


METHODOLOGY — Markets Sampled

The Visitor Satisfaction and Activity Survey is a survey of visitors from eight major markets who recently
completed a trip to Hawai'‘i. The sampled markets include: U.S. West (Alaska, California, Oregon,
Washington, Arizona, Colorado, Idaho, Montana, Nevada, New Mexico, Utah, and Wyoming), U.S.
East (all other states in the Continental U.S.), Japan, Canada, Europe, Oceania, China and Korea. All
markets are included in data for Q1 2020; data for the remainder of 2020 is limited to
U.S. West and U.S. East, due to impacts of the COVID-19 pandemic.

Impact of COVID-19 - In December 2019 and January 2020, the initial cases of novel coronavirus
(2019-nCoV)-infected pneumonia (NCIP) occurred in Wuhan, Hubei Province, China. The first COVID-
19 case in Hawaii was confirmed March 6, 2020'. By late March 2020, concerns around the virus and
related travel restrictions resulted in suspended flights to and from Canada, China, Japan, Korea and
Oceania. Flights to Hawai'i from Japan and Canada resumed in November and December 2020,
respectively, but they were very limited and resulted in an insufficient number of visitors to sample for
the VSAT study.

! hitps://health.nawaii.gov/prepare/hawaii-reports-first-covid-19-case/

















































































































































































































































IST TIME VS REPEAT VISITOR

* More affluent visitors from the U.S. West and U.S. East have traveled to Hawai‘i more frequently.

* Males fraveled more frequently to Hawai'i among the following visitor markets compared to
females: U.S. West, U.S. East, China, and Canada.

« Travelers from Japan who visited multiple islands during their frip have fraveled to Hawai'i more
frequently in the past compared to those from Japan who visited just a single island.

« Those in smaller travel parties from the following visitor markets have fraveled to Hawai'i on a
more frequent basis: U.S. West, U.S. East, Japan, and Canada.

82 Q Including this trip, how many times have you visited the state of Hawai'ie




Note: Due to fielding limitations related to the COVID-19 pandemic, data were not available for the full year 2020 for
all surveyed markets. All eight visitor markets were included in data for Q1 2020; only data from the U.S. West and U.S.
East were available for all four quarters of 2020. Therefore, some results are presented with relatively small sample sizes
compared to prior years and these small sample sizes produced statistics with sample error estimates greater than 10

points. Please exercise caution in interpreting results based on small bases.

SECTION — TRAVEL PARTY

83




TRAVEL PARTY MEMBERS

o Tutwe Lustor | on | coroao | vope | ocemm | cona | oo

My spouse 51.5% 48.1% 46.5% 66.4% 48.6% 56.2% 57.5% 56.2%

3‘“?;;;'”" members of 22.1% 20.3% 24.5% 27.3% 17.1% 30.0% 31.5% 34.3%

My child(ren)/ 22.8% 14.9% 10.3% 17.7% 6.8% 27.7% 27.3% 18.7%
grandchild(ren) under 18

My friends/ associates 15.5% 13.9% 29.8% 17.9% 18.9% 11.8% 20.5% 9.8%
Myself only (fraveled 17.2% 22.2% 49% 6.4% 14.2% 9.9% 5.5% 4.6%
alone/ no one else

My girlfriend/ boyfriend 8.9% 7.6% 3.9% 6.9% 10.5% 5.6% 6.9% 0.3%

Same sex partner 1.1% 1.0% 0.2% 0.9% 2.0% 0.9% 0.0% 0.0%

Q In addition to yourself, on this trip, who else was in your fravel party?




TRAVEL PARTY SIZE

]OOO% — — - — [ ] — - 10
80.0% 8
70.0% 7
60.0% 6
50.0% 5
40.0% 4
30.0% 3
20.0% 2
10.0% 1
0.0% . - 0
U.S. West U.S. East Japan Canada Europe Oceania China Korea
- ]+ 1.6% 1.8% 5.1% 1.9% 2.4% 1.8% 15.0% 4.3%
5-10 persons 14.0% 10.8% 10.6% 14.9% 4.9% 17.6% 12.3% 12.1%
mmmm 3-4 Persons 24.9% 19.4% 26.5% 25.7% 17.9% 29.2% 34.3% 30.7%
m T\WO Persons 36.2% 39.0% 52.8% 44.2% 51.1% 34.1% 32.9% 36.3%
m Alone 23.4% 29.0% 5.0% 13.3% 23.6% 17.4% 5.5% 16.7%
BASE 12,244 7,450 2,203 1,689 343 323 73 306
=—O— MEAN 276 2.48 2.82 2.95 2.24 3.04 3.11 2.89
=—O— MEDIAN 2.00 2.00 2.00 2.00 2.00 2.00 3.00 2.00

85 Q Including yourself, how many people traveled with you in your immediate travel party?




Note: Due to fielding limitations related to the COVID-19 pandemic, data were not available for the full year 2020 for
all surveyed markets. All eight visitor markets were included in data for Q1 2020; only data from the U.S. West and U.S.
East were available for all four quarters of 2020. Therefore, some results are presented with relatively small sample sizes
compared to prior years and these small sample sizes produced statistics with sample error estimates greater than 10

points. Please exercise caution in interpreting results based on small bases.

SECTION — TRAVELERS WITH
DISABILITIES




DISABLED TRAVELER — REQUIRED ASSISTANCE

25.0%
20.0%
15.0%
10.0%

5.0%

O,O%---.---.

U.S. West  U.S. East Japan Canada Europe Oceania China Korea

87 Q. On this trip to Hawai'i, did you or someone in your traveling party have a disability that required assistance?




DISABLED TRAVELER — REQUIRED ASSISTANCE

v Lvstor | oon | coro | uope | ocem | cona | oo

Lift equipped van 0.7% 0.3% 10.3% 1.3% 0.0% 8.9% 0.0% 6.3%
ASL Interpreter/ texfing/ 2.0% 0.3% 5.4% 0.0% 0.0% 0.0% 0.0% 0.0%
captioning

f(;';;g;me”o' in alternate 0.7% 0.0% 0.0% 2.6% 0.0% 0.0% 0.0% 12.4%

Mobility aid (wheelchair, 74.1% 76.0% 14.7% 73.2% 90.1% 77.9% 0.0% 31.2%
scooter, crutches, cane
No one in our travel party 41% 7.3% 483% 8.4% 0.0% 1.1% 0.0% 31.3%
required assistance
Orientation and mobility 2.7% 2.4% 15.7% 6.0% 12.6% 0.0% 0.0% 0.0%
assistance

i ' 3.2% 49% 1.6% 0.0% 0.0% 0.0% 0.0% 6.3%

Other disability related aid

Q. Which of the following types of assistance did you or someone in your traveling party use?2




100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%

10.0%
0.0%

m Excellent (7-8)
m Above Avg (5-4)
E Below Avg (3-4)
m Poor (1-2)

BASE
A MEAN

OVERALL ACCESSIBILITY — AIRPORTS

8-pt Rating Scale

U.S. West
70.7%
19.9%
8.0%

1.4%
425
6.90

8=Excellent / 1=Poor

U.S. East Japan
71.7% 60.9%
19.1% 28.8%
7.4% 8.7%

1.8% 1.6%
283 73
6.91 6.64

Canada
76.9%
18.4%

4.7%
0.0%
81
7.06

Europe
86.0%
14.0%

0.0%
0.0%
8
7.50

Oceania China
54.0% 100.0%
26.0% 0.0%
19.9% 0.0%

0.0% 0.0%
11 1
6.50 7.00

89 Q. Please rate the overall accessibility of the following facilities and services on your most recent trip to Hawai'i.

Korea
37.6%
31.3%
31.2%
0.0%
16
6.07




OVERALL ACCESSIBILITY — PRIVATE TRANSPORTATION

8-pt Rating Scale
8=Excellent / 1=Poor

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0% U.S. West U.S. East Japan Canada Europe Oceania China Korea
m Excellent (7-8) 68.8% 72.4% 57.1% 70.5% 100.0% 75.0% 100.0% 46.7%
m Above Avg (5-6) 19.7% 21.1% 36.0% 29.5% 0.0% 25.0% 0.0% 39.8%
m Below Avg (3-4) 6.3% 4.9% 3.4% 0.0% 0.0% 0.0% 0.0% 13.5%
m Poor (1-2) 5.2% 1.6% 3.4% 0.0% 0.0% 0.0% 0.0% 0.0%
BASE 147 123 70 38 3 8 1 15
A MEAN 6.66 6.96 6.57 6.99 7.69 7.00 7.00 6.33

90 Q. Please rate the overall accessibility of the following facilities and services on your most recent trip to Hawai'i.




OVERALL ACCESSIBILITY — PUBLIC TRANSPORTATION

8-pt Rating Scale
8=Excellent / 1=Poor

100.0%

90.0%
80.0%

70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%

0.0% U.S. West U.S. East Japan Canada Europe Oceania China Korea
m Excellent (7-8) 60.8% 63.8% 52.0% 38.8% 50.0% 66.7% 100.0% 50.0%
m Above Avg (5-6) 19.2% 21.7% 35.7% 61.2% 50.0% 18.5% 0.0% 14.3%
m Below Avg (3-4) 14.0% 7.2% 7.2% 0.0% 0.0% 14.9% 0.0% 35.7%
m Poor (1-2) 6.0% 7.2% 5.2% 0.0% 0.0% 0.0% 0.0% 0.0%
BASE 80 69 62 20 2 6 1 14
A MEAN 6.28 6.57 6.30 6.22 6.50 6.67 7.00 5.93

91 Q. Please rate the overall accessibility of the following facilities and services on your most recent trip to Hawai'i.



OVERALL ACCESSIBILITY — RIDE SHARE

8-pt Rating Scale
8=Excellent / 1=Poor

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0% U.S. West U.S. East Japan Canada Europe Oceania China Korea
m Excellent (7-8) 63.6% 66.2% 53.8% 69.3% 35.9% 60.8% 100.0% 53.9%
m Above Avg (5-6) 21.6% 14.5% 30.8% 22.7% 64.1% 39.2% 0.0% 7.6%
m Below Avg (3-4) 7.6% 14.5% 15.4% 8.0% 0.0% 0.0% 0.0% 38.5%
m Poor (1-2) 7.2% 4.8% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
BASE 80 62 52 13 3 5 1 13
A MEAN 6.45 6.61 6.41 6.77 6.08 6.61 7.00 5.85

92 Q. Please rate the overall accessibility of the following facilities and services on your most recent trip to Hawai'i.




OVERALL ACCESSIBILITY — DEPT OF AG ANIMAL QUARANTINE

8-pt Rating Scale
8=Excellent / 1=Poor

100.0%

90.0%

80.0%

70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%

0.0% U.S. West U.S. East Japan Canada Europe Oceania China Korea
m Excellent (7-8) 54.5% 72.5% 55.3% 34.0% 50.0% 0.0% 100.0% 46.2%
m Above Avg (5-6) 29.7% 17.5% 32.6% 66.0% 50.0% 66.7% 0.0% 15.3%
m Below Avg (3-4) 10.1% 7.5% 9.9% 0.0% 0.0% 33.3% 0.0% 38.5%
m Poor (1-2) 5.7% 2.5% 2.3% 0.0% 0.0% 0.0% 0.0% 0.0%
BASE 67 40 53 9 2 3 1 13
A MEAN 6.28 6.90 6.43 6.13 6.50 4.67 7.00 5.85

93 Q. Please rate the overall accessibility of the following facilities and services on your most recent trip to Hawai'i.



100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%

10.0%
0.0%

m Excellent (7-8)
m Above Avg (5-6)
E Below Avg (3-4)
mPoor (1-2)

BASE
A MEAN

OVERALL ACCESSIBILITY = HOTELS

8-pt Rating Scale

U.S. West
68.3%
20.9%

6.0%
4.7%
239
6.70

8=Excellent / 1=Poor

U.S. East Japan
71.7% 67.4%
18.9% 22.8%
6.3% 4.6%
3.1% 5.2%

159 70
6.81 6.64

Canada
61.0%
32.8%

4.3%
1.8%
48
6.61

Europe
78.1%
21.9%

0.0%
0.0%
5
6.95

Oceania China
46.1% 100.0%
53.9% 0.0%

0.0% 0.0%
0.0% 0.0%
8 1
6.41 8.00

94 Q. Please rate the overall accessibility of the following facilities and services on your most recent trip to Hawai'i.

Korea
46.7%
26.6%
26.7%
0.0%
15
6.07




OVERALL ACCESSIBILITY — RESTAURANTS

8-pt Rating Scale
8=Excellent / 1=Poor

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%

10.0%

0.0% U.S. West U.S. East Japan Canada Europe Oceania China Korea
m Excellent (7-8) 63.0% 67.4% 54.9% 65.5% 84.3% 52.1% 100.0% 50.0%
m Above Avg (5-6) 28.8% 24.4% 35.9% 30.6% 0.0% 39.9% 0.0% 18.6%
m Below Avg (3-4) 7.0% 6.2% 4.4% 3.9% 15.7% 8.0% 0.0% 25.1%
m Poor (1-2) 1.3% 2.1% 4.9% 0.0% 0.0% 0.0% 0.0% 6.3%
BASE 370 242 73 75 7 11 1 16
A MEAN 6.62 6.77 6.35 6.81 6.97 6.42 8.00 6.06

95 Q. Please rate the overall accessibility of the following facilities and services on your most recent trip to Hawai'i.




