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MEET THE TEAM  



MARKET SITUATION 
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GENERAL ECONOMY 

CHINA ECONOMY 

01 CNY 7.14/USD, -0.7% 

03 U.S.-China trade 
tensions

02 GDP 4.5% (2025)

04 145M+ trips (2025) 
13.9% CAGR to 2032 

China has built 887 GW of solar capacity, 
compared to Europe's 340 GW and the United 
States' 176 GW (Source - *Cleanview)

China's Energy Dominance

China aims for 20% non-fossil energy by 2025
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OUTBOUND TRAVEL TRENDS

Visa Ease

Visa-free/eVisas
expand

Gulf, SE, Europe

Mobile Booking

Digital savvy (80% mobile 
bookings)

Wellness, sustainable, 
event and foodie tourism

Event Tourism

Japan’s #1 mega-
event – Osaka Expo

Taylor Swift's "The Eras 
Tour“ in Singapore

Rethink Shopping

Shift from luxury to local, 
value-driven products

Distinctive quality, lifestyle 
appeal

EV Self Driving 
Tourism

Rising demand for 
electric vehicle (EV)

(EV) rentals in SE 
Asia

AI

AI tools (e.g., TripGenie) 
dominate

Itinerary design
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COMPETITIVE LANDSCAPE
Chinese Outbound Travel Forecast: 2025 vs. 2024
(All figures in millions of travelers)

DESTINATION 2024 2025 FORECAST RECOVERY VS. 2019 KEY DRIVERS GROWTH %

United States 1.6 m 1.8 m 57% Slow visa/air capacity recovery +12.5% 

Europe 8.5 m 10.2 m 100%+ Schengen visa ease, luxury 
shopping +20% 

Middle East 2.1 m 2.5 m 100%+ UAE visa-free, Saudi tourism push +19% 

Australia 0.9 m 1.1 m 64% Student travel, flight resumptions +23% 

New Zealand 0.22 m 0.4 m 75% Adventure/eco-tourism niche +37% 

Maldives 0.26 m 0.29 m 126% Visa-free, Instagrammable 
resorts +9.5% 

Japan 6.5 m 8.0 m 83% Weak yen, cultural appeal, 
shopping +23% 

S. Korea 4.4 m 5.3 m 73% K-pop/drama tourism, visa 
waivers +20% 
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HAWAI‘I - CHINA MARKET STATS  
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01 Hawai‘i Visitation (2024)

Average Stay: 8 days

Visitor Arrivals: 52K (+52.4% vs. 2023)

Total Spend: $147M (+45% vs. 2023)

02 Island Distribution

O‘ahu Only: 53.7%

O‘ahu + Neighbor Island(s): 41%

69.5% first-time visitors 

8M U.S. visa holders; Millennials/Gen Z (80% outbound) 

PPPD: $353, up from prior years

4th-ranked U.S. destination (+46% YoY interest growth)

03 Potentials
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AIR CONNECTIVITY 

01 Same-day transit via Narita, Haneda, Incheon

02 Over 2,100 weekly flights from China to Japan/Korea

03 Access to 30+ cities (Beijing, Shanghai, Shenzhen, Qingdao, 
Tianjin, Guangzhou, Hangzhou, Xi’an, Dalian, etc.)

04 Economy round trip $1,500; Business class $4,000 2,100 
Weekly Flights 05 China to U.S. mainland weekly 100 flights, mainly to 

LAX, SFO and JFK



MARKET STRATEGIES
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TARGET AUDIENCE
MILLENNIUM 
INDIVIDUALIST (MI) FAMILY HIGH NET WORTH 

INDIVIDUAL (HNWI)

01 02 03 04

Desirability for 
Island Destination

Accessibility 1st & 2nd 
Tiers Cities

Disposable 
Income

US Visa Issuance
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THE FREQUENCY FRAMEWORK

SEASONAL SPARKS
Promote eco friendly 
outdoor activities during 
key booking periods.

