Bresu
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ABC Multi-Platform Components

Brand

SpotTV. " Online — " Mobile — " Emerging " Integration

ABC O&O
Affiliate Stations

New York
Los Angeles
Chicago
San Francisco
Dallas
Woashington DC
Phoenix

e

ABC Full Episode
Player

(details follow)

Local ABC Station
Sites

Around the World

Travel

National
ABCNews.com

National WAP
AT&T / Sprint

(details follow)

&
Local WAP
ABC O&O
Stations

« abc ;
Hawaii Widget View From ﬂ'!e Bay
(LOST sample San Francisco

widget shown)

190 North
Chicago

DisneyNature Films
Earth

Yisitors & Cosvention Beresa







High Potential Hawai‘i Target Traveler
2009 Plan Updates

e Celebrity-Led Media Tour
= Key

rkets
 Regional ABC Show Integration

= San Francisco — KGO-TV *
= Chicago — WLS-TV “190 North™

iew from the Bay”

4

KGOQ-TV/DT







" High Potential Hawcu i Target Traveler
 Plan Upd@fﬁ; .. '

Wholesaler Co-op Programs:

* Traditional Wholesalers
° Online Travel Agencies
 Airline Wholesalers

e Un-traditional

Yisitors & Convention Berese







'ngh Potenhal Huwm i Target Traveler
2009 Plan Updates

Wholesaler Co-op Programs:

* Traditional Wholesaler

Developed cooperative marketing agreements

* Increased focus on training

* Increased island chapter coordination

R 3
Yisitors & Convention Ssresu







' High Poienhal Hawm i Target Traveler
2009 Plan Updates .

Wholesaler Co-op Programs:

e OTA’s

Developed cooperative marketing agre

ements

* Increased focus on training

* Increased island chapter coordination

Developing coordinated consumer marketing

* Travelocity

Visitors & Convantion Beresa







ngh Potenhul qual i Target Traveler
2009 Plan Updates *

Wholesaler Co-op Programs:

e Airline Wholesaler

* Developed cooperative marketing agreements

* Increased focus on e-marketing to their databases

vtm u‘c syention Bar







High Potenhal Hawm ; Targei Traveler

9 Plan Updates

Wholesaler Co-op Programs:

e Un-traditional

= Develop further leverage with existing and
partners

g .
Yisitors & Convention Beresu







High Poientml Hawm i Targef Traveler

2009 Plan Updm?g

Partnerships:

* American Express Corporate Partnership

= Travel

* Magazine Publishing Group

= Credit ¢

¥isitors & Convention Beresa







I.mr Potential _.._n<<n ‘i Target Traveler
2009 Plan Qv&@%@% ..

Partnerships:

* Gateway Market Blitz

* Industry-wide effort

Yisitors & Convention Buresu







* Incentive Market Emphasis

* Asia Business Expansion

* Activities/Attractions Added-Value Program

Yisitors & Consvention Bsresu
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December 2008 Taipei Media Blitz

, 144
Visitors & Convantion Bures
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Multi Language E-Initiatives

v . .
Visitors & Coavention Beresu
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Business Marketing

Wigtue Is ity ovwen reward, But 2 trip te Hawali is a better incentive.

e SN D Pt oF 3 b v i

AN L
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Online Postcards

Print Ad

¥igitors & Convention Bernsu







Mahalo!

¥isitors & Convention Bureau













Presentation to the Legislature
January 30, 2009
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Current Challenges

Economy

Air — Diminishing Seat Capacity
Decrease in Meeting Attendance
Increased Cost Competition
Distance

Boondoggle Perception

Mo M Wit

e s







Hawaii Convention Center/SMG Sales and
Marketing Team

North America International
« East Coast « Japan

« Midwest « China
 North East

West Coast







North America

e Direct Sales — Associations

* New Initiatives
« Meeting Space Program
« Developing Market — Tradeshows

« Business Ambassador Roundtables

« Key Industry Collaboration - PCMA







North America

Target Markets

» Trade, medical and professional
organizations with emphasis on
education

- National and International Industry
conventions, trade shows and events.

» National and International Trade Show
Production Companies with interests in
the Pacific Rim

e







HAS JUST BECOME
2our LUCKY NUMBER

NORTH AMERICA

Launched at PCMA Annual
Meeting — January 2009

“Faced with a tough global
market... [meeting] planners’
operational decision will be
driven overwhelmingly by
cost...”