OVERALL ACCESSIBILITY — PUBLIC ATTRACTIONS

8-pt Rating Scale
8=Excellent / 1=Poor

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%

10.0%

0.0% U.S. West U.S. East Japan Canada Europe Oceania China Korea

m Excellent (7-8) 58.6% 67.6% 57.8% 67.4% 39.1% 54.0% 100.0% 56.3%

m Above Avg (5-6) 29.3% 23.0% 33.1% 28.4% 60.9% 37.9% 0.0% 37.4%

m Below Avg (3-4) 9.0% 7.5% 7.2% 3.0% 0.0% 8.0% 0.0% 6.3%

m Poor (1-2) 3.1% 1.9% 2.0% 1.2% 0.0% 0.0% 0.0% 0.0%
BASE 268 213 61 70 5 11 1 16

A MEAN 6.47 6.77 6.50 6.71 6.00 6.72 8.00 6.69

96 Q. Please rate the overall accessibility of the following facilities and services on your most recent trip to Hawai'i.



OVERALL ACCESSIBILITY — PRIVATE ATTRACTIONS

8-pt Rating Scale
8=Excellent / 1=Poor

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0% U.S. West U.S. East Japan Canada Europe Oceania China Korea
m Excellent (7-8) 63.7% 67.4% 59.0% 61.7% 50.0% 51.3% 100.0% 69.3%
m Above Avg (5-6) 26.2% 22.5% 29.2% 30.9% 0.0% 48.7% 0.0% 7.6%
m Below Avg (3-4) 7.3% 7.2% 11.8% 5.3% 50.0% 0.0% 0.0% 23.1%
m Poor (1-2) 2.9% 2.9% 0.0% 2.2% 0.0% 0.0% 0.0% 0.0%
BASE 167 138 58 40 2 8 1 13
A MEAN 6.58 6.77 6.57 6.53 5.50 6.38 8.00 6.62

97 Q. Please rate the overall accessibility of the following facilities and services on your most recent trip to Hawai'i.




Note: Due to fielding limitations related to the COVID-19 pandemic, data were not available for the full year 2020 for
all surveyed markets. All eight visitor markets were included in data for Q1 2020; only data from the U.S. West and U.S.
East were available for all four quarters of 2020. Therefore, some results are presented with relatively small sample sizes
compared to prior years and these small sample sizes produced statistics with sample error estimates greater than 10

points. Please exercise caution in interpreting results based on small bases.

SECTION = VISITOR PROFILE

98




VISITOR PROFILE — GENDER

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%
0.0% . :
U.S. West U.S. East Japan Canada Europe Oceania China Korea
Female 59.5% 60.1% 56.7% 55.7% 50.5% 63.8% 38.8% 55.3%
B Male 40.5% 39.9% 43.3% 44.3% 49.5% 36.2% 61.2% 44.7%
BASE 12177 7358 2163 1642 332 307 67 300

99  Q Whatis your gender?




VISITOR PROFILE — EDUCATION

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%

30.0%

20.0%
-
0.0% . .

U.S. West U.S. East Japan Canada Europe Oceania China Korea
m Post-Graduate 30.2% 32.4% 8.1% 24.1% 35.6% 32.7% 38.9% 27 4%
m College Grad 37.6% 36.4% 49.6% 32.7% 24.0% 20.6% 49.2% 41.6%
m Associate Degree 8.5% 8.9% 7.7% 7.6% 5.4% 3.4% 4.5% 8.3%
Vocational/ Tech 3.5% 3.0% 8.1% 10.4% 8.4% 11.4% 0.0% 1.3%
mSome College 15.0% 13.4% 4.3% 13.8% 9.6% 7.8% 3.0% 5.7%
mH.S. Grad 4.9% 5.5% 20.6% 10.7% 14.1% 20.8% 4.5% 13.0%
mSome / No H.S. 0.4% 0.5% 1.6% 0.7% 2.9% 3.4% 0.0% 2.7%
BASE 12,141 7.337 2,161 1,639 330 305 67 300

100 Q Please indicate your highest level of education.




VISITOR PROFILE — HOUSEHOLD INCOME (US$)
| | uswest | uskas | Canada | _fwope | Oceana

< $40,000 6.9% 8.3% 5.8% 13.8% 6.7%
$40,000 to $59,999 6.8% 9.1% 9.0% 18.2% 8.7%
$60,000 to $79,999 8.9% 10.4% 10.8% 11.1% 12.3%
$80,000 to $99,999 8.8% 10.5% 13.7% 11.0% 10.7%
$100,000 to $124,999 12.1% 12.9% 14.9% 11.6% 13.0%
$125,000 to $149,999 10.8% 10.6% 12.3% 9.2% 13.7%
$150,000 to $174,999 9.5% 8.5% 8.6% 6.4% 9.8%

$175,000 to $199,999 6.9% 5.6% 6.5% 3.4% 7.9%
$200,000 to $249,999 9.0% 7.9% 7.8% 5.2% 5.6%
$250,000 + 20.4% 16.3% 10.5% 10.0% 11.7%

Q Which of the following categories includes your household's total annual income from all sources before taxes for 20192




VISITOR PROFILE — AGE

70.00

60.00

50.00 L] —

40.00

30.00

0.00 : :
U.S. West U.S. East Japan Canada Europe Oceania China Korea

m MEAN 48.90 47.92 39.19 53.47 49 .93 50.73 38.25 37.35

MEDIAN 50.00 49.00 35.00 56.00 51.00 50.00 38.00 37.00

BASE 12,136 7,326 2,157 1,640 330 307 67 298

102 Q@ Whatisyourage?




VISITOR PROFILE — EMPLOYMENT STATUS

60.0%
50.0%
40.0%
30.0%
20.0%
10.0% .
0.0% U.S. West
m Other 2.9%
® Homemaker 3.7%
mStudent 3.1%
m Retired 18.4%
Employed 54.7%
m Self-employed 17.3%
BASE 12,141

103 @ What is your employment status?

U.S. East
3.4%
2.7%
4.2%
19.1%
57.5%
13.2%
7,337

Japan
6.5%
9.4%
16.9%
4.5%
52.8%
9.8%
2,161

Canada
1.2%
1.7%
1.3%

33.4%
44.5%
17.9%
1,639

Europe
2.4%
1.7%
3.4%

22.2%

54.9%

15.4%
330

Oceania

2.1%
2.2%
0.7%

16.2%

60.1%

18.7%
305

China
10.4%
4.5%
7.5%
4.5%
61.2%
12.0%
67

100.0%
90.0% .
80.0%
70.0%

Korea
17.0%
92.0%
12.7%
1.3%
41.6%
18.4%
300




VISITOR PROFILE — HAWAI'l PROPERTY OWNER

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0%

U.S. West | U.S. East Japan Canada  Europe @ Oceania China Korea

B Do not nor plan to purchase 72.4% 81.9% 90.6% 86.5% 95.1% 95.4% 91.0% 71.2%

m Plan fo in future 13.5% 10.7% 1.9% 6.3% 2.0% 3.2% 7.5% 25.8%
m Other Property Type 6.0% 2.4% 0.7% 1.0% 0.6% 1.0% 0.0% 1.0%
B Timeshare 8.1% 4.9% 6.8% 6.2% 2.4% 0.3% 1.5% 2.0%
BASE 12,141 7.337 2,161 1,639 330 305 67 300

104 Q Do you own property in the State of Hawai'i2




COMPETITIVE BRANDSET
| US.West] US.East | Japan | Canada | Europe | Oceania | China | Korea

78.9% 83.9% 15.8% 70.7% 61.0% 56.3% 60.6% 23.8%
66.7% 48.3% 6.6% 38.1% 51.6% 46.5% 28.8% 16.1%
53.8% 36.6% 5.4% 343% 31.8% 33.6% 21.2% 14.4%
40.4% 39.4% 19.1% 42.6% 87.5% 38.7% 27.3% 29.4%
31.6% 58.5% 3.2% 32.5% 31.0% 16.4% 7.6% 2.4%
429% 32.9% 1.8% 39.9% 19.1% 9.0% 7.6% 3.7%
33.5% 45.9% 6.1% 28.5% 41.4% 36.0% 25.7% 137%
28.9% 27.0% 5.7% 65.3% 23.8% 19.7% 12.1% 8.0%
20.2% 34.4% 1.0% 31.6% 24.9% 7.3% 6.1% 1.0%
10.3% 8.3% 33.6% 6.6% 11.8% 14.7% 57.6% 52.0%
16.3% 11.4% 0.7% 8.9% 3.9% 8.2% 3.0% 0.3%
10.4% 8.7% 20.4% 8.4% 228% 18.8% 27.2% 36.6%
8.0% 7.1% 11.3% 10.5% 20.0% 72.3% 25.7% 10.4%
10.6% 11.9% 0.8% 10.5% 8.1% 3.8% 1.5% 1.0%
7.4% 6.1% 14.2% 6.1% 15.3% 19.0% 31.8% 25.7%
9.1% 10.4% 1.4% 9.0% 11.4% 7.1% 1.5% 2.3%
6.8% 6.0% 12.8% 7.3% 12.6% 8.2% 56.0% 207%
4.4% 3.9% 20.0% 20% 31% 3.3% 22.7% 43.4%
5.5% 4.0% 2.6% 6.9% 10.8% 48.3% 16.7% 3.0%
R 2.4% 7.7% 2.6% 8.7% 16.3% 18.2% 7.7%
0.9% 1.2% 15.6% 0.2% 0.3% 0.9% 10.6% 21.7%
2.3% 1.1% 0.8% 1.9% 2.9% 22.1% 0.0% 0.3%

Q Which of the following destinations have you visited in the past five years?




Note: Due to fielding limitations related to the COVID-19 pandemic, data were not available for the full year 2020 for
all surveyed markets. All eight visitor markets were included in data for Q1 2020; only data from the U.S. West and U.S.
East were available for all four quarters of 2020. Therefore, some results are presented with relatively small sample sizes
compared to prior years and these small sample sizes produced statistics with sample error estimates greater than 10

points. Please exercise caution in interpreting results based on small bases.

SECTION = U.S. WEST

106




OVERALL SATISFACTION — MOST RECENT VISIT = U.S. WEST

8-pt Rating Scale
8=Excellent / 1=Poor

0.0%

State of
Hawai'i
Overall
m Excellent (7-8) 81.7%
B Above Average (5-6) 12.2%
m Below Average (3-4) 4.2%
m Poor (1-2) 1.9%
BASE 12,244
A MEAN 7.22

107 Q. How would you rate your most recent trip to the state of Hawai‘i2 How would you rate your experience on___

O'ahu

74.3%

17.4%
5.7%

2.7%

4,685
6.97

Maui

85.3%
9.5%
3.3%
2.0%
4,183

7.33

Moloka'i

83.8%

10.5%
5.7%
0.0%
100
7.30

Lana'i

86.7%
8.7%
2.1%
2.4%

92
7.35

2

Island of
Hawai'i

84.4%

11.2%
3.5%

0.8%

2,391
7.33

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

Kaua'i

84.2%
10.1%
4.1%

1.7%
1,784
7.30

N W N O 08 N @
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PRIMARY PURPOSE OF TRIP
U.S. WEST

Vacation 59.5% 61.5% 64.6%

Visit friends or relatives 8.2% 7.7% 19.8%
Other business 3.9% 3.8% 4.3%
Anniversary/ birthday 7.8% 8.4% 1.6%
Honeymoon 2.0% 1.6% 1.4%

Government/ Military 0.1% 0.1% 1.0%

Have a vacation home/
fimeshare 3.0% 2.8% 0.8%

Family gathering/ reunion 2.5% 2.7% 0.1%

Attend/ participate in a 3.9% 0 6% -
wedding/ vow renewal o5/ .67 A%

Aﬂend.c convention, conference 2.6% 1.8% 0.5%
or seminar

108 Q What was the primary purpose of your most recent frip to the state of Hawai'i__




SECONDARY PURPOSE OF TRIP — MULTIPLE RESPONSE
U.S. WEST

I TR T TN
- 17 s
5o 159 205
s 155 a5
27 25 2%
0 02 %
o 9 o
7 4o o
o 2 o
0 1 o
o (o 01
Q What was the primary purpose of your most recent frip to the state of Hawai'i__2

Q. What, if any, was the secondary purpose of your most recent visite




VACATION TRIP DESCRIPTION - U.S. WEST

100.0%

90.0%

80.0%

70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%
0.0% 2016 2017 2018 2019 2020
m Other 5.8% 7.7% 8.7% 9.2% 14.2%
mOnce in a lifetime 8.3% 7.2% 5.9% 5.4% 4.6%
B More special than most trips 25.3% 26.8% 25.4% 25.0% 22.9%
B Annual/ Semi-annual trip 30.3% 26.2% 30.8% 32.6% 37.1%
Special occasion 30.3% 32.1% 29.2% 27.8% 21.2%

1170 Q Ifyou came to Hawai'ion vacation, would you describe your most recent frip to the State as:2




ADVERTISING AWARENESS - U.S. WEST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0% 26.0% 03.5%
20.0%
10.0%

0.0%

27.5% 29.2%

19.9%

]51%

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

111 Q.Doyourememberseeing or hearing advertising for ___prior to your arrival?




IMPACT OF LOCATION FILMING - U.S. WEST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%

10.0% 7.0% 4.5% 6.1%
e I ]

O'ahu Maui Moloka'i

112 Q. Which of the following, if any, motivated you to visit the island of__2

1.1%

Lana'i

6.6%

Island of
Hawai'i

5.6%
T

Kaua'i




IMPACT OF HAWAIIAN MUSIC - U.S. WEST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%

20.0%
10.0% 6.4% 6.1% | 0% |19 8.6% 4.1%
0.0% ] ] e e E—

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

113 Q. Which of the following, if any, motivated you to visit the island of__2




IMPACT OF SOCIAL MEDIA POSTS/ VIDEOS - U.S. WEST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%

20.0%
10.9% 8.5% 8.2% 7.6%

10.0% 51% 3.9%
0.0% - - I — - -

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

114 Q. Which of the following, if any, motivated you to visit the island of 2




IMPACT OF OUTDOOR/ SPORTING EVENTS = U.S. WEST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0% 15. 4%
10.0%

0.0%

21.0% 20.0% 20.9% 20.9%

106% . . .