CONVERSION 
BURSTS
Convert high-intent 
audiences

CNY, 2026 FIFA World 
Cup

Tactical Offers &
Trade Activations

Unique Culture & 
Events

ALWAYS-ON 
STREAMS
Maintain constant
Year- Round Digital
Storytelling & Engagement

ANCHOR MOMENTS
Leverage major Agritourism 
event, cultural festival (Merrie 
Monarch), sports event to 
build travel inspiration
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SOCIAL MEDIA MARKETING

Content
Long-form articles, short videos, influencer vlogs, 
events, Hawai‘i-made products, voluntourism

Influencer Collaboration
Multi-island self-driving tour vlog series (scenic 
routes, cultural stops, eco-conscious tips)

Tactics
Hashtags, mentions, cross-promotion; Localize 
GoHawaii.com; Embed Hawaiian values

Goals
Boost engagement, inspire FITs, reinforce 
Aloha, mālama, ho‘okipa, kuleana.
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CORE MESSAGING
#邂逅阿罗哈，追逐梦想# - 夏威夷群岛 Discover Aloha, Live the Dream – The Hawaiian Islands
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TRAVEL TRADE EDUCATION
01 Travel trade education sessions 

to major OTAs and wholesalers 
in 2026

02
Partner with US Embassy Beijing 
& Consulates for joint Trade 
Roadshows 

03 Collaborate with airlines and 
OTAs for bundled PKG and joint 
social marketing
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SHOWCASING EACH ISLAND’S IDENTITY
Muti-Island Standup Poster Design - 2026
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MAJOR 
CAMPAIGNS



Hawaiʻi Tourism China 18

COFFEE MEETS CULTURE CAMPAIGN
Partnership
USDA, SHOB, Hawai‘i Coffee Association, 
Synergistic Hawai‘i Agriculture Council

Goals
Position Hawai‘i coffee as premium souvenir; 
Link to agricultural heritage, travel experiences

Tactics
Retail activations, Hainan Expo; Content on 
volcanic soil, family farms, sustainability.

Activities
FAM tour, workshop & tastings, Influencer 
vlogs/reviews

Impact
Drive spending, awareness; “Bring home a 
memory, not just a product.”
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ROAD TRIP INFLUENCER-LED CAMPAIGN 
Collaboration
Hertz Rental Car for self-driving exploration

Structure
Season 1 (2026: O‘ahu & Hawai‘i Island); 
Season 2 (2027: Maui & Kaua‘i)

Content
Short-form vlogs on scenic drives, cultural 
stops, local dining, sustainable practices

Objectives
Inspire FIT travelers (Gen Z/millennials); 
Promote accessibility, island uniqueness

Tactics
Recommended itineraries, rentals/deals; 
Embed Mālama tips/messaging
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RAINBOW ECO CAMPAIGN 

01.

02.

03.

04.
Engage via social media quizzes and 
final contest: collect 7 colors for a 
China-Hawai‘i round-trip (airline 
collaboration)

05.

Eco-bag series with 7 rainbow 
colors, celebrating Hawai‘i’s 
diversity, people & nature.

Sustainable brown paper and 
linen design, reverse use  

Evolution: Duke Kahanamoku 
brown, Nāpali Coast blue, 
volcanic red/orange ‘ōhi‘a lehua

Bring Hawai‘i’s diversity into daily 
life, boosting eco-awareness and 
sustainable travel
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LNY WECHAT RED ENVELOPE CAMPAIGN

01. Red Envelopes symbolize good fortune

03. 2,000 digital Red Envelope snaped up in 1 
hour

02. Branding via key traditional festival 

04. Focus on engagement

06. 2026 Year of the Horse, “Mana of the Horse”

05. Stay on top of the digital social trend



Hawaiʻi Tourism China 22

2026 OTA LNY PACKAGE 



Hawaiʻi Tourism China 23

2026 TRADE MISSION (MAY)

01.
Goals
Forge partnerships, promote the 
latest offerings/ experiences 

03.
Builds on
Partnerships of ITB China, MITE, 
Trip.com, and culture display

02. Market
Target major 1st and 2nd tier cities

04.
Impact
Boost visitation, strengthen OTA 
market presence.

Expanding Trade Outreach
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SISTER STATE 
RELATIONSHIP
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DBEDT SISTER STATE MISSION
40 years with Guangdong | 33 
years with Hainan

Boost trade & promote Hawai‘i 
products

Promote tourism & education 
partnerships

Open new investment opportunities

Participation of Legislators, DBEDT, 
UH Reps, Coffee industry leaders, 
and local Chinese communities

July 20 – 28th in Guangdong and 
Hainan
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PARTNERSHIP OPPORTUNITIES

01. Social Media Content 
Collaboration (ongoing) 

02. US Embassy & Consulates Tourism 
Roadshows (quarterly)

03. Coffee Meets Culture Immersive 
Agritourism  (Mar-Jun 26) 

04. Trade Mission – Eastern China 
(May 26)

05. HTC + Hertz road trip multi-year 
influencer-led digital series (Oct 26)



Mahalo 
谢谢!
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