Future Watch 2009







HTA Strategic Initiatives

« Create a “dual brand” for Hawai'i — a compelling
business image coexists with Hawai'i’'s successful
leisure travel brand.

« Develop a brand image that portrays Hawai'i as a
one-of-a-kind destination with a unique culture
and a variety of experiences.

« Developing marketing programs that continue to
attract first time visitors to Hawai'i.

TS S PR







Positioning Hawai i

"The opportunity that Hawaii
offered - to experience a variety
of cultures in a climate of
mutual respect - became an
integral part of my world view,
and a basis for the values that |
hold most dear."

- Barack Obama







Hawai i Represents...

Diversity, inclusive host culture,
multi-cultures, life-balance,
rejuvination...

» Capitalize on Hawai'i’s “Global Advantage”
— Crossroads of the Pacific

« Encourage development of first-time joint
meetings between US & Asia organizations

» Focus on medical and professional meetings
with global outreach needs

LA







International Conferences

Asia Pacific Economic Cooperation
(20,000 delegates) — Potential for 2011

Economic Cooperation

International Union for Conservation of Nature
(10,000 — 15,000 delegates) — Potential for 2012

Pacifichem 2010
(10,000+ delegates) — Definite for 2010







BUSINESS INITIATIVES

United States Department of Energy
Office of Public Affairs
Washingtor, DC 20585

NEWS MEDIA CONTACT: FOR IMMMEDIATE RELEASE
Julie Ruggiero, (202} 586-4540 Manday, January 28, 2008

U.S. Department of Energy and State of Hawali Sign Agreement to Increase Clean Energy Technologles in
Hawaii
DOE to suppost tronsformation of Hawail's energy supply through Howa! Clecn Energy initiotive

HONOLULU, Hi ~The U.S. Department of Enecgy (DOE} and the State of Hawali today strengthened cooperation
0 imp <lean energy g:es that will incr rergy efficiency and maximize use of the State’s vast
and abuadant ie s . DOE Assstant v for Energy Efficizncy and bie Energy
Alexander Karsner and Hawad Governor Linda lingle signed a Memorandum of uUnderstanding (MCU)
establishing the Hawaii Clees Enegy Inttiative (HCES, 2 long-term partnership designed o transform Hawalr's

nergy system o one that wtifizes senewable energy and energy efficient technaiogies for a significant portion
ts energy needs. The pactnership aims to put Hawaii oo a path to supply 70% of Rs 2azrgy needs using clean
energy by 2030, which couid reduce 72% of Hawail nt crude ofl cansumption. This type of clean energy
transformation witi continue to help sharply reduse grezahouse gas emissions.

“Through this unique initiative, DOE is pleased ta commit its technical and policy expersise and capabilities to
help demonsirate reliable, dable end clean energy technologies in Hawait. With a0 abundance of natural

and envir treasures, Hawaii is the ieal location to showcase the broad benefits of
renewable energy ai work on an unprecedented scale,” Assistant Secretary Kassner sai. “Hawail's success will
serve as an integ i model and di test bed for the United States and other istand communities

globally, many of which ar2 just beginaing the transition to 5 clean energy aconomy.”

“This inncvative, unprecedented partnership bulids on the progress the stata has made 1o icrease energy
independance by decreasing Hawall's reliance on imported of,” said Govern gle, who previewed the
historic agreement last week in her State of the State Address. “Our islands’ abundant natural sousces of
energy, ined with the < le< of the Department of Enetgy wiil help Hawai'i lead Amenca
in utifizing clean, renswabie energy technelogies.”

As & leader in claan energy technalogias, DOE wili work with Hawaii to further the potential of its naturai
i sun and bioenargy resources. DOE will immediately engage experts in tlean energy
heip Hawail 1¢ [aunch several projects with putlic and private sector partners that
critical needs for Hawaii's transition to a clean energy economy, including

target early opportunities as

.

Dasigning cost-zfective approaches for the axclusive use of cenewable energy oa srealler slands:
Designing systems to improve stability of electric grids aperating with vasiable genarating sourcas, such
as wind powes plantz o the slands of Hawal: and S3aul:
Minimizing enesgy use while maximizing energy eficier
lasge milizary h developments;

Expanding Hawail's capability to use lozally grown csaps and byproducts for oroducing fuel and
electricity; and

Assisting in the development of comprahensive energy regulatory and policy frameworks for pramoting
clean energy techaoiogy use.