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

115 Q. Which of the following, if any, motivated you to visit the island of 2




IMPACT OF HAWAIIAN CULTURAL EVENTS - U.S. WEST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%

20.0% 1.2%
<0 8.2% 6.8%

> 1R
000 N e
O'ahu Maui Moloka'i

116 Q. Which of the following, if any, motivated you to visit the island of 2

2.5%

Lana'i

10.4%
O —
I
Island of Kaua'i
Hawai'i




15T TIME VS REPEAT VISITOR - U.S. WEST

100.0% 10
90.0% 9
80.0% 8
70.0% 7
60.0% 6
50.0% 5
40.0% 4
30.0% 3
20.0% 2
10.0% 1

0.0% O'*ahu Maui Moloka'i Lana'i Island of Hawai'i Kaua'i 0
= Repeat 70.8% 74.2% 29.9% 33.2% 72.0% 63.3%
. First-fime 29.2% 25.8% 70.1% 66.8% 28.0% 36.7%
BASE 4,370 4,037 99 ?0 2,311 1,776
MEAN 7.29 7.67 3.91 2.50 7.14 5.85
=O—MEDIAN 3 4 1 1 3 2

117 Q Including this trip, how many times have you visited ___2




TRAVEL PARTY MEMBERS - U.S. WEST

63.3% 64.5% 61.1% 60.8% 51.5%
Other adult family 28.8% 29.1% 29.9% 28.7% 22.1%
Child under 18 25.4% 22.9% 27.6% 25.2% 22.8%
Friends/ associates 16.5% 15.9% 15.7% 16.2% 15.5%

10.7% 9.0% 9.0% 8.7% 17.2%
Girlfriend/ boyfriend 6.4% 5.5% 7.1% 7.6% 8.9%
Same sex partner 6% 1.1% 1.2% 1.6% 1.1%

118 Q Inadditionto yourself, on this frip, who else was in your fravel party?




LIKELIHOOD OF RETURN VISIT — U.S. WEST

8-pt Rating Scale
8=Very Likely / 1=Very Unlikely

100.0% 8
90.0% 7
80.0% 6
70.0%
60.0% o
50.0% 4
40.0% 3
30.0% 5
20.0%
10.0% 1
0.0% 0
O'ahu Maui Moloka'i Lana‘i Island of Kaua'i
Hawai'i
m Very likely (7-8) 75.4% 79.9% 46.9% 46.8% 79.1% 69.5%
E Somewhat likely (5-6) 14.8% 13.7% 24.6% 17.1% 13.7% 19.5%
m Somewhat unlikely (3-4) 3.8% 2.9% 11.1% 14.3% 3.9% 5.8%
m Very unlikely (1-2) 4.5% 2.5% 12.1% 17.1% 2.5% 3.7%
m Noft sure 1.5% 1.1% 5.2% 4.6% 0.8% 1.4%
BASE 4,368 4,035 97 90 2,307 1776
A MEAN 7.08 7.29 5.96 5.56 7.25 6.92

119 Q. How likely are you to visit ___again in the next five years?



BRAND/DESTINATION ADVOCACY - U.S. WEST

8-pt Rating Scale
8=Very Likely / 1=Very Unlikely

100.0% 8

90.0% 7

80.0% 6

70.0%

60.0% o

50.0% 4

40.0% 3

30.0% 5

20.0%

10.0% ‘

0.0% 0
O'ahu Maui Moloka'i Lana'i Island Of Kaua'i

Hawai'i

m Very likely (7-8) 77.7% 87.8% 54.4% 65.4% 87.4% 85.7%
m Somewhat likely (5-6) 14.4% 8.5% 35.7% 22.9% 9.0% 10.1%
m Somewhat unlikely (3-4) 3.2% 1.2% 3.0% 3.2% 1.8% 1.4%
m Very unlikely (1-2) 3.7% 1.9% 5.9% 8.6% 1.3% 21%
m Noft sure 1.0% 0.6% 1.0% 0.0% 0.5% 0.8%
BASE 4,367 4,035 97 90 2,307 1,775
AMEAN 7.14 7.52 6.48 6.63 7.52 7.47

120 Q. How likely are you to recommend ___as a place to visit to your friends and family2



ACTIVITIES = SIGHTSEEING — U.S. WEST

‘ . ISLAND OF .

TOTAL 88.3% 92.3% 96.0% 91.0% 93.2% 95.5%
On own (self guided) 77 2% 81.3% 79.5% 41.5% 85.6% 88.0%
Helicopter/ airplane 1.3% 1.8% 2.0% 1.1% 2.6% 8.2%
Boat/ submarine/ whale

Visit towns/communities 34.7% 48.0% 62.3% 36.5% 51.3% 55.2%
Limo/ van/ bus tour 3.9% 2.4% 9.6% 7.9% 1.9% 2.4%
Scenic views/ natural 44.9% 51.2% 58.6% 50.5% 57.0% 65.8%
landmark

Movie/ TV/ film location 6.6% 0.3% 0.0% 0.0% 0.6% 3.0%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES - SIGHTSEEING — U.S. WEST

TOTAL 96.7% 95.8% 95.0% 91.6%

On own (self guided) 86.7% 85.1% 83.2% 81.8%

Helicopter/ airplane 8.7% 6.6% 5.9% 2.8%

Boat/ submarine/ whale 29.8% 25.9% 24.5% 20.9%

Visit towns 34.6% 56.3% 53.9% 45.4%
Limo/ van/ bus tour 9.5% 7.8% 7.5% 3.0%

Scenic views/ natural landmark 70.3% 61.4% 58.9% 52.3%

Movie/ TV/ film location 5.4% 41% 4.2% 3.0%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — RECREATION — U.S. WEST

. . ISLAND OF ,

88.9% 96.9% 91.1% 89.9% 93.7% 96.0%
76.5% 88.7% 71.5% 67.1% 79.0% 84.6%
11.4% 16.7% 1.0% 1.4% 15.3% 15.8%
7.8% 9.2% 5.0% 1.1% 7.7% 5.9%
'sufing  [EEEENDA 9.6% 0.0% 0.0% 48% 10.9%
58% 52% 8.3% 0.0% 7.5% 12.5%
59.3% 73.8% 38.4% 49.5% 65.4% 64.7%
32.8% 59.6% 24.5% 46.6% 54.1% 46.8%
1.5% 2.9% 2.0% 0.0% 2.4% 1.6%
0.2% 0.7% 0.0% 0.0% 0.1% 0.1%
1.5% 2.3% 0.0% 11% 0.5% 0.1%
[scuba PR 52% 1.0% 32% 47% 3.5%
(Fishing [PV 40% 8.3% 1.4% 5.9% 35%
4.5% 10.3% 40% 7.9% 10.2% 9.9%

Q During this trip, which of the following activities did you participate in2




STATEWIDE - ACTIVITIES — RECREATION — U.S. WEST
__ or s | 2w | 20

85.3% 85.5% 84.7% 82.6%
20.3% 17.0% 14.0% 147%
(sufing 7.1% 6.7% 6.3% 10.3%
NA 68.3% 67.7% 66.5%
NA 49.9% 48.1% 47.9%
0.4% 0.2% 0.3% 0.3%
[ o 5 o

* Combined with bodyboarding
Q During this trip, which of the following activities did you participate in?




ACTIVITIES — RECREATION — U.S. WEST

ISLAND OF .

88.9% 96.9% 91.1% 89.9% 93.7% 96.0%
33.0% 44.6% 28.5% 20.6% 36.2% 38.8%
EN 8.6% 0.0% 15.9% 5.6% 62%

I 43.7% 49.3% 35.0% 49.7% 55.6%
1.0% 1.9% 5.3% 11% 1.8% 2.6%

7.0% 6.2% 24.8% 2.2% 11.7% 8.4%

1.0% 0.7% 2.0% 0.0% 0.8% 0.4%

247% 243% 15.6% 8.3% 31.4% 31.3%
1.3% 0.4% 0.0% 0.0% 0.6% 0.8%
0.3% 0.5% 0.0% 0.0% 0.8% 63%
EXr - 3.9% 0.0% 3.6% 2.8% 2.5%
0.7% 0.1% 0.0% 0.0% 0.4% 0.2%
3.8% 11% 2.0% 5.4% 1.8% 41%
1.6% 1.3% 0.0% 4.3% 2.0% 3.1%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES — RECREATION - U.S. WEST
0 e s 2w | a0

(torak Y 97.0% 96.4% 93.7%
35.5% 30.8% 26.3% 38.8%
(Spa 9.2% 10.1% 9.6% 6.3%
28.5% 32.4% 47.0% 45.5%
40.7% 38.2% 35.4% 26.9%

* Combined with hiking
Q During this trip, which of the following activities did you participate in?




ACTIVITIES — ENTERTAINMENT & DINING - U.S. WEST

ISLAND OF
HAWAI'I

96.7% 98.3% 91.7% 84.5% 98.3% 98.1%
EE
35.1% 52.9% 16.2% 35.7% 41.1% 47.8%
51.5% 58.0% 39.7% 25.3% 56.1% 56.0%
48.5% 30.1% 29.5% 1.1% 32.9% 30.0%
40.3% 36.9% 23.8% 22% 18.3% 43.8%
38.1% 40.5% 30.8% 19.1% 45.2% 461%
25.8% 20.8% 103% 1.1% 22.6% 21.5%

Q During this trip, which of the following activities did you participate in2




STATEWIDE - ACTIVITIES — ENTERTAINMENT & DINING — U.S. WEST
0 | oov ] oos ] oo ] 200

98.9% 98.4% 98.1% 97.7%
53.2% 53.6% 53.1% 44.0%
70.8% 62.8% 61.8% 55.5%
39.4% 36.5% 34.7% 37.4%
(Foodfruck NA 30.7% 30.6% 36.1%
42.5% 46.6% 46.0% 41.6%
30.5% 31.9% 31.9% 23.2%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — SHOPPING - U.S. WEST

‘ ‘ ISLAND OF

TOTAL 89.0% 95.0% 89.1% 58.8% 94.3% 95.0%
Mall/ department store 44.8% 34.8% 1.0% 1.1% 23.4% 22.2%

Designer boutique 11.7% 16.3% 3.3% 6.9% 10.4% 17.5%
Hotel/ resort store 23.8% 22.8% 3.0% 14.8% 18.6% 14.4%

Swap meet/ flea market 14.1% 7.9% 5.3% 1.1% 9.9% 5.4%

Discount/ outlet store 12.2% 15.9% 2.0% 1.1% 10.1% 12.2%

Supermarket 60.2% 77.1% 57.0% 18.8% 77.3% 77 4%
Farmer’'s market 17.6% 27.7% 31.1% 7.9% 50.6% 41.7%
Convenience store 46.7% 45.6% 30.1% 17.3% 38.5% 39.4%
Duty free store 2.9% 1.2% 0.0% 0.0% 0.9% 0.7%

Local shop/ artisan 41 A% 59.1% 58.6% 26.4% 57.6% 66.4%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES — SHOPPING — U.S. WEST
L wvooe 209 20w

TOTAL 97.0% 96.7% 95.9% 92.9%
Mall/ department store 43.6% 42.4% 42.0% 34.8%

Designer boutique 22.3% 17.5% 17.3% 13.9%
Hotel/ resort store 33.0% 33.5% 33.1% 21.4%

Swap meet/ flea market 22.8% 17.4% 16.7% 10.2%
Discount/ outlet store 20.9% 17.3% 15.9% 13.1%

Supermarket 58.1% 68.2% 66.1% 71.8%
Farmer’'s market 33.0% 37.2% 37.0% 30.8%
Convenience store 42.9% 46.5% 46.9% 44.2%
Duty free store 3.1% 3.7% 3.8% 1.7%

Local shop/ artisan 68.4% 65.7% 64.7% 54.1%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES = HISTORY, CULTURE, FINE ARTS — U.S. WEST

. ISLAND OF

TOTAL 49.2% 36.7% 61.9% 36.8% 51.0% 42.7%
Historic military site 28.0% 2.4% 2.0% 1.1% 4.4% 4.6%
Other historical site 15.6% 15.4% 54.3% 20.2% 31.4% 22.4%

Museum/ art gallery 8.3% 10.1% 9.9% 14.1% 10.4% 9.2%

Luau/ Polynesian show/

hula show 9.2% 6.8% 2.3% 0.0% 7.6% 71%
Lesson ex. ukulele,

hula, canoe, lei making 3.3% 2.2% 4.0% 1.1% 2.4% 2.0%
Play/ concert/ theatre 1.4% 0.9% 3.3% 0.0% 1.5% 0.9%
Art/ craft fair 3.3% 7.9% 6.3% 3.2% 10.8% 8.1%
Festival event 5.3% 4.1% 6.3% 4.7% 4.5% 5.0%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES — HISTORY, CULTURE, FINE ARTS — U.S. WEST
v | oos 20w | 2020

TOTAL 74.1% 71.8% 68.7% 45.0%
Historic military site 27.5% 18.6% 15.6% 12.2%
Other historical site 30.9% 29.2% 26.8% 19.9%
Museum/ art gallery 22.9% 19.2% 18.4% 9.6%

I;ﬁg\l:v/ Polynesian show/ hula 37.3% 30.0% 29 4% 8.0%

Lesson ex. ukulele, hulq,

canoe, lei making 4.8% 7.1% 6.8% 2.7%
Play/ concert/ theatre 4.5% 4.7% 4.5% 1.2%
Art/ craft fair 14.4% 15.0% 14.6% 6.9%
Festival event 10.1% 5.3% 5.6% 4.9%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — TRANSPORTATION — U.S. WEST

ISLAND OF ‘

76.8% 91.5% 71.2% 65.7% 83.9% 92.2%
s sw m o wsm nm o
0.9% 2.7% 0.0% 0.0% 0.6% 0.1%
m 5.0% 1.0% 2.0% 2.5% 0.5% 1.0%
3.9% 1.8% 9.6% 16.2% 1.5% 2.5%
6.7% 3.9% 7.3% 11.9% 4.0% 4.2%
S
pen % om om e s
3.0% 2.0% 1.0% 0.0% 2.2% 3.3%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES — TRANSPORTATION — U.S. WEST

