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CHINA VISITOR STATS 2023
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GENERAL
ECONOMY

» CNY vs. USD
72vs.69LY,-4.67% (Feb 2024)

» GDP
+4.5%1n 2023, +5%in 2024 (FC)

» Urban Unemployment Rate
5.2% (2023) vs.5.2% (2022)

» Annual Inflation Rate
0.2% (2023) vs. 1.7% (2024)

China Seen Setting 2024 Growth Target at Around 5%
Goal tipped by some economists would need more policy support than 2023
to attain

/ Actual growth / Consensus forecast on actual growth / Growth target

Some economists' expectation on growth target
15%
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Source: Bloomberg-compiled data
Note: China did not set a growth target for 2020 due to the Covid-19 pandemic. Bloomberg
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OUTBOUND TRAVEL SENTIMENT

Chi t | - . .
fradesovey . The millennial market dominates travel

findings trade sales in 2023

(Dragon Trail
Research)

Focus on independent and small group
travel

Beach vacation & nature, arts and
culture, family fravel, and special o
experiences are selling best

Quality and experiencesare valued
overlow prices

Visas and travel costs are the leading
obstacles to recovery
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AIR SEAT SYNOPSIS
3/31 /24: 100 flights weekly

U.S. 5 Chinese & 3 US carriers (reciprocity)

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

>350 Weekly flights to China: JAL, ANA, KE, OZ

> 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
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®

China Tourism
Academy -
outbound visits
87min 2023

I

Thailand,
Singapore Visa
waiver program

£

US received 850K
Chinese visitorsin
2023

O

Saudi Tourism
Authority $500B
investment to
attract visitors

Hong Kong
resumes 3 weekly
flightsto Maldives

2024

COMPETITIVE LANDSCAPE

Group tourto
Europe officially
resumes from

March 2023
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TARGET AUDIENCE

AFFLUENT & HIGH NET
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Digital Content Marketing
to drive Trade Marketing
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BRANDING MESSAGE

B2B - Trade FAM/show/iraining,

OTA ifinerary design, airlines coop

Madlama Hawai‘i X 2B E =

Tenceni
Bifl

@

/ =

B2C - Content marketing (DMAP,
cultural events, community enrichment
program, voluntourism, KOL, FAM etc.)
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BRANDING MESSAGE

« Embrace allimagination #{—1E %

« Todrive demand by improving brand
awareness of the Hawaiian Islands. To
showcase the culture of Hawaif,
history and people along with our
natural beauty.

« Tocommunicatein a manner that is
more suited fo Chinese consumers
while maintaining the tone of Hawai'i
as a unigue destination, interact with
travelersrespectfully

To move away from stereotyped
beach resort sceneries to offer an

M7 %

R e AT authentic and diverse experience and
' let the travelers fo define the
unigueness of Hawaiian Islands.




SOCIAL MEDIA MARKETING STRATEGY

Content creation

- Tencent
WeChat ﬂ# iﬂ

Th!ng:s JFO e Local festivals Malama Influencer Stakeholders’
by individual ors
and events Hawai’‘i content ccontent

island brand

Consistent messages across platforms

Ctrp
-

y 7 2 s
Collaboration with industry partners to leverage viewership ﬁfﬁ% K

weibo.com :
(Airlines, OTAs, US Embassy, etc.) tuniu.com
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WeChat B2C
mini program

SOCIAL MEDIA PLATFORMS

. O’\:\..‘.: :!"“’0 _‘I'I‘I ERBEMEER... © Hl
I AR . +Hl

\.\ '. . J .-. ;

B ‘I-H - LTH| HREHD

S it ] m .
o7\ P : L @g‘, el

" | ' . “ll % 86640526532
ek vt - Douyin official

mini program account

p—l -
’...'_- -‘:.- -
”r,. AN

‘/ .