¥ and renewakie energy technologies at new

This cooperation between DOE and the State of Hawaii ¢
indtiative, which ahms 1o ides clean energy sahitions for
energy security and reduce cur depandence on foresgn o

inues the work of President Gush's Advanced Energy
2 entire nation, set the 14.5. oa the path to greater

« US Department of Energy Letter
« HCC building highlights

+ Attract programs like: US-China
Green Business Exchange

» China and India — Growth
- Working with other SMG
properties

+ Going forward — Highlight Green







Attendance Building

« Impact the short-term numbers
for 2009

» Maintain number of delegates
from the US

« Develop or increase delegates
from new global markets







Key Market - North America

Global Outreach Program is designed to:
« Aftract the US medical, dental and technology
conventions to Hawai'i

« Designed to overcome objections of boondoggle

« Offset objection of distance — center of the Pacific

R S oeaggtRoosiants

e o i







Global Outreach

Meeting Globalization Trends

« 22.9% increase of international attendance at US
medical conventions — (Healthcare Conventions &
Exhibitors Association 2008)

« 38% say the increase in their medical specialty area is
growing faster outside the US - (Healthcare Conventions
& Exhibitors Association 2008)

« 20% of MPI/American Express Future Watch
Respondents expect to extend their global reach in
2008.

e
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Global Outreach

Top Five International Growth Markets
for US Medical Meetings

1) China

2) Canada/Japan (tie)
4) United Kingdom

5) South Korea

Oy VRIS S |
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2009 Year of the Dentlsts

Attendance Building

« ADA — San Antonio — Record pre-registration
« Japan Dental Show — 60,000 delegates/ 1 every 4 years

« South China Dental Show — Guangzhou - 50,000
delegates

« Dentech Expo (China) — Beijing — 50,000 delegates
« Assisted in Europe

« Denmark

« Germany — Largest European Dental Show

« Brazil — Sao Paulo — 60,000 delegates

« Mexico

Mo Mgl it
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AACD - American Academy of Cosmetic Dentist
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FLYER FOR DENTECH 2008~SHANGHAI

@ AN AN ACADY
o Costic Dixt
“3) 32000

sacd. hawitd convent ton, nm&

Zi F A ﬂ.&mﬁw%mm%% CHORATECTROE, MO A
WEh g, AR AEY ?m%ﬁa AR, IR
RoRfy™dh, MHRR.

HMRBTHPS M erioan Acadeny of Cosmetice Dontistrey,
AACDY 3R 1 RS R B R T To A
g%%%ﬁ%ﬁ%wwégﬁgﬁxxxﬁz‘ﬁxzﬁgﬁﬁéﬁ
AN R TR T
BORWM 9vaNR
BRAGLA: MORREU L PR %w& B, BN,

RGO R PR, BRI

%

7 5 b ¢ ¥/

. 2500A % .Mm
, el

%zxr ?;i feonvent fon, com o

AP R LRI &?%%%

AR AU
BW LB AR L | sican Acadewy of Pediatric ?;: Lry,
§§V%&w$14,?\mﬁ, mﬁ.@%z¥§§$<zgﬁ
B, BB, LB WASERILE AR
Gl % £E§%%%%%ﬁ$§%51§§$f
%%%%,@gpﬁx%%@ﬁﬂiﬁkﬁﬁ.zgz%
>$;§§%%@%%%%%%@%@%§:§§%;

nda, hawai fconvent fon, nﬁM@
SOUMBELRGIR. W, PRBM R AL BN R
UHBE, MR R, BB R AR S
R H B (American Beatal Association, ADADY 0T PIRAGIE,
DT R sy, RO RG0S . A ADABI AT i
FHE RSB 6 A L ERITHEAY. M. BB, &

PG AN LR R ORI BB KT

B R R0

BTV T RSB !

LG TR DS AR IR Ol
e L s v A R,

DI, SR B L 41 A K

bt EWAST P IRIERIT, 2 ¥R

s a&\mwm 5y %ﬁw»mm

iy B AT J
TR fwﬁr %%%wmm« £ m?.a :%X WL PR R
i BUS I LN,

SRR R R R M G
AT RIN f R R R BRI r%%ﬁ%@%@
R RN ARG B, BN, PO
Pria iy R, RS L 2R

AFHAMLRGE, BH BN
AP ARG FRE BRI B L A8 )
B Kbk, TLWER.