NA
)

Q During this trip, which of the following activities did you participate in2

92.8%
18.4%
2.3%
4.4%
8.9%
7.6%
80.0%
12.1%

2.7%

92.3%
15.6%
2.8%
3.9%
8.7%
6.2%
79.3%
15.1%

2.2%

84.9%
9.1%
1.3%
2.4%
2.8%
5.2%

74.8%
13.1%

2.6%




ACTIVITIES = OTHER - U.S. WEST

‘ ISLANDOF

TOTAL 50.2% 25.7% 30.5% 15.9% 41.4% 23.6%

Visit frlends/ family 49.8% 25.4% 30.5% 12.3% 40.9% 22.9%
Volunteer non profit 0.8% 0.8% 1.0% 3.6% 1.3% 0.9%

135 @ During this trip, which of the following activities did you participate in2




ACTIVITIES = OTHER - U.S. WEST

TOTAL 31.3% 29.7% 37.5%

Visit frlends/ family 30.5% 29.0% 37.0%
Volunteer non profit 1.5% 1.0% 1.0%

136 Q During this trip, which of the following activities did you participate in2




VISITOR PROFILE — GENDER - U.S. WEST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0%

2016 2017 2018 2019 2020
mFemale 55.3% 56.3% 58.9% 58.7% 59.5%
mMale 44.7% 43.7% 41.1% 41.3% 40.5%

137 Q Whatis your gender?



VISITOR PROFILE — EDUCATION - U.S. WEST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
E B EE W

20.0%
10.0%

0.0% 2017 2018 2019 2020

m Post-Graduate 28.7% 30.3% 30.3% 29.9% 30.2%
m College Grad 35.1% 34.6% 35.8% 35.8% 37.6%
m Associate Degree 9.8% 9.0% 9.3% 9.0% 8.5%

Vocational/ Tech 4.8% 4.1% 3.4% 3.6% 3.5%
mSome College 15.9% 16.3% 15.5% 15.9% 15.0%
mH.S. Grad 5.3% 5.5% 5.3% 5.4% 4.9%
mSome / No H.S. 0.4% 0.2% 0.4% 0.4% 0.4%

138 Q Please indicate your highest level of education.




70.00

60.00

50.00

40.00

30.00

20.00

10.00

0.00

=@ MEAN
e=@=MEDIAN

139 Q@ Whatisyourage?

VISITOR PROFILE — AGE - U.S. WEST

® —
>~ = —
—
2016 2017 2018 2019 2020
51.09 52.33 50.94 50.69 48.90
53.00 54.00 52.00 52.00 50.00




VISITOR PROFILE — EMPLOYMENT STATUS - U.S. WEST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%
0.0%
m Other
® Homemaker
m Student
m Retired
Employed
m Self-employed

2016
2.0%
3.7%
1.9%
23.0%
55.3%
14.1%

140 Q@ Wnhatis your employment statuse

2017

4. 5‘7
1.8%
25.5%
51.9%
14.9%

1 77
4.3%
2.5%

23.6%
52.7%
15.2%

2019
1.6%
4.1%
2.2%
22.3%
55.1%
14.7%

2020
2.9%
3.7%
3.1%
18.4%
54.7%
17.3%




VISITOR PROFILE — HAWAII PROPERTY OWNER - U.S. WEST

100.0%

90.0%

80.0%

70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%
0.0% 2016 2017 2018 2019 2020
® Do not nor plan to purchase 76.9% 75.3% 77.5% 77.7% 72.4%
B Plan to in future 11.8% 13.2% 11.4% 10.9% 13.5%
m Other Property Type 2.6% 2.7% 2.9% 2.7% 6.0%
m Timeshare 8.7% 8.8% 8.2% 8.8% 8.1%

141 Q Do you own property in the State of Hawai'i2




Note: Due to fielding limitations related to the COVID-19 pandemic, data were not available for the full year 2020 for
all surveyed markets. All eight visitor markets were included in data for Q1 2020; only data from the U.S. West and U.S.
East were available for all four quarters of 2020. Therefore, some results are presented with relatively small sample sizes
compared to prior years and these small sample sizes produced statistics with sample error estimates greater than 10

points. Please exercise caution in interpreting results based on small bases.

SECTION = U.S. EAST

142




OVERALL SATISFACTION — MOST RECENT VISIT — U.S. EAST

8-pt Rating Scale
8=Excellent / 1=Poor

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

N W N O 8 N @©

—_

0.0% 0
State of Island of
Hawai'i O'ahu Maui Moloka'i Lana'i Kaua'i
Hawai'i
Overall
m Excellent (7-8) 81.6% 74.9% 87.7% 85.3% 85.3% 86.7% 83.0%
m Above Average (5-6) 11.8% 16.5% 8.4% 9.8% 8.2% 9.6% 10.7%
m Below Average (3-4) 4.0% 5.1% 2.6% 4.9% 4.6% 2.8% 4.3%
mPoor (1-2) 2.5% 3.5% 1.2% 0.0% 1.8% 0.8% 2.1%
BASE 7.450 4,312 2,321 102 109 1,422 963
A MEAN 7.20 6.96 7.43 7.49 7.39 7.41 7.24

143 Q. How would you rate your most recent trip to the state of Hawai‘i2 How would you rate your experience on___ 2




PRIMARY TRIP PURPOSE
U.S. EAST

Vacation 55.8% 56.2% 54.1%

Anniversary/ birthday 9.0% 9.9% 2.2%

Convention, conference, seminar 4.1% 2.9% 1.3%

o7 o =
22 2 os
2.2% 2.0% 0.2%
% 2% -

Q What was the primary purpose of your most recent trip to the state of Hawai'i___2




SECONDARY TRIP PURPOSE — MULTIPLE RESPONSE
U.S. EAST

I T T

82.6% 82.2% 76.7%

16.1% 15.6% 33.6%

6.1% 6.1% 6.2%

4.5% 4.6% 3.9%

605 55% 73

0.6% 0.5% 3.0%
Convention, conference, seminar 5.1% 3.6% 1.7%

9% 260 2

4.8% 4.4% 0.3%

Q What was the primary purpose of your most recent trip to the state of Hawai'i___2
Q. What, if any, was the secondary purpose of your most recent visite




VACATION TRIP DESCRIPTION - U.S. EAST

100.0%

90.0%

80.0%

70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%
0.0% 2016 2017 2018 2019 2020
m Other 14.1% 8.3% 8.2% 8.3% 15.0%
mOnce in a lifetime 8.1% 15.0% 13.0% 14.0% 11.2%
B More special than most trips 28.7% 15.4% 27.7% 28.2% 24.7%
B Annual/ Semi-annual trip 18.0% 27.2% 19.0% 17.8% 23.8%
Special occasion 31.1% 34.1% 32.1% 31.7% 25.3%

144 Q Ifyou came to Hawai'ion vacation, would you describe your most recent frip to the State as:2




ADVERTISING AWARENESS - U.S. EAST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%

20.0%
0.0%

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

147 Q.Do you remember seeing or hearing advertising for ___prior to your arrival?




IMPACT OF LOCATION FILMING - U.S. EAST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%

20.0%
9.6% 7 8% 10.0% 8.0%

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

148 Q. which of the following, if any, motivated you to visit the island of 2




IMPACT OF HAWAIIAN MUSIC — U.S. EAST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%

20.0%
10.0% 5.2% 7.2% 1% Z.3%

' 2.1% 3.0%
oo  Tmm N e ... B

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

149 Q. Which of the following, if any, motivated you to visit the island of 2




IMPACT OF SOCIAL MEDIA POSTS/ VIDEOS — U.S. EAST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%

20.0%

9 5% 11.4% - 10.8% 8.7%

10.0% 4.1%
0.0% m B ... == B ==
O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

150 Q. which of the following, if any, motivated you to visit the island of 2




IMPACT OF OUTDOOR/ SPORTING EVENT — U.S. EAST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0% 23.0%
20.0%
10.0%

0.0%

21.7% 21.0% 18.9%

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

121% 123%

151 Q. Which of the following, if any, motivated you to visit the island of 2




IMPACT OF HAWAIIAN CULTURAL EVENTS = U.S. EAST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%

20.0% 11.5% 13.6% 13.3%
~ o
0.0%

O'ahu Maui Moloka'i

152 Q. wnich of the following, if any, motivated you to visit the island of 2

8.2%

Lana'i

13.7%
Island of Kaua'i
Hawai'i




15T TIME VS REPEAT VISITOR — U.S. EAST

100.0% 10
90.0% 9
80.0% 8
70.0% 7
60.0% 6
50.0% 5
40.0% 4
30.0% 3
20.0% 2
10.0% 1

0.0% O'*ahu Maui Moloka'i Lana'i Island of Hawai'i Kaua'i 0
= Repeat 54.4% 54.0% 28.7% 14.5% 52.9% 41.4%
. First-fime 45.6% 46.0% 71.3% 85.5% 47 1% 58.6%
BASE 3,774 2,053 98 97 1,191 929
MEAN 4.81 4.43 3.17 6.72 4.28 3.28
=O—MEDIAN 2 2 1 1 2 1

153 Q Including this frip, how many times have you visited ___ 2




TRAVEL PARTY MEMBERS - U.S. EAST

I T A T T

62.9% 60.9% 61.0% 62.0% 48.1%
Other adult family 25.5% 24.6% 26.5% 27.6% 20.3%
Child under 18 18.1% 15.6% 19.5% 18.9% 14.9%
Friends/ associates 17.6% 14.9% 17.5% 16.6% 13.9%

11.5% 12.3% 10.3% 9.9% 22.2%
Girlfriend/ boyfriend 57% 6.5% 6.6% 6.2% 7.6%
Same sex partner 8% 1.2% 1.2% 1.2% 1.0%

154 Q Inaddition to yourself, on this frip, who else wasin your fravel party?




LIKELIHOOD OF RETURN VISIT — U.S. EAST

8-pt Rating Scale
8=Very Likely / 1=Very Unlikely

100.0% 8
90.0% 7
80.0% 6
70.0%
60.0% o
50.0% 4
40.0% 3
30.0% 5
20.0%
10.0% ‘
0.0% 0
O'ahu Maui Moloka'i Lana'i Island .c?.f Kaua'i
Hawai'i
m Very likely (7-8) 64.7% 64.6% 44.0% 39.6% 61.6% 50.0%
E Somewhat likely (5-6) 18.6% 20.2% 20.4% 27.1% 22.0% 27.1%
m Somewhat unlikely (3-4) 7.3% 8.2% 15.3% 9.4% 7.9% 11.0%
m Very unlikely (1-2) 6.9% 5.5% 18.4% 19.7% 6.3% 9.7%
m Noft sure 2.4% 1.6% 2.0% 4.1% 2.2% 2.3%
BASE 3,768 2,052 98 96 1,190 929
A MEAN 6.63 6.66 5.45 5.31 6.57 6.05

155 Q. How likely are you to visit ___ again in the next five years?



BRAND/DESTINATION ADVOCACY - U.S. EAST

8-pt Rating Scale
8=Very Likely / 1=Very Unlikely

100.0% 8
90.0% 7
80.0% 6
70.0%
60.0% o
50.0% 4
40.0% 3
30.0% 5
20.0%
10.0% ‘
0.0% 0
O'ahu Maui Moloka'i Lana'i Island Of Kaua'i
Hawai'i
m Very likely (7-8) 77.0% 87.7% 65.3% 64.6% 85.4% 82.1%
B Somewhat likely (5-6) 13.8% 8.5% 23.4% 25.0% 11.1% 11.8%
m Somewhat unlikely (3-4) 3.6% 1.8% 5.1% 4.2% 1.6% 2.0%
m Very unlikely (1-2) 4.5% 1.6% 51% 6.2% 1.3% 3.4%
m Noft sure 1.2% 0.3% 1.0% 0.0% 0.6% 0.5%
BASE 3,765 2,051 98 96 1,187 929
A MEAN 7.09 7.51 6.66 6.70 7.46 7.27

156 Q. How likely are you to recommend ___ as a place to visit to your friends and family2



ACTIVITIES = SIGHTSEEING — U.S. EAST

‘ . ISLAND OF .

TOTAL 90.6% 95.4% 97 .9% 90.6% 95.3% 94.9%
On own (self guided) 77.4% 83.9% 78.2% 37.5% 86.3% 78.7%
Helicopter/ airplane 1.7% 3.9% 4.2% 2.1% 3.7% 9.9%
Boat/ submarine/ whale 14.4% 42.6% 12.5% 37.5% 24.8% 26.0%

Visit towns 38.7% 55.1% 54.2% 30.3% 53.9% 51.9%

Limo/ van/ bus tour 7.0% 6.9% 11.4% 9.4% 7.5% 9.4%

Scenic views/ natural
landmark

54.0% 65.5% 59.4% 43.7% 63.8% 68.8%

Movie/ TV/ film location 7.9% 1.2% 0.0% 1.0% 1.3% 5.3%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES = SIGHTSEEING - U.S. EAST

TOTAL 97 .4% 96.5% 96.6% 93.0%

On own (self guided) 82.0% 81.8% 81.1% 81.3%
Helicopter/ airplane 13.2% 12.1% 11.4% 3.9%
Boat/ submarine/ whale 33.2% 31.1% 31.7% 26.0%

Visit towns 37.4% 57.0% 54.7% 47 9%
Limo/ van/ bus tour 19.9% 16.4% 16.9% 7.5%

Scenic views/ natural landmark 77.7% 69.9% 67 2% 60.7%

Movie/ TV/ film location 8.3% 7.0% 6.0% 51%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — RECREATION — U.S. EAST

‘ ISLAND OF

89.3% 96.6% 93.8% 90.7% 94.6% 92.8%
77.9% 88.2% 70.9% 65.7% 77.7% 73.7%
7.7% 9.5% 21% 1.0% 8.8% 7.1%
6.7% 6.6% 6.3% 0.0% 6.5% 33%
9.2% 9.5% 1.0% 1.0% 45% 5.6%
6.8% 5.0% 6.2% 0.0% 7.4% 10.7%
57.2% 70.0% 32.3% 56.2% 60.7% 51.5%
27.7% 53.9% 25.0% 47.9% 47.2% 34.0%
1.3% 27% 0.0% 1.0% 1.9% 1.2%
0.3% 0.6% 0.0% 0.0% 0.2% 0.0%
1.8% 1.7% 0.0% 1.0% 0.6% 0.0%
27% 4.5% 21% 5% 4.5% 3.6%
(Fishing L 2.9% 4.2% 6.3% 5.2% 2.7%
40% 10.3% 42% 15.6% 8.0% 10.5%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES — RECREATION — U.S. EAST
I VN TN T T

96.0% 96.2% 96.3% 92.9%
(Fishing [T 3.1% 3.5% 3.6%
6.7% 6.7% 6.4% 7.4%

* Combined with bodyboarding
Q During this trip, which of the following activities did you participate in?