WeChat officidl

account Weibo official

account

HAWAI'I TOURISM, -

CHINA

@ L

Red official
account

14



R TRAVEL TRADE
W STRATEGY

e ISLANDS
-4

a Hawar 7,

» Education/Seminar to major
OTA/Wholesalers about Hawai'i and each
individual island’s unique brand

» Incorporate Malama Hawai'‘i, regenerative
tourism content

» Partner with US Embassy Beiing, US
Consulates, Education USA and Brand USA,
Travel and Tourism Roadshows

« Joint social marketing programs to engage
with US visa holders/travelers with US
Embassy, Consulates and Educations USA
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SOCIAL MEDIA MARKETING

2024 FEEFRTUE | B
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Valentine's Day Concert - :
with Jazz Band
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Spring Gala Concert _ s =1 il ) WMEMAS: BB, FIRE
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Weekly social media posting on
WeChat, Weibo, Red, Douyin etc. ;
YTD Impression: 460k I'l‘AWAH TOURIS/V\
YTD Engagement: 30K ' CHINA -
YTD Posts: 39

Cancel I0iRed Packet Cover  Add

Open

BRI

Valid until 2024/05/01

Use Cover

Preview
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INFLUENCER PROGRAM
- XHS (RED)

R AR L SELE M HSRIRE S

gh. LHEEFRERRIE AR Malama Hawai'i XEEHE RAEANRBHTE @ S5H

« “Pipiis on blue planet”: 1.2m followers
* YTD Impression: 68K
« YTD Engagement: 5.2K
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https://www.xiaohongshu.com/explore/65bb44a2000000002b03ef06?app_platform=ios&app_version=8.24.5&author_share=1&share_from_user_hidden=true&type=video&xhsshare=CopyLink&appuid=5ceafdc70000000016013029&apptime=1708657628
https://www.xiaohongshu.com/explore/656f07620000000038016f68?app_platform=ios&app_version=8.24.5&author_share=1&share_from_user_hidden=true&type=video&xhsshare=CopyLink&appuid=5ceafdc70000000016013029&apptime=1708657520

TRAVEL TRADE
EDUCATION

HTC attended US Consulate

Guangzhou Roadshow in Shenzhen,

US Consulate Shenyang in
Shenyang

14 organizations participated in this
promotion event

Utilized B2B WeChat Mini Program
to connect and promote offerings

Over 340 people from the local
travel industry registered

)
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CHINA TRAVEL MISSION

« Chinatravel missionin Shanghai +
N o b Beijing, partner with ITB China & US

made business meetings vee

with qualified Chinese top ave

buyers during the 3-day : Em bOSSy BeIJI ng
show. \C

i li §  ITB China (May 27-29) in Shanghai,
T Trade mission (May 31) in Beijing
| MATCHMAKING & 'S COMPANY TYPE

N cens - Exposure to top 500 buyers

cs° Smc e « US Embassy Beijing, OTAs, Airlines,
" —— Wholesalers, Travel Media, and Travel
@ srmmrm = KOLs eftc.
. « Chinesevisa, participationfee $1,500
Q@ — -

ITB
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(N MM LOKAHI SPRING WORLD
ey [ MUSIC FESTIVAL

RS S
EFE5T

¥ Bring LOKAHI to the community

(@) The festivalis a 2 performance ov er the course of two weeks

HonoluluiE& LY during the LunarNew Year.

February14-2%

202452814H-25H
_— ’ % International artists from China and Japan (Drum Tao)

T‘ Strong support from priv ate sectors and stakeholders

Valentine's Day Concert

#Z with Jazz Band
BABBLRZ®E § S
Spring Gala Concert
SEXHERS Scan the Q:mdﬂt]b ytickets! 2% !,

Principal Sponsor H Hotel Sponsor
LL3 ] PROSPAC aEIﬁ



PARTNERSHIP OPPORTUNITIES
T en et | tme

US Embassy / Education USA A series of B2B and B2C trade and consumer Quarterly basis
shows fo showcase USA destinations fo

Road Shows prospective parentsand studentswanting their
children to study ov erseas. (Giveaways and
discount support)
Social media posting/WeChat  Seek for stakeholder's creative and quality Ongoing
Mini-program content
Individual OTA Trip Collaborate with key OTA for in-depth product Nov. 2024

dev elopment (In-Kind Support: hotel rooms,
meals, ground tfransport, flights, activities etc.)

Individual Press Trip Collaborate with mainstream travel Q2 & Q3
media/influencer for in-depth content

dev elopment (In-kind Support: hotel rooms, meals,
ground transport, fights, activities etc.)

contact: info@htchina.net.cn I:I:AWAIJI TOU RISM__

CHINA 22




=
)"
El

HAPPY
YEAR OF
THE
DRAGON!

HAWAT TOURISM

CHINA
s AR E B R M AR WL S
ROMELBHE

23



	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21: LōKAHI spring world Music Festival
	Slide 22
	Slide 23