R RREHBK

J

CHINA







SSS2TET

On-line Dental Forums - China
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2009 Year of the Dentlsts

Goal —

« To maintain attendance at projected levels
- NO decrease

 10% of the total attendance from
international markets

S SRR
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Hawai | Convention Center — 2009 Bookings

Event Name Event Type  Start End Delegate Rm. Nights
x8.04

Oahu

International Group 2009 Banquet lIl | 1/15/09 | 1/15/09 1,000 1,500
Intemational Group 2009 Meeting | | 1/18/09 | 1/18/09 300 450
2009 CCME Annual Conference Meeting Il | 1/26/08 | 1/28/09 680 5,467
Intemational Group 2009 Banquet lll | 1/31/09 | 1/31/09 1,500 2,250
ABC 2009 National Craft Championships Convention | 2/25/09 | 2/27/09 2,000 16,080
AAGP 2009 Annual Mesting Convention | 3/1/09 | 3/10/09 1,500 12,060
Intemational Group 2009 Public/Gated | 3/11/09 | 3/16/09 3,500 5,250
Intemational Group 2009 Convention | 3/12/03 | 314/09 1,500 1,250
Intemational Group 2009 Meeting | 4/5/09 4/3/09 500 750
ISMRM Seventeenth Scientific Meeting and Exhibition Convention | 4/17/09 | 4/23/09 4,500 36,180
BAACD 2009 Scientific Session Convention | 4/25/09 | 5/3/09 3,205 25,768
MLA 2009 Annual Meeting & Exhibits Meeting Il | 5M14/09 | 5/20/09 2,300 18,492
62nd AAPD Annual Session Meeting-; Il | 51909 | 5/25/09 2,500 20,100
International Group 2009 Meeting II | 5/23/08 | 5/23/09 4,000 6,000
Civil, Mechanical, & Manufacturing Innovation Grantees & Research Conference Meeting Il | 6/22/09 | 6/27/09 2,500 20,100
ASPB 2009 Convention Convention | 7/18/09 | 7/22/09 2,000 16,080
150th ADA Annual Session Convention | 9/30/09 | 10/3/09 40,000 321,600
IREM-CCIM Success Series 2009 Meeting I | 10/0/09 | 10/18/09 1,400 11,256
ASHG 2008 Annual Meeting Convention | 10/20/09] 10/24/09 6,000 48,240
NACAS 41st Annual Conference Convention | 11/7/09 | 11/11/09 1,100 8,844
Jehovah's Withesses 2009 International Convention-Group 1 Convention | 11/1709] 11/23/09 9,500 76,380
Jehovah's Witnesses 2009 International Convention-Group 1 NI Convention | 11/17/09] 11/23/09 1,100 4,400
Jehovah's Witnesses 2009 International Convention-Group 2 Convention | 11/24/09] 11/30009 9,500 76,380
Jehovah's Witnesses 2009 International Convention-Group 2 NI Convention | 11/2409] 11/3009 1,100 4,400
NAIC 2009 National Winter Meeting Convention | 12/2/09 | 12/8/09 16,884

P PSS







Vhere BUSINESS and ALOHA Meet







Japan







Key Factors Affecting Japan
Marketplace

» Strength of the Yen
« Decrease in fuel prices
« Two, 5-day holidays in Spring and Autumn







Japan Market Standing
Hawai‘i: Most Desirable Overseas Destination

2002 2004 2006
1. Hokkaido 1. Hokkaido 1. Hokkaido 13.16%
2. Chiba 2. Okinawa 2. Hawai‘i 5.51%
3. Kyoto 3. Hawai'i / 3. Okinawa 5.20%
4. Hawai‘i / 4. Kyoto 4.  Kyoto 5.07%
5, Nagano 5. Nagano 5. Nagano 3.96%
11. U.S.A. 8. U.S.A. 9. U.S.A. 2.88%
14. Canada 10. ltaly 10. ltaly 2.51%
15. ltaly 14. Canada 13. China 1.56%
16. Australia 16. France 16. France 1.48%
20. Europe 18. China 18. Europe 1.43%
23. China 20. Europe 21. Korea 1.28%
24. Switzerland 21. Switzerland 22. Canada 1.26%
25. France 24, Korea 23. Australia 1.24%
28. Guam 25. Guam 27. Egypt 1.00%

26. Australia 30. Guam 0-8%

JTEB “Most Desirable Overseas Destinations” surveyed every two years.