ACTIVITIES — RECREATION — U.S. EAST

ISLAND OF .

89.3% 96.6% 93.8% 90.7% 94.6% 92.8%
333% 37.8% 21.9% 12.5% 33.2% 30.5%
EN 8.4% 3.1% 15.6% 71% 6.1%
(Hiking [ 49.0% 489% 29.2% 55.5% 49.5%
2.0% 21% 3.1% 1.0% 3.9% 3.5%
10.0% 8.3% 13.5% 6.3% 15.1% 8.5%
0.9% 1.3% 21% 0.0% 0.8% 0.2%
30.2% 33.7% 19.8% 9.4% 42.2% 37.7%
1.5% 0.5% 0.0% 0.0% 0.6% 0.5%
0.7% 1.1% 0.0% 0.0% 1.0% 3.9%
EXri 3.0% 0.0% 1.0% 3.0% 32%
0.6% 0.0% 1.0% 1.0% 0.2% 0.1%
4.6% 1.9% 1.0% 42% 3.0% 47%
1.8% 1.7% 0.0% 0.0% 2.6% 2.9%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES — RECREATION — U.S. EAST
I NN 20 T TR

96.0% 96.2% 96.3% 92.9%
(s, 9.9% 10.0% 6.9%
EII - 59% 5.6% 3.0%

* Combined with hiking
Q During this trip, which of the following activities did you participate in?




ACTIVITIES — ENTERTAINMENT & DINING — U.S. EAST

ISLAND OF
HAWAI'I

96.6% 97.8% 93.8% 89.6% 97.5% 94.1%
S T
5.7% 6.1% 8.3% 0.0% 5.6% 5.3%
37.2% 55.2% 22.9% 36.4% 421% 441%
49.7% 54.9% 44.8% 15.7% 55.6% 49.7%
46.3% 31.7% 26.0% 6.2% 32.9% 29.1%
40.0% 38.4% 14.6% 2.1% 18.2% 39.2%
36.4% 40.2% 22.9% 12.5% 46.9% 39.4%
28.1% 23.7% 11.5% 9.4% 27.2% 21.9%
49.4% 58.0% 54.2% 14.6% 60.9% 50.3%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES — ENTERTAINMENT & DINING — U.S. EAST

o |z o | 200

58.2% 55.7% 53.6% 44.0%
34.9% 35.7% 35.2% 39.6%
44.8% 43.9% 43.1% 40.3%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — SHOPPING - U.S. EAST

‘ ‘ ISLAND OF

TOTAL 89.1% 94.9% 86.5% 59.4% 94.3% 92.3%
Mall/ department store 449% 32.8% 4.2% 4.1% 21.1% 16.8%

Designer boutique 12.7% 18.7% 6.2% 4.2% 12.6% 16.0%
Hotel/ resort store 24.4% 28.5% 9.4% 14.6% 24.4% 17.6%

Swap meet/ flea market 13.6% 9.4% 8.3% 2.1% 10.3% 6.4%

Discount/ outlet store 13.9% 16.5% 2.1% 2.1% 10.2% 10.2%

Supermarket 53.1% 71.3% 53.2% 19.8% 69.9% 58.2%
Farmer’'s market 18.0% 25.7% 33.3% 4.2% 43.5% 32.3%
Convenience store 46.1% 46.2% 33.3% 11.5% 40.1% 38.0%
Duty free store 4.0% 1.8% 0.0% 0.0% 1.3% 1.2%

Local shop/ artisan 46.1% 65.3% 62.5% 33.3% 61.4% 68.3%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES — SHOPPING — U.S. EAST
0 [ eov ] oos ] 2ov | 20m

TOTAL 95.9% 95.9% 95.4% 91.9%
Mall/ department store 44.3% 43.1% 40.4% 36.5%

Designer boutique 23.1% 18.6% 18.1% 15.3%
Hotel/ resort store 39.5% 39.2% 37.9% 25.5%
Swap meet/ flea market 18.2% 15.6% 14.8% 11.8%

Discount/ outlet store 19.1% 17.8% 16.2% 14.2%

Supermarket 51.4% 59.2% 58.6% 62.8%
Farmer’'s market 28.2% 31.2% 30.3% 26.9%
Convenience store 44.6% 48.1% 48.0% 45.4%
Duty free store 41% 4.6% 4.4% 2.8%

Local shop/ artisan 67.6% 67.0% 66.9% 56.7%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — HISTORY, CULTURE, FINE ARTS — U.S. EAST

. ISLAND OF

TOTAL 61.0% 51.1% 62.5% 36.5% 60.7% 49.0%
Historic military site 41.4% 3.6% 21% 2.1% 9.3% 4.2%
Other historical site 19.5% 19.9% 47 .9% 14.6% 38.4% 22.9%

Museum/ art gallery 10.3% 12.2% 6.2% 9.4% 11.6% 8.8%

Luau/ Polynesian show/ 13.9% 16.5% 10.4% 10.4% 16.7% 16.3%
hula show

Lesson ex. ukulele,

hula, canoe, lei making 3.7% 3.4% 3.1% 2.1% 3.9% 2.7%
Play/ concert/ theatre 1.9% 1.4% 4.2% 1.0% 1.4% 1.7%
Art/ craft fair 41% 9.5% 4.2% 1.0% 9.6% 6.9%
Festival event 5.0% 4.5% 8.4% 6.3% 3.3% 4.1%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES — HISTORY, CULTURE, FINE ARTS — U.S. EAST

I T2 TR T

TOTAL 81.3% 77.1% 75.6% 57.8%
Historic military site 42.9% 28.3% 27.2% 23.4%
Other historical site 34.7% 31.4% 31.1% 23.9%
Museum/ art gallery 21.9% 18.3% 17.2% 11.3%

Luau/ Polynesian show/

hula show 47.6% 42.0% 41.3% 16.1%
Lesson ex. ukulele, hula,
canoe, lei making 6.3% 8.5% 8.1% 3.8%

168 Q During this trip, which of the following activities did you participate in2




ACTIVITIES — TRANSPORTATION — U.S. EAST

ISLAND OF ‘

74.0% 90.8% 79.2% 61.5% 86.9% 91.3%
1.2% 3.1% 1.0% 0.0% 1.2% 1.0%
m 5.4% 1.7% 1.0% 1.0% 0.8% 1.2%
e wm o me em uwm
on  se om o em o wm am
51.6% 81.7% 61.5% 19.8% 78.3% 75.9%
22.8% 11.5% 1.0% 2.1% 8.7% 5.7%
2.6% 2.5% 0.0% 0.0% 0.9% 3.2%

Q During this trip, which of the following activities did you participate in2




STATEWIDE - ACTIVITIES — TRANSPORTATION — U.S. EAST

TOTAL 95.0% 92.4% 93.2% 81.2%

Airport shuttle 26.3% 20.2% 17.6% 10.2%
Trolley 4.5% 3.4% 3.7% 1.7%
Public bus 7.5% 5.7% 4.8% 3.4%
Tour bus/ tour van 20.6% 18.0% 18.6% 7.8%
Taxi/ limo 20.1% 12.4% 10.0% 7.1%
Rental car 75.3% 74.2% 74.4% 66.1%

Ride share NA 14.9% 18.3% 16.5%

Bicycle rental NA 2.2% 2.3% 2.5%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — OTHER - U.S. EAST

‘ ISLANDOF

TOTAL 51.4% 22.9% 28.2% 7.3% 33.9% 19.7%

Visit frlends/ family 50.8% 22.5% 28.2% 6.2% 33.3% 18.2%
Volunteer non profit 1.0% 0.9% 0.0% 2.1% 1.1% 1.9%

1/1 Q@ During this trip, which of the following activities did you participate in2




ACTIVITIES — OTHER - U.S. EAST

TOTAL 26.4% 25.2% 39.8%

Visit frlends/ family 25.6% 24.4% 39.2%
Volunteer non profit 1.3% 1.1% 1.1%

172 Q During this trip, which of the following activities did you participate in2




VISITOR PROFILE — GENDER - U.S. EAST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0%

2016 2017 2018 2019 2020
mFemale 53.1% 56.5% 58.8% 57.8% 60.1%
mMale 46.9% 43.5% 41.2% 42.2% 39.9%

173 Q@ Wnhatis your gender?



VISITOR PROFILE — EDUCATION — U.S. EAST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
-E = = = =

20.0%
10.0%

0.0% 2017 2018 2019 2020

m Post-Graduate 34.2% 37.1% 34.8% 33.8% 32.4%
m College Grad 35.3% 34.8% 34.9% 36.4% 36.4%
m Associate Degree 8.8% 7.6% 9.2% 8.3% 8.9%

Vocational/ Tech 3.6% 3.2% 2.8% 2.7% 3.0%
mSome College 12.7% 11.6% 12.2% 12.4% 13.4%
mH.S. Grad 4.8% 5.3% 5.6% 5.9% 5.5%
mSome / No H.S. 0.6% 0.5% 0.5% 0.5% 0.5%

174 Q Please indicate your highest level of education?
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60.00

50.00

40.00
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175 Q@ Whatisyourage?

VISITOR PROFILE — AGE - U.S. EAST

 — ——
4 —— o ———
—— ]
2016 2017 2018 2019 2020
50.71 50.58 50.75 50.68 47.92
53.00 52.00 53.00 52.00 49.00




VISITOR PROFILE — EMPLOYMENT STATUS = U.S. EAST

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%

. R ] ] T N
0.0%

2016 2017 2018 2019 2020

m Other 1.8% 1.4% 1.8% 1.5% 3.4%
m Homemaker 3.0% 3.1% 3.6% 3.1% 2.7%
m Student 2.1% 1.9% 2.5% 2.5% 4.2%
m Retired 22.5% 21.3% 24.0% 23.0% 19.1%
Employed 59.2% 60.5% 55.5% 56.9% 57.5%
m Self-employed 11.4% 11.9% 12.5% 13.0% 13.2%

176 Q Whatis your employment statuse




VISITOR PROFILE — HAWAII PROPERTY OWNER — U.S. EAST

100.0%

90.0%

80.0%

70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%
0.0% 2016 2017 2018 2019 2020
® Do not nor plan to purchase 83.0% 83.8% 85.1% 85.3% 81.9%
B Plan to in future 9.0% 9.9% 7.3% 8.0% 10.7%
m Other Property Type 1.7% 1.3% 1.6% 1.5% 2.4%
m Timeshare 6.3% 5.1% 6.0% 5.2% 4.9%

177 Q Do you own property in the State of Hawai'i2




Note: Due to fielding limitations related to the COVID-19 pandemic, data were not available for the full year 2020 for
all surveyed markets. All eight visitor markets were included in data for Q1 2020; only data from the U.S. West and U.S.
East were available for all four quarters of 2020. Therefore, some results are presented with relatively small sample sizes
compared to prior years and these small sample sizes produced statistics with sample error estimates greater than 10

points. Please exercise caution in interpreting results based on small bases.

