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Welcome & Opening Remarks



Agenda

1. Welcome & Opening Remarks 

2. Industry Data

3. Timeline & Campaign Overview

4. Wholesaler Program

5. Marketing Initiatives

6. Enhanced Programs

7. Post-Conversion Brand Study

8. Participation Opportunities & Next Steps

9. Q&A



Industry Data

Jeffrey Eslinger
Senior Director, Market Insights & CRM



Industry Data ð Key Points

ÅMauiõs visitor numbers are still below pre-pandemic levels

ÅApril 2025 -- 207,500 visitors; representing only 84% of April 2019 levels

ÅPressure on the U.S. Market to fill the gap from International travelers
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US Total

80%

International

20%

2019

US Total International

US Total

86%

International

14%

2022

US Total International

US Total

84%

International

16%

2025

US Total International

Share of U.S. Market to Maui 2019, 2022, 2025



Takeaways 

ÅVisitor arrivals to Maui still below pre-pandemic levels

ÅMauiõs tourism recovery behind other islands

ÅMore dependent on U.S. travelers than before

ÅInternational visitation remains weak

ÅEconomic impacts extend beyond tourism



Timeline & Campaign Overview

Tom Mullen
Senior Vice President & Chief Operating Officer



2025 Timeline
The People. The Place. Maui.

Initiatives MAY JUN JUL AUG SEP OCT NOV DEC Q1 2026

Wholesaler Program

Expedia 

Costco Travel

Pleasant Holidays 

ALG Vacations

Delta Vacations

Classic Vacations 

Direct Booking Programs ð 

Hawaiôi Special Offers 

(Maui focus)

Paid Digital Media

& 

LA Rams Mauicamp

Paid Digital Media

Social Media ð Maui 

Creative 
Maui Creative 

Paid Social Media 
Instagram, Facebook, YouTube, 

TikTok

Public Relations 
Satellite Media 

Tour

Satellite Media 

Tour & Maui 

Media Visits

IMM LUX

Travel Trade Education 

Events

Travel Advisor

Education & Training

Travel Advisor

Education & Training

MCI Incentives Targeted Offers

Post Conversion Brand 

Study 

Pre-Activation 

Benchmarking

Tracking 

Campaign 

Reach

Actual Travel and ROI



Wholesaler Program 

PARTNERS PROGRAM DETAILS

Å Investments range from $250,000 - $1,000,000  for 

each partner.

Å Promotion period: June 1 ð December 15.

Å Bookings for 2025 and 2026 are eligible.

Å Utilize integrated consumer-facing tactics, augmented 

by trade executions, that target high-intent travelers to 

drive business through the distribution channel. 

Å Require enticing consumer offers of a minimum 20% 

value (i.e. 5th night fee) to incentivize bookings.



Wholesaler Program

Gina Chun
Senior Director, Advertising and Marketing Programs



Wholesaler Program ð 

Display Media

Å expedia.com; hotels.com

Å Placements: results for hotels, flights, activities, 

vacation packages

Å Competitive set targeting and conquesting

Dedicated Email

Å U.S. Traveler - CA distribution

Travel Agent Affiliate Program (TAAP)

Å Placements: homepage, flights, hotels



Wholesaler Program ð 

Member Booking Incentive

Å Instant Savings paired with Maui packages for 

consumer bookings

Segmented Emails

Å Dedicated Maui emails to curated target list based on 

member data

Costco App

Å Maui push to 44M members via Costco app



Wholesaler Program ð 

Leverage ALGV Brands
ÅALG Vacations  

ÅApple Vacations

ÅFunjet Vacations

ÅTravel Impressions

ÅUnited Vacations*

Maui Destination Feature
ÅMulti-channel campaign across ALGV brands 

(September)

Apple Vacations Customer Journey Campaign
Å Integrated digital promotion (July ðOctober)





Wholesaler Program ð 

Auto Club Enterprises (ACE)

Å Leverage AAA membership base to promote 

Maui packages

Å Tap AAA retail agency distribution network

ecommerce

Å PleasantHolidays.com

Å PleasantAgent.com

Å PleasantHawaiian.com

Å Journesse.com



Wholesaler Program ð 

Limited-Time Offer Promotions

ÅSkyMiles Member(July)

ÅPremium Medallion Member(August)

Delta Vacations Homepage Trending Destination 

Å Featured Destination(select weeks July ðDecember)



Wholesaler Program ð 

Destination Campaign

ÅTakeoff to Hawaiôi Promotion (August ð December)

Å Instant booking or air credit incentive

Classic Vacations Event Sponsorships

ÅE3 Elite Education Experience (August)

ÅE3 Host (September)

PLACEHOLDER
Image to come Mon



HVCB Direct Booking Program

ÅConversion-focused paid display media and 

owned media targeting high-intent West 

Coast consumers with CTA to Hawaiôi Special 

Offers.

ÅLeverage LA Rams sponsorship.

Å In market May - June / August - October

ÅCollaborations with airline carriers and loyalty 

programs to amplify reach via email and 

social media.



HVCB Special Offers Program

Landing page featuring vetted 

Maui-first offers and promotions; 

supported by SEM, retargeting, 

and lookalike campaigns.

Minimum offer requirements of 

20% off rack rate or 5th night 

free for accommodations.



Marketing Initiatives

Kara Imai
Managing Director, Marketing



Marketing Initiatives
The People. The Place. Maui.

MESSAGING STRATEGY

Å Informed Approach: Align messaging with insights from anti-tourism 

sentiment research 

Å Welcoming Message: Reinforce that Maui is welcoming visitors

Å Storytelling Focus: Spotlight Mauiõs people, places, and unique 

experiences

PAID SOCIAL MEDIA

Å Platform Mix: Instagram, Facebook, YouTube, TikTok

Å Target Audience: The Hawaiôi Target Traveler 25-54, $150K+ HHI

Å Target Markets: Geo-targeted to high-intent travelers in LA, SF, and 

San Diego

I ! ² ! L Ψ L  L {  h ¦ w  I h a 9

gohawaiiMaui is full of adventure ð welcoming to visitors who love food, nature, 
giving back, and come with open minds and hearts 



 
(ANTI) VISITATION CONVERSATION
ANALYSIS AND STRATEGY - FRAMING THE CONVERSATION

Social Media

2%

49%49%

Residents

Non-Residents 

Expressing Residents® 

Wishes

Non-Residents 

Expressing their 

Opinions

ÅAnti-visitation sentiment accounts for 25% of 

online conversation about visiting Hawaiôi

Å98% of that negative content comes from 

non-locals projecting their own views

ÅNew creative will elevate Maui voices to 

reframe the narrative



 

Social Media
The People. The Place. Maui.



 

Social Media
The People. The Place. Maui.



 

Tali  Silifaiva Kalei ' UwǛko'olani
Kia Ordonez Luana Kawaᾶa

Cody Pueo Pata Shay Smith Chef Taylor Ponte Wendy Tuivaioge

Social Media
The People. The Place. Maui.



Enhanced Programs

Lei-Ann Field
Senior Director, Visitor Public Relations and Communications



Public Relations

REGIONAL TV COVERAGE (SEPT.)

ÅNational distribution of five-part editorial series encouraging travel to Maui, 

featuring Maui native Chelsea Davis