Japan Market Standing
Hawai‘i: Most Preferred Overseas Destination

Preferred Destinations (multiple answer survey)

Hawai‘i maintained its #1 ranking from 2005-2008
2007 2008

» No. 1 Hawai‘i 49.8% T 58.6%
> No. 2 Australia 48.9% T 51.8%
> No. 3 Italy 43.8% § 43.4%

Most Desired Destinations (single answer survey)
Hawai‘i has been the most preferred destination for 11
consecutive years with a widening gap between #2 Australia

2007 2008
> No. 1 Hawai‘i 18.0% T 19.6%
» No. 2 Australia 9.5% § 8.5%
» No. 3 France 72% 8 6.7%

JTB Opinion Survey of Overseas Travel Preferences, April 2008







Japan Market Trends
Travel Preferences

Special Interest Tours (SIT)

. 67.7% UNESCO World Heritage
. 55.7% Eco-tour

. 52.0% Relaxation tour

. 45.7% Long-stay tour

. 42.4% Healthcare tour

Golf Tours

. 30.4% Hawai'i

. 21.7% Hokkaido
. 6.5% Miyazaki
. 3.3% Okinawa
. 3.3% Guam

* JTB Travel Trend 2007







2005-2008 Marketing Taglines
Discover Aloha & So Much More Hawai‘i

CDiscover Aloha

==
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So Much More Hawai'i

www.gohawaii.jp
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2009 Marketing Tagline
My Anniversary Hawai‘i

Hawai‘i In My Life Hawai‘i Statehood
My Anniversary Hawai'i 50t Anniversary







Target Markets
High-End Experiential Travelers

» Romance: Weddings, Honeymoons, Vow Renewals
» Multigenerational Families: Baby’s First Trip, Reunions

> Active Seniors: Retirement, Birthdays, Anniversaries







Consumer Marketing

Hawai‘i 50 Select Campaign

#28 Lahaina







Consumer Marketing
Panorama Ad Campaign

Date: Nov. 29, 2008 (Sat)
Newspaper: Asahi Shimbun & Yomiuri Shimbun
Circulation: 550,000 select households
Demographic: High-income families in the Tokyo & Osaka areas
Feature: Hawai‘i 50 Select, Mahalo Campaign,
Governor’'s message, four travel partner ads

13:Kualoa Ranch

Shore ¥







Consumer Marketing
Promotional Events

Universal Studios Japan Discover Aloha Festival
* Dates: July 28 — August 2, 2009 (school break)
* Location: Osaka, Japan
 Target: 30,000 pax / weekday

50,000 pax / weekend
* Event: Hawaiian Festival to include (tentative):

« Hawai‘i travel promotions via marketing partners
« Hawaiian entertainment & parade
» Hawaiian food booths







Trade Marketing
Promotional Campaigns

Hawai‘i Wedding 2009 Campaign

* Dates:
 Target:
Reach:

Program:

Purpose:

Fall 2009

Wedding Couples & Families

Total: 10,000 Incremental Visitors

1,000 wedding couples x 10 wedding party members
Provide travel wedding service, shopping and

other incentives to wedding couples

Encourage couples to select Hawai‘i over competing
destinations for their wedding destination







Trade Marketing
Japan-Hawai‘i Tourism Council

* Members: 60 Travel Trade Partners from Japan & Hawai'i
« Committees:  Airlift

Hospitality

Marketing

MICE
* Meetings: May 2009 (Hawai‘i)

September 2009 (Japan)







Developing International
Markets







Key Factors Affecting Asia
Marketplace

g ° Visa Waiver Program

¥ « U.S. - China Tourism MOU







Examples of Asia Marketing
Initiatives

Korea

« Romance / Honeymoon
« Educational Seminar

* Online Marketing

« Webinar

China

» Training Programs

* Group Travel Market
« MICE Travel Market

» Chinese Style Wedding/Honeymoon
Group to Hawai'i







Key Factors Affecting Oceania
Marketplace

 Low Iinterest rates

* Airlines are adjusting to market

factors

» Consumer Optimism







Examples of Oceania
Marketing Initiatives

 VIVA Holidays Big Bang Sale
* Flight Center Coop campaign
* Aloha Down Under

* 50 Unique Experiences







Key Factors Affecting the
European Marketplace

Strength of the Euro
Demand remains strong in Germany
Demand is starting to slow in the UK

Airlines may come up with competitive
priced rates







Examples of Europe Marketing
Initiatives

@ - Aloha Up N Over
« Agent & Media FAM

« Securing media coverage and
keeping the press updated about
the islands