SECTION - JAPAN

178




OVERALL SATISFACTION — MOST RECENT VISIT - JAPAN

8-pt Rating Scale
8=Excellent / 1=Poor

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%

10.0% 1

0

N W N O 8 YN @

0.0%
State of Island of
Hawai'i O'ahu Maui Moloka'i Lana'i Kaua'i
Hawai'i

Overall
m Excellent (7-8) 78.5% 76.3% 83.5% 82.3% 100.0% 83.0% 90.6%
m Above Average (5-6) 19.5% 21.6% 16.5% 17.7% 0.0% 15.9% 9.4%
m Below Average (3-4) 1.6% 1.6% 0.0% 0.0% 0.0% 0.8% 0.0%
mPoor (1-2) 0.5% 0.6% 0.0% 0.0% 0.0% 0.3% 0.0%

BASE 2,209 1,913 34 6 1 408 13

A MEAN 7.23 7.7 7.41 7.12 6.00 7.38 7.44

179 Q. How would you rate your most recent trip to the state of Hawai‘i2 How would you rate your experience on___2



PRIMARY TRIP PURPOSE
JAPAN

o lws | ae | a0
5. 1% o
07 01 40
Q What was the primary purpose of your most recent frip to the state of Hawai'i__2

Q. What, if any, was the secondary purpose of your most recent visite




SECONDARY TRIP PURPOSE — MULTIPLE RESPONSE
JAPAN

Vacation 86.0% 87.7% 82.3%

Honeymoon 12.9% 12.5% 16.1%
Incentive trip 2.0% 2.1% 7.6%
Visit friends/ relatives 4.7% 3.6% 5.7%
Get married 3.5% 3.3% 4.6%
Shopping/ fashion 26.3% 24.3% 0.4%
Anniversary/ birthday 7.2% 6.1% 0.6%
Vacation home/ timeshare 4.8% 5.3% 0.0%
Attend wedding/ vow renewal 5.2% 4.1% 1.3%
Family gathering/ reunion 4.4% 4.0% 0.1%

Other business 3.3% 3.2% 2.1%

Q What was the primary purpose of your most recent trip to the state of Hawai'i___2
Q. What, if any, was the secondary purpose of your most recent visite




VACATION TRIP DESCRIPTION - JAPAN

100.0%

90.0%

80.0%

70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%
0.0% 2016 2017 2018 2019 2020
m Other 2.9% 8.2% 5.9% 5.1% 5.7%
mOnce in a lifetime 8.7% 4.8% 4.0% 3.9% 6.5%
B More special than most trips 19.2% 32.0% 26.9% 26.7% 29.0%
B Annual/ Semi-annual trip 38.4% 20.2% 35.5% 36.1% 29.9%
Special occasion 30.8% 34.9% 27.7% 28.2% 28.9%

182 Q Ifyou came to Hawai'ion vacation, would you describe your most recent frip to the State as:2




ADVERTISING AWARENESS - JAPAN

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%
e
0.0%
O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

183 Q. Do you remember seeing or hearing advertising for ___ prior to your arrival?




IMPACT OF LOCATION FILMING - JAPAN

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0%

42.3% 38.8%

17.7%
12.4%

11.7%

I

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

184 Q. which of the following, if any, motivated you to visit the island of 2




IMPACT OF HAWAIIAN MUSIC — JAPAN

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0% 12.7% 15.2%

o - 0.0% 0.0%
0.0% L]

O'ahu Maui Moloka'‘i Lana'‘i Island of Kaua'i
Hawai'i

37.5%

185 Q. which of the following, if any, motivated you to visit the island of 2




IMPACT OF SOCIAL MEDIA POSTS/ VIDEOS — JAPAN

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0%

22.4%

14.6%
7.6% 6.2%

mm o~ —

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

186 Q. which of the following, if any, motivated you to visit the island of 2




IMPACT OF OUTDOOR/ SPORTING EVENTS — JAPAN

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%

20.0%
10.0%
0.0%

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

31.7% 31.9%

21.9% 25.0%

0.0% 0.0%

187 Q. whnich of the following, if any, motivated you to visit the island of 2




IMPACT OF HAWAIIAN CULTURAL EVENTS - JAPAN

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0% 35.3%

30.0%
19.4% A
20.0% 15.8% 13.9% 18.7%

- - H I
0.0%

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

0.0%

188 Q. which of the following, if any, motivated you to visit the island of 2




15T TIME VS REPEAT VISITOR - JAPAN

o

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0%

N W N O O N 00 O

O'ahu Maui Moloka'i Lana'i Island of Hawai'i Kaua'i
mmm Repeat 62.8% 49 .4% 70.7% 0.0% 45.5% 47 0%
. First-time 37.2% 50.6% 29.3% 100.0% 54.5% 53.0%
BASE 1,824 29 6 1 397 13
MEAN 4.56 3.28 1.71 1.00 2.77 6.46
—O—MEDIAN 2 1 2 1 1 1

189 Q Including this frip, how many times have you visited 2




TRAVEL PARTY MEMBERS - JAPAN

65.0% 51.9% 50.6% 56.6% 46.5%
Other adult family 31.5% 26.2% 23.8% 23.6% 24.5%
Child under 18 17.7% 15.0% 15.9% 17.0% 10.3%
Friends/ associates 17.4% 21.7% 21.9% 21.2% 29.8%

4.9% 7.5% 7.1% 5.7% 4.9%
Girlfriend/ boyfriend 2.5% 3.8% 6.9% 4.2% 3.9%
Same sex partner 2% A% 0.3% 0.2% 0.2%

190 Q Inadditionto yourself, on this frip, who else wasin your fravel party?




LIKELIHOOD OF RETURN VISIT — JAPAN

8-pt Rating Scale
8=Very Likely / 1=Very Unlikely

100.0% 8
90.0% 7
80.0% 6
70.0%
60.0% 5
50.0% 4
40.0% 3
30.0% 5
20.0%
10.0% ‘
0.0% 0
O'ahu Maui Moloka'i Lana'i Island .c?.f Kaua'i
Hawai'i
m Very likely (7-8) 54.6% 57.0% 47.0% 0.0% 52.8% 56.4%
E Somewhat likely (5-6) 28.9% 16.4% 53.0% 100.0% 27.5% 24.9%
m Somewhat unlikely (3-4) 5.7% 8.8% 0.0% 0.0% 9.5% 6.2%
m Very unlikely (1-2) 1.2% 0.0% 0.0% 0.0% 0.3% 0.0%
m Noft sure 9.6% 17.7% 0.0% 0.0% 9.8% 12.4%
BASE 1,822 29 6 1 397 13
A MEAN 6.70 6.92 6.23 5.00 6.63 6.93

191 Q. How likely are you to visit ___ again in the next five years?



BRAND/DESTINATION ADVOCACY - JAPAN

8-pt Rating Scale
8=Very Likely / 1=Very Unlikely

100.0% 8
90.0% 7
80.0% 6
70.0%
60.0% o
50.0% 4
40.0% 3
30.0% 5
20.0%
10.0% ‘
0.0% 0
O'ahu Maui Moloka'i Lana'i Island Of Kaua'i
Hawai'i
m Very likely (7-8) 71.9% 73.4% 82.3% 0.0% 74.9% 87.6%
B Somewhat likely (5-6) 24.3% 15.2% 17.7% 100.0% 22.2% 12.4%
m Somewhat unlikely (3-4) 1.4% 7.6% 0.0% 0.0% 1.5% 0.0%
m Very unlikely (1-2) 0.3% 0.0% 0.0% 0.0% 0.3% 0.0%
m Not sure 2.2% 3.8% 0.0% 0.0% 1.2% 0.0%
BASE 1,818 29 6 1 396 13
A MEAN 7.18 7.18 7.29 6.00 7.20 7.44

192 Q. How likely are you to recommend ___ as a place to visit to your friends and family2



ACTIVITIES — SIGHTSEEING - JAPAN

‘ . ISLAND OF .

TOTAL 93.8% 93.7% 82.3% 100.0% 94.2% 100.0%
On own (self guided) 64.0% 58.2% 11.7% 0.0% 57 4% 71.9%
Helicopter/ airplane 0.8% 0.0% 0.0% 0.0% 2.3% 6.2%
Boat/ submarine/ whale 13.1% 17.7% 17.7% 0.0% 9.3% 0.0%

Visit towns 28.2% 31.7% 53.0% 100.0% 28.0% 21.9%

Limo/ van/ bus tour 18.0% 12.6% 17.7% 0.0% 33.9% 6.2%

Scenic views/ natural
landmark

15.1% 27.9% 17.7% 0.0% 27 .8% 37.5%

Movie/ TV/ film location 5.1% 0.0% 0.0% 0.0% 1.3% 9.4%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES - SIGHTSEEING - JAPAN

TOTAL 86.1% 95.5% 95.5% 94.0%

On own (self guided) 43.2% 68.8% 65.1% 63.3%
Helicopter/ airplane 1.3% 2.3% 2.2% 1.1%
Boat/ submarine/ whale 12.2% 9.7% 10.6% 12.7%

Visit towns 29.0% 31.2% 32.7% 29.0%
Limo/ van/ bus tour 27 9% 19.5% 23.1% 21.2%

Scenic views/ natural landmark 25.4% 23.3% 20.8% 18.1%

Movie/ TV/ film location 6.3% 4.1% 3.9% 4.5%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — RECREATION - JAPAN

ISLAND OF
HAWALIl

93.8% 89.9% 82.3% 100.0% 93.7% 87.6%
70.4% 69.6% 70.7% 0.0% 59.6% 46.9%
1.3% 38% 0.0% 0.0% 1.2% 18.8%
1.5% 38% 0.0% 0.0% 1.6% 0.0%
(sufing [V 0.0% 0.0% 0.0% 0.5% 0.0%
1.7% 0.0% 0.0% 0.0% 3.4% 9.4%
30.5% 39.3% 0.0% 0.0% 22.4% 25.0%
13.3% 17.7% 0.0% 0.0% 16.1% 18.8%
0.6% 0.0% 0.0% 0.0% 0.4% 0.0%
0.2% 0.0% 0.0% 0.0% 0.0% 0.0%
3.4% 0.0% 0.0% 0.0% 0.4% 9.4%
ExI - 0.0% 0.0% 0.0% 0.7% 0.0%
(Fishing [ 0.0% 0.0% 0.0% 0.5% 9.4%
49% 7.6% 0.0% 0.0% 14.3% 28.2%

Q During this trip, which of the following activities did you participate in2




STATEWIDE - ACTIVITIES — RECREATION — JAPAN
I 20 TN AT TN

0% a7 5% 5%
EC A o e
O 5 = e

* Combined with bodyboarding
Q During this trip, which of the following activities did you participate in?




ACTIVITIES — RECREATION - JAPAN

ISLAND OF .

93.8% 89.9% 82.3% 100.0% 93.7% 87.6%
16.9% 30.4% 0.0% 100.0% 14.4% 6.2%
EN 8.8% 0.0% 0.0% 5.6% 0.0%
(Hiking [T 27.9% 0.0% 0.0% 11.9% 15.6%
0.3% 0.0% 0.0% 0.0% 0.0% 0.0%
7.8% 12.6% 82.3% 0.0% 24.6% 9.4%
1.3% 0.0% 0.0% 0.0% 1.1% 0.0%
15.2% 19.0% 53.0% 0.0% 20.0% 12.4%
1.8% 6.3% 0.0% 0.0% 1.6% 0.0%
e e e | e | =
EXxXXri - 0.0% 0.0% 0.0% 0.0% 0.0%
1.3% 0.0% 0.0% 0.0% 0.3% 0.0%
1.4% 0.0% 0.0% 0.0% 0.3% 0.0%
2.8% 0.0% 0.0% 0.0% 3.5% 0.0%

Q During this trip, which of the following activities did you participate in2




STATEWIDE - ACTIVITIES — RECREATION — JAPAN
e oos ]z | om0

83.5% 96.2% 96.0% 94.3%
EE 6.5% 6.9% 6.8%
zZplining 07% 1% 09%

* Combined with hiking
Q During this trip, which of the following activities did you participate in?




ACTIVITIES — ENTERTAINMENT & DINING - JAPAN

ISLAND OF
HAWAI'I

96.9% 92.4% 100.0% 100.0% 96.0% 100.0%
17.9% 11.4% 0.0% 0.0% 7.3% 40.5%
R
6.4% 0.0% 35.3% 0.0% 1.7% 0.0%
36.9% 31.7% 70.7% 0.0% 25.8% 9.4%
25.2% 22.8% 0.0% 100.0% 28.0% 15.6%
59.1% 44.3% 29.3% 0.0% 42.6% 25.0%
17.3% 26.6% 0.0% 0.0% 59% 0.0%
50.3% 49.4% 53.0% 0.0% 46.4% 31.3%
6.0% 13.9% 17.7% 0.0% 49% 6.2%
121% 20.2% 0.0% 0.0% 22.3% 43.9%

Q During this trip, which of the following activities did you participate in2




STATEWIDE - ACTIVITIES — ENTERTAINMENT & DINING — JAPAN
| er oos oo | oo

oy o e 5
“ 520% o 562%
| Foodfruck | NA 14.6% 13.4% 15.5%
e 528% 502% o

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — SHOPPING - JAPAN

‘ ‘ ISLAND OF

TOTAL 97.7% 92.4% 82.3% 100.0% 97.7% 93.8%
Mall/ department store 87.3% 64.5% 0.0% 0.0% 51.5% 68.7%

Designer boutique 29.1% 17.7% 0.0% 0.0% 5.5% 9.4%
Hotel/ resort store 33.7% 27.9% 0.0% 0.0% 32.1% 0.0%

Swap meet/ flea market 2.7% 0.0% 0.0% 0.0% 4.7% 0.0%

Discount/ outlet store 28.7% 24.0% 0.0% 0.0% 7.8% 6.2%

Supermarket 66.9% 65.8% 29.3% 100.0% 75.8% 751%
Farmer’'s market 13.8% 13.9% 0.0% 0.0% 18.9% 15.6%
Convenience store 52.7% 34.2% 0.0% 0.0% 23.4% 9.4%
Duty free store 45.5% 12.6% 53.0% 0.0% 5.0% 15.6%

Local shop/ artisan 10.1% 291% 17.7% 0.0% 16.8% 18.8%

Q During this trip, which of the following activities did you participate in2




STATEWIDE - ACTIVITIES — SHOPPING — JAPAN
ez oos 209200

TOTAL 96.6% 97.6% 98.0% 97.6%
Mall/ department store 82.2% 79.9% 78.2% 81.5%

Designer boutique 33.5% 25.1% 20.2% 25.0%
Hotel/ resort store 39.2% 35.4% 34.7% 33.8%
Swap meet/ flea market 8.9% 3.6% 3.6% 3.1%

Discount/ outlet store 34.1% 23.7% 20.8% 25.3%

Supermarket 57.7% 65.7% 68.6% 69.1%
Farmer’'s market 18.6% 18.1% 19.1% 15.1%
Convenience store 54.1% 45.6% 42.7% 47 4%
Duty free store 43.6% 42.1% 32.1% 38.4%

Local shop/ artisan 15.3% 10.7% 11.4% 11.8%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — HISTORY, CULTURE, FINE ARTS — JAPAN

. ISLAND OF

TOTAL 49 9% 74.7% 29.3% 100.0% 62.6% 84.4%
Historic military site 13.9% 17.7% 29.3% 100.0% 17.1% 9.4%
Other historical site 10.6% 27.9% 17.7% 0.0% 28.2% 43.7%

Museum/ art gallery 6.2% 0.0% 0.0% 0.0% 4.8% 15.6%

Luau/ Polynesian show/

12.9% 15.2% 0.0% 0.0% 13.2% 0.0%
hula show
Lesson ex. ukulele,
hula, canoe, lei making 6.9% 13.9% 0.0% 0.0% 6.3% 0.0%
Play/ concert/ theatre 3.5% 0.0% 0.0% 0.0% 1.4% 9.4%
Art/ craft fair 4.8% 0.0% 0.0% 0.0% 2.5% 6.2%
Festival event 1.7% 17.7% 0.0% 0.0% 2.9% 9.4%

Q During this trip, which of the following activities did you participate in2




STATEWIDE - ACTIVITIES — HISTORY, CULTURE, FINE ARTS — JAPAN
o eov | ooe |20 | 200

TOTAL 39.9% 55.5% 55.2% 53.1%
Historic military site 11.3% 18.1% 16.0% 14.7%
Other historical site 10.6% 18.1% 17.5% 14.3%

Museum/ art gallery 6.9% 6.4% 5.5% 6.1%

Luau/ Polynesian show/ hula

show 10.5% 12.9% 14.0% 13.3%
Lesson ex. ukulele, hula,
canoe, lei making 6.3% 6.4% 7.1% 7.0%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — TRANSPORTATION - JAPAN

ISLAND OF ‘

TOTAL 96.5% 92.4% 100.0% 100.0% 98.3% 100.0%
Airport shuttle 28.8% 11.4% 0.0% 0.0% 24.6% 0.0%
Trolley 60.4% 16.4% 0.0% 0.0% 22.5% 15.6%
19.1% 0.0% 0.0% 0.0% 1.7% 6.2%
Tour bus/ tour van 24.4% 24.0% 64.7% 0.0% 37.9% 18.7%
Taxi/ limo 29.2% 24.0% 35.3% 0.0% 18.9% 12.4%
Rental car 17.8% 54.5% 70.7% 100.0% 41.7% 59.5%
Ride share 6.0% 2.5% 0.0% 0.0% 2.8% 0.0%

Bicycle rental 4.6% 0.0% 0.0% 0.0% 1.7% 0.0%

Q During this trip, which of the following activities did you participate in2




STATEWIDE - ACTIVITIES — TRANSPORTATION - JAPAN

0.6 g% o5 -
m 19.2% 16.9% 13.3% 16.0%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — OTHER - JAPAN

‘ ISLANDOF

TOTAL 13.8% 25.3% 0.0% 0.0% 10.1% 31.3%

Visit frlends/ family 12.8% 25.3% 0.0% 0.0% 8.9% 25.0%
Volunteer non profit 1.2% 0.0% 0.0% 0.0% 1.2% 6.2%

7207 Q During this trip, which of the following activities did you participate in2




ACTIVITIES — OTHER - JAPAN

TOTAL 12.6% 11.8% 13.5%

Visit frlends/ family 11.9% 11.3% 12.4%
Volunteer non profit 0.9% 0.7% 1.3%

208 Q During this trip, which of the following activities did you participate in2




VISITOR PROFILE — GENDER - JAPAN

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0%

2016 2017 2018 2019 2020
mFemale 49.5% 53.6% 52.9% 52.6% 56.7%
mMale 50.5% 46.4% 47.1% 47 4% 43.3%

209 Q Whatis your gender?



VISITOR PROFILE — EDUCATION - JAPAN

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0% .

20.0%
10.0%
0.0%

2016 2017 2018 2019 2020

m Post-Graduate 6.5% 8.4% 9.8% 8.4% 8.1%
m College Grad 41.0% 47.5% 52.9% 52.6% 49.6%
m Associate Degree 9.9% 7.5% 8.0% 8.6% 7.7%
Vocational/ Tech 10.7% 10.2% 7.3% 8.6% 8.1%
mSome College 5.8% 6.2% 4.4% 4.5% 4.3%
mH.S. Grad 24.6% 18.2% 15.6% 15.5% 20.6%
mSome / No H.S. 1.4% 1.9% 2.1% 1.9% 1.6%

210 @ Please indicate your highest level of education?




VISITOR PROFILE — AGE - JAPAN

70.00
60.00
50.00
40.00 W
30.00
20.00
10.00
000 2016 2017 2018 2019 2020
—o— MEAN 49.55 40.62 39.05 41.79 39.19
== MEDIAN 51.00 38.00 36.00 40.00 35.00

211 Q Whatis your age?




VISITOR PROFILE — EMPLOYMENT STATUS - JAPAN

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%
0.0%
m Other
® Homemaker
m Student
m Retired
Employed
m Self-employed

2016
17.0%

15.3%

3.6%

14.0%
37.9%
12.3%

212 Q Whatis your employment status?

2017
7.4%

12.1%

6.9%
4.8%

58.9%

9.9%

7. 97
10.6%
8.2%
4.0%
59.4%
9.9%

2019
8.2%

10.8%

5.9%
5.0%

60.4%

9.7%

2020
6.5%
9.4%
16.9%
4.5%
52.8%
9.8%




VISITOR PROFILE — HAWAIl PROPERTY OWNER - JAPAN

100.0%

90.0%

80.0%

70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0% -

0.0% 2016 2017 2018 2019 2020
m Do not nor plan fo purchase 79.0% 82.6% 85.9% 85.7% 90.6%
B Plan to in future 8.3% 5.8% 3.0% 2.0% 1.9%
m Other Property Type 0.4% 0.9% 0.6% 0.4% 0.7%
m Timeshare 12.2% 10.8% 10.5% 11.8% 6.8%

213 Q Do you own property in the State of Hawai'i2




VISITOR PROFILE — HOUSEHOLD INCOME (YEN)

< ¥3.5 million 21.2% 17.0% 23.3%

14.1% 13.6% 12.8%

10.8% 10.5% 10.0%

7.4% 7.8% 7.5%
¥6.5 ¥7.5 million 7.0% 6.2% 5.2%
¥7.5 ¥8.5 million 6.8% 7.7% 9.2%
¥8.5 ¥10.0 million 8.7% 9.9% 9.5%
¥10.0 ¥15.0 million 13.3% 15.3% 13.1%
¥15.0 ¥20.0 million 4.7% 5.8% 3.9%
¥20.0 million + 5.9% 6.4% 5.5%

214 Q Which of the following categories includes your household's total annual income from all sources before taxes for 20192




Note: Due to fielding limitations related to the COVID-19 pandemic, data were not available for the full year 2020 for
all surveyed markets. All eight visitor markets were included in data for Q1 2020; only data from the U.S. West and U.S.
East were available for all four quarters of 2020. Therefore, some results are presented with relatively small sample sizes
compared to prior years and these small sample sizes produced statistics with sample error estimates greater than 10

points. Please exercise caution in interpreting results based on small bases.

SECTION — CANADA

215




OVERALL SATISFACTION — MOST RECENT VISIT —= CANADA

0.0% State of

Hawai'i

Overall

m Excellent (7-8) 85.4%
m Above Average (5-6) 12.1%
H Below Average (3-4) 2.3%
mPoor (1-2) 0.2%
BASE 1,689
A MEAN 7.36

216 Q. How would you rate your most recent frip to the state of Hawai‘iz How would you rate your experience on___

O'ahu

76.3%

19.6%
3.6%

0.4%
727
7.12

8-pt Rating Scale
8=Excellent / 1=Poor

Maui

92.3%
6.4%
1.2%
0.0%

567
7.52

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

Moloka'i

100.0%
0.0%
0.0%
0.0%

8
7.52

Lana'‘i

81.7%
18.3%
0.0%
0.0%

11
7.7
2

Island of
Hawai'i

87.4%
10.8%
1.8%
0.0%
503
7.42

Kaua'i

78.9%

18.3%
2.4%
0.4%
270
7.19

N W N O 8 YN @
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PRIMARY TRIP PURPOSE
CANADA

Vacation 74.3% 74.5% 84.6%

Visit friends or relatives 3.1% 2.9% 4.3%
Convention, conference or seminar 1.8% 1.4% 1.8%
Honeymoon 2.8% 2.6% 1.7%
Anniversary/ birthday 5.7% 6.8% 1.6%

Attend wedding/ vow renewal 2.8% 2.1% 0.7%

Family gathering/ reunion 2.1% 2.1% 0.2%

217 Q Whatwasthe primary purpose of your most recent trip to the state of Hawai'i__¢
Q. What, if any, was the secondary purpose of your most recent visite




TRIP PURPOSE — MULTIPLE RESPONSE
CANADA

I T T TN
91.4% 91.7% 94.8%
8.4% 71% 11.7%
12.1% 13.6% 3.2%
218 Q Whatwasthe primary purpose of your most recent trip to the state of Hawai'i__¢

Q. What, if any, was the secondary purpose of your most recent visite




VACATION TRIP DESCRIPTION — CANADA

100.0%

90.0%

80.0%

70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%
0.0% 2016 2017 2018 2019 2020
m Other 9.3% 4.8% 5.3% 5.8% 7.2%
mOnce in a lifetime 4.6% 9.4% 9.3% 10.0% 8.2%
B More special than most trips 28.2% 29.1% 29.5% 29.1% 29.9%
B Annual/ Semi-annual trip 31.1% 30.8% 30.7% 29.0% 35.5%
Special occasion 26.8% 25.9% 25.3% 26.2% 19.1%

219 Q Ifyou came to Hawai'i on vacation, would you describe your most recent trip to the State as:2




ADVERTISING AWARENESS — CANADA

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0%

. . 0.0% | 83% | . .

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

220 Q. Do you remember seeing or hearing advertising for ___ prior to your arrival?




IMPACT OF LOCATION FILMING — CANADA

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%

18.1%

10.3% 10.4% 11.0%

10.0%
I oo [ T
0.0%

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

221 Q. Which of the following, if any, motivated you to visit the island of 2




IMPACT OF HAWAIIAN MUSIC — CANADA

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0% 13.7%

0.0%
0.0% ] ] —

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

227 Q. Which of the following, if any, motivated you to visit the island of 2




IMPACT OF SOCIAL MEDIA POSTS/ VIDEOS- CANADA

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%

00.0% 17.2%
0.07% 11.6% 11.3% 11.0% 13.6%

00% [ ]
O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

223 Q. Which of the following, if any, motivated you to visit the island of 2




IMPACT OF OUTDOOR/ SPORTING EVENTS — CANADA

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%

30.0%
18.0% 19.5% 17.8% 17.0%

20.0%

10.0%
0.0% 0.0%

0.0%

O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i

224 Q. Which of the following, if any, motivated you to visit the island of 2




IMPACT OF HAWAIIAN CULTURAL EVENTS — CANADA

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%

20.0% 14.8%
5% 10.9% 10.7% 11.0%

10.0%
B o~ oo [
0.0%

O'ahu Maui Moloka'‘i Lana‘i Island of Kaua'i
Hawai'i

225 Q. Which of the following, if any, motivated you to visit the island of 2




15T TIME VS REPEAT VISITOR — CANADA

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%

o

40.0%
30.0%
20.0%

N W N O O N 00 O

10.0% 1
0.0% . . . - . 0
O'ahu Maui Moloka'i Lana'i Island of Hawai'i Kaua'i
mmm Repeat 58.8% 63.3% 46.2% 10.0% 54.4% 38.7%
. First-time 41.2% 36.7% 53.8% 90.0% 45.6% 61.3%
BASE 620 506 7 11 450 267
MEAN 5.02 4.78 5.01 1.20 3.60 2.51
—O—MEDIAN 2 2 ] 1 2 1

2724 Q Including this trip, how many times have you visited 2




Other adult family
Child under 18

Friends/ associates

Girlfriend/ boyfriend

Same sex partner

TRAVEL PARTY MEMBERS — CANADA

69.7%
27.2%
23.2%
18.6%
6.6%
6.7%
6%

66.6%
25.1%
23.9%
17.9%
6.4%
7.0%
9%

2797 Q Inadditionfo yourself, on this frip, who else was in your travel party?

63.3%
28.6%
22.9%
18.2%
6.0%
8.3%
0.9%

62.1%
28.3%
23.7%
17.0%
6.0%
8.6%

1.2%

I T A TR T T

66.4%
27 .3%
17.7%
17.9%
6.4%
6.9%
0.9%




LIKELIHOOD OF RETURN VISIT = CANADA

8-pt Rating Scale
8=Very Likely / 1=Very Unlikely

100.0% 8
90.0% 7
80.0% 6
70.0%
60.0% o
50.0% 4
40.0% 3
30.0% 5
20.0%
10.0% ‘
0.0% 0
O'ahu Maui Moloka'i Lana‘i Island of Kaua'i
Hawai'i
m Very likely (7-8) 58.8% 63.3% 46.2% 45.0% 57.8% 43.5%
B Somewhat likely (5-6) 22.4% 24.4% 28.2% 8.3% 23.2% 26.6%
m Somewhat unlikely (3-4) 10.6% 7.9% 12.8% 28.4% 9.8% 16.3%
m Very unlikely (1-2) 7.1% 3.4% 12.8% 18.3% 7.4% 8.1%
m Not sure 1.3% 1.1% 0.0% 0.0% 1.8% 5.4%
BASE 615 506 7 11 448 266
AMEAN 6.37 6.70 5.88 5.15 6.35 5.86

278 Q. How likely are you to visit___again in the next five years?2



BRAND/DESTINATION ADVOCACY — CANADA

8-pt Rating Scale
8=Very Likely / 1=Very Unlikely

100.0% 8
90.0% 7
80.0% 6
70.0%
60.0% o
50.0% 4
40.0% 3
30.0% 5
20.0%
10.0% ‘
0.0% 0
O'ahu Maui Moloka'i Lana'i Island of Kaua'i
Hawai'i
m Very likely (7-8) 79.5% 88.3% 41.0% 63.3% 82.7% 80.3%
m Somewhat likely (5-6) 14.0% 9.0% 59.0% 26.6% 14.0% 15.9%
m Somewhat unlikely (3-4) 4.3% 1.3% 0.0% 10.0% 1.7% 1.5%
m Very unlikely (1-2) 2.3% 1.4% 0.0% 0.0% 1.5% 2.3%
m Noft sure 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
BASE 613 504 7 11 446 266
A MEAN 7.19 7.51 6.10 6.80 7.32 7.22

229 Q. How likely are you to recommend ___as a place to visit to your friends and family2



ACTIVITIES = SIGHTSEEING — CANADA

‘ . ISLAND OF .

TOTAL 93.1% 96.2% 100.0% 81.7% 96.9% 97.3%
On own (self guided) 72.6% 86.1% 87.2% 35.0% 91.6% 84.9%
Helicopter/ airplane 1.9% 3.0% 12.8% 0.0% 2.7% 7.9%
Boat/ submarine/ whale 13.6% 40.5% 0.0% 0.0% 25.6% 26.6%

Visit towns 43.1% 61.4% 74.4% 8.3% 67.4% 60.8%

Limo/ van/ bus tour 13.7% 7.2% 0.0% 28.4% 5.8% 51%

Scenic views/ natural
landmark

56.5% 62.9% 71.8% 36.7% 67.8% 69.0%

Movie/ TV/ film location 7.2% 0.6% 0.0% 0.0% 1.1% 3.8%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES = SIGHTSEEING — CANADA

TOTAL 97.9% 96.7% 96.2% 95.7%

On own (self guided) 87.5% 85.5% 84.0% 84.0%
Helicopter/ airplane 10.1% 8.9% 7.6% 3.6%
Boat/ submarine/ whale 29.6% 25.2% 25.7% 27.8%

Visit towns 40.0% 59.5% 57.0% 58.0%
Limo/ van/ bus tour 11.2% 10.8% 9.7% 2.1%

Scenic views/ natural landmark 76.6% 68.0% 65.2% 63.4%

Movie/ TV/ film location 5.9% 5.0% 5.1% 3.7%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — RECREATION — CANADA

. ISLAND OF .

97.0% 98.2% 87.2% 75.1% 98.7% 95.7%
87.4% 92.0% 74.4% 56.7% 87.3% 84.4%
8.0% 13.8% 0.0% 0.0% 16.0% 8.3%

4.4% 3.7% 0.0% 0.0% 38% 2%

'sufing  [EETRLA 6.6% 0.0% 0.0% 3.6% 6.7%

28% 50% 0.0% 0.0% 6.3% 11.3%
67.1% 72.7% 15.4% 10.0% 68.5% 62.9%
35.6% 49.1% 0.0% 0.0% 56.1% 412%
1.0% 1.2% 0.0% 0.0% 1.3% 0.0%
0.2% 0.6% 0.0% 0.0% 0.0% 0.0%
1.1% 0.2% 0.0% 0.0% 0.0% 0.0%
2.7% 4.5% 0.0% 0.0% 21% 3.1%
(Fishing KT 1.6% 0.0% 0.0% 28% 1.9%
40% 13.2% 12.8% 0.0% 8.9% 8.0%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES — RECREATION — CANADA
v | aos | 20w | 2w

EC o o T e
E T = =
(Fishing | 2.5% 2.4% 2.4% 2.2%

* Combined with bodyboarding
Q During this trip, which of the following activities did you participate in?




ACTIVITIES — RECREATION — CANADA

ISLAND OF .

97.0% 98.2% 87.2% 75.1% 98.7% 95.7%
34.5% 419% 46.2% 18.3% 35.8% 27.2%
EN 49% 0.0% 0.0% 3.6% 3.0%
(Hiking YL 34.3% 30.8% 0.0% 51.9% 52.5%
0.7% 40% 0.0% 0.0% 2.8% 6.1%
9.0% 6.4% 15.4% 0.0% 19.6% 8.2%
3.9% 2.6% 0.0% 0.0% 2.2% 0.8%
37.3% 33.2% 15.4% 28.4% 44.3% 37.5%
1.8% 0.2% 0.0% 0.0% 1.1% 0.4%
0.3% 0.8% 0.0% 0.0% 0.9% 5.7%
EXri - 1.6% 0.0% 0.0% 21% 2.2%
0.4% 0.2% 0.0% 0.0% 0.2% 0.0%
3.1% 0.4% 0.0% 0.0% 21% 1.1%
1.5% 0.8% 0.0% 0.0% 21% 1.1%

Q During this trip, which of the following activities did you participate in2




STATEWIDE - ACTIVITIES — RECREATION — CANADA
A 20 T T I

98.7% 98.2% 98.6% 98.2%
E - 6.7% 6.4% 48%
9.5% 12.5% 121% 11.6%
zotining 3% 32% 167

* Combined with hiking
Q During this trip, which of the following activities did you participate in?




ACTIVITIES — ENTERTAINMENT & DINING — CANADA

ISLAND OF
HAWAI'I

99.5% 99.2% 87.2% 73.4% 98.7% 95.7%
17.5% 19.0% 0.0% 28.4% 19.0% 19.8%
SO
10.1% 4.0% 0.0% 0.0% 6.4% 1.9%

43.3% 51.4% 28.2% 16.6% 421% 37.7%
65.3% 64.7% 30.8% 18.3% 66.3% 52.5%
57.7% 38.6% 15.4% 0.0% 41.0% 30.2%
38.1% 30.7% 30.8% 0.0% 17.2% 37.3%
50.7% 50.7% 15.4% 8.3% 56.6% 42.3%
27.7% 18.7% 0.0% 0.0% 20.9% 15.3%
48.4% 71.8% 87.2% 10.0% 75.8% 66.6%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES — ENTERTAINMENT & DINING — CANADA
e s 2o | 200

- 2 . .

Q During this trip, which of the following activities did you participate in2




ACTIVITIES = SHOPPING - CANADA

‘ ‘ ISLAND OF

TOTAL 97 .4% 97.9% 87.2% 53.3% 97.6% 93.3%

Mall/ department store 66.1% 50.9% 0.0% 0.0% 48.8% 30.8%

Designer boutique 18.8% 20.7% 0.0% 0.0% 16.0% 16.6%
Hotel/ resort store 34.0% 26.6% 0.0% 8.3% 25.3% 12.0%

Swap meet/ flea market 19.8% 20.6% 0.0% 8.3% 16.1% 7.8%

Discount/ outlet store 24.2% 29 8% 0.0% 0.0% 16.5% 12.8%

Supermarket 59.4% 79.9% 87.2% 8.3% 81.8% 71.2%
Farmer’'s market 27 2% 36.7% 43.6% 0.0% 60.6% 46.4%
Convenience store 62.0% 54.6% 59.0% 10.0% 48.2% 34.1%
Duty free store 8.4% 2.5% 0.0% 0.0% 2.7% 2.9%

Local shop/ artisan 54.6% 69.5% 59.0% 26.6% 65.7% 70.2%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES — SHOPPING — CANADA
ey aoe 2009 2020

TOTAL 97.8% 97 .4% 96.5% 97.5%
Mall/ department store 59.7% 59.1% 56.2% 54.8%

Designer boutique 25.4% 19.9% 18.4% 19.2%
Hotel/ resort store 27.5% 27.4% 28.8% 28.0%
Swap meet/ flea market 23.0% 17.4% 16.7% 18.6%
Discount/ outlet store 25.6% 22.5% 22.6% 23.4%
Supermarket 66.0% 73.9% 72.3% 74.7%
Farmer's market 42 A%, 44.7% 43.1% 43.2%
Convenience store 50.0% 52.7% 51.9% 54.1%
Duty free store 5.9% 7.4% 6.5% 4.8%

Local shop/ artisan 71.7% 66.7% 64.7% 65.3%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — HISTORY, CULTURE, FINE ARTS — CANADA

. ISLAND OF

TOTAL 71.5% 61.5% 43.6% 10.0% 70.5% 57.5%
Historic military site 36.6% 2.7% 0.0% 0.0% 8.0% 5.6%
Other historical site 21.9% 20.1% 43.6% 10.0% 44.2% 26.8%

Museum/ art gallery 14.4% 18.6% 0.0% 10.0% 18.4% 14.2%

Luau/ Polynesian show/

29.2% 26.3% 0.0% 0.0% 25.3% 22.3%
hula show
Lesson ex. ukulele,
hula, canoe, lei making 8.8% 5.4% 0.0% 0.0% 5.5% 4.3%
Play/ concert/ theatre 4.9% 4.9% 0.0% 0.0% 4.0% 1.6%
Art/ craft fair 7.9% 15.2% 15.4% 0.0% 16.6% 14.7%
Festival event 5.3% 4.0% 0.0% 0.0% 4.5% 3.5%

Q During this trip, which of the following activities did you participate in2




STATEWIDE - ACTIVITIES — HISTORY, CULTURE, FINE ARTS — CANADA

| oo o209 | 200

TOTAL 74.7% 72.9% 69.7% 68.0%
Historic military site 23.6% 16.8% 16.7% 16.3%
Other historical site 33.1% 29.4% 26.5% 29.1%
Museum/ art gallery 22.8% 19.8% 17.6% 17.5%

Luau/ Polynesian show/ hula

show 36.5% 34.4% 32.9% 28.4%
Lesson ex. ukulele, hula,
canoe, lei making 5.1% 8.2% 7.4% 7.0%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — TRANSPORTATION — CANADA

ISLAND OF ‘

97.2% 97.4% 71.8% 53.3% 95.8% 97.3%
27.5% 11.3% 0.0% 8.3% 16.7% 17.5%
8.0% 6.2% 0.0% 0.0% 5.1% 3.1%
m 27.1% 4.9% 12.8% 0.0% 1.3% 3.1%
e o om am o o
g om mem o e e
56.9% 89.4% 71.8% 26.6% 89.8% 86.4%
22.3% 6.5% 0.0% 0.0% 7.9% 4.6%
4.4% 3.4% 0.0% 0.0% 2.5% 3.5%

Q During this trip, which of the following activities did you participate in2




STATEWIDE — ACTIVITIES — TRANSPORTATION — CANADA

TOTAL 97.8% 96.0% 95.3% 96.8%

Airport shuttle 23.8% 22.2% 18.6% 19.6%
Trolley 4.7% 4.5% 5.5% 6.6%
Public bus 12.6% 11.1% 10.4% 12.0%
Tour bus/ tour van 11.5% 12.4% 10.9% 11.6%
Taxi/ limo 17.5% 15.3% 13.0% 14.6%
Rental car 82.8% 81.1% 79.9% 79.8%

Ride share NA 92.1% 13.7% 12.5%

Bicycle rental NA 3.4% 3.2% 3.7%

Q During this trip, which of the following activities did you participate in2




ACTIVITIES — OTHER — CANADA

‘ ISLANDOF

TOTAL 21.8% 23.8% 15.4% 0.0% 24.1% 15.2%

Visit frlends/ family 21.2% 23.1% 15.4% 0.0% 23.7% 12.4%
Volunteer non profit 0.8% 0.8% 0.0% 0.0% 0.6% 3.9%

244 Q During this trip, which of the following activities did you participate in2




ACTIVITIES — OTHER — CANADA

TOTAL 20.1% 18.6% 23.5%

Visit friends/ fqmlly 19.0% 17.9% 22.6%
Volunteer non profit 1.3% 0.9% 1.3%

245 Q During this frip, which of the following activities did you participate in2




VISITOR PROFILE — GENDER — CANADA

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0%

2016 2017 2018 2019 2020
mFemale 53.2% 57.9% 57.5% 59.2% 55.7%
mMale 46.8% 42.1% 42.5% 40.8% 44.3%

2464 Q Whatis your gender?



VISITOR PROFILE — EDUCATION — CANADA

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
2019

30.0%
20.0%
10.0%

0.0% 2016 2017 2018 2020

m Post-Graduate 28.1% 25.8% 26.7% 28.4% 24.1%
m College Grad 32.6% 33.6% 34.6% 34.3% 32.7%
B Associate Degree 7.7% 7.5% 6.7% 6.1% 7.6%
Vocational/ Tech 10.0% 10.4% 7.9% 7.3% 10.4%
mSome College 13.4% 13.6% 14.3% 14.0% 13.8%
mH.S. Grad 7.1% 8.1% 9.2% 9.0% 10.7%
mSome / No H.S. 1.7% 1.0% 0.6% 0.9% 0.7%

247 Q Please indicate your highest level of education?




VISITOR PROFILE — AGE — CANADA

70.00
60.00

3==i -+ /.
50.00 —C—

40.00

30.00

20.00

10.00

000 2016 2017 2018 2019 2020

=g MEAN 50.46 50.23 49.93 49.60 53.47
== MEDIAN 52.00 51.00 52.00 51.00 56.00

248 Q Whatis your age?




VISITOR PROFILE — EMPLOYMENT STATUS — CANADA

100.0%
90.0%
80.0%
70.0%

60.0%
50.0%
40.0%
30.0%
20.0%

0.0%

m Other 1 77
B Homemaker 2.3%
m Student 2.2%
m Refired 23.5%
Employed 53.2%
m Self-employed 17.1%

249 Q Whatis your employment status?

2017 2019 2020

1 6‘7 1.2%
2. 3‘7 2.3% 2. 0‘7 1.7%
1.9% 2.5% 2.9% 1.3%
23.7% 23.6% 22.5% 33.4%
53.7% 53.4% 54.5% 44.5%
16.8% 16.6% 16.4% 17.9%




VISITOR PROFILE — HAWAIl PROPERTY OWNER — CANADA

100.0%

90.0%

80.0%

70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%
0.0% 2016 2017 2018 2019 2020
m Do not nor plan fo purchase 82.4% 84.1% 86.5% 86.6% 86.5%
B Plan to in future 9.2% 9.0% 7.0% 7.1% 6.3%
m Other Property Type 2.1% 1.7% 1.4% 1.7% 1.0%
B Timeshare 6.3% 5.3% 5.0% 4.6% 6.2%

250 Q@ Do you own property in the State of Hawai'i2
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