Waikiki Nei Show


Overview of Show
· Theatrics of Vegas and Broadway

· Bringing entertainment to another level – Vegas Broadway

· Not priced outside the market; very competitive, and often times less expensive than other attractions

· Waikiki Nei is the story of Waikiki; sensitive to culture with theatrical elements; entertaining, but will not offend.

· Not linear. Start with arrival of tourists today from their own destinations around the world – arrive via floating suitcase. Greeted by Hawaiians who are already here.

· Elder greets, but also is responsible for educating younger generations.

· Waikiki has several lives and it will continue to evolve.

· Relates to each individual’s expectations of Waikiki differently.

· Covers HI host culture, the culture that the locals have created, and the Aloha Spirit.

· Not language based, purely music and dance.

· Will have live music, theater, hula, contemporary projections, and interactive technology.

· It is culture vs. skyscrapers, an energy of coming together.

Anchorage/Origins History
· Waikiki Nei: “Here in Waikiki” Sense of place and a sense of now in Waikiki.

· Waikiki is already branded, and the show is an authentic representation of today.

· Roy: brings the entertainment of Hawaii story telling to the table

· Todd: brings the Vegas nightclub/show development and experience to the table

· Roger: brings cirque/Vegas show creativity to the table

· This is the true/authentic story of Waikiki as a destination.

· It’s the reality and personality of today’s culture, and the roots behind it.

Waikiki Nei is a state of the art, modern interpretation of Waikiki’s history and evolution.

Field of Competence
· “We want to touch the audience, and ultimately have them feel good about this place – both locals and visitors.”

· Create a unique and exciting cultural experience.

· Share the destination/let people experience the destination

· Share the culture of Waikiki.

· We offer a level of service beyond anything in Hawaii entertainment.

· Offer an experience – including preshow and post show.

· We are the sizzle of Waikiki.

· We connect many cultures to Waikiki

· We offer high tech that is unexpected in Hawaii

· First class entertainment experience.

Waikiki Nei connects its audience with the spirit of modern day Waikiki and the values that shaped it via a state-of-the-art show.

Point of Difference
· Technology

· Space/theater – multiple venues

· Fusion of broadway/vegas/authentic Waikiki story/cirque acrobatics/ hula vs. contemporary dance.

· First and only show if its kind

· Acrobatic movements to enhance story telling

· An evocation of feelings and story, in show, each scene means something different to the different viewers – only put ½ of the show on stage – you interpret the rest based on your own point of view.

· Audio visual – 135 ft wide by 30 ft high.

· We immerse the audience in action.

Waikiki Nei is a contemporary, modern day show that is a fusion of cirque acrobatics, Vegas showmanship, and authentic Waikiki storytelling.

Imaginary Customer
· Visitor segment = 70% of show

· Of that, 65% westbound; 35% eastbound

· 30% local market

· Travel trade:


Agents


Wholesalers


Incentive groups


Conventions

· Waikiki visitor has become younger and more affluent; is willing to pay for top-notch experiences. Not looking for “parent’s Waikiki”.

· Locals make repeat visits and bring guests – ambassadors

· Corporate business.

· 60% repeaters = people that are “tradition makers.” They make it a tradition to repeat visit the destination and signature experiences that are associated with it.

Waikiki Nei is for anyone who enjoys world-class theatrics, and an amazing story.

Brand Personality
· Female

· Strong spirited

· Cosmopolitan

· Sophistacted

· Authentic

· Innovative

· Active

· Attractive

Mission or Fight
Touch the audience with the values and story of Waikiki in an astounding fashion

Value
Family/Ohana/Local values

Concept
Waikiki Nei: 

Waikiki today

SWOT

Strengths:

· Only one of its kind

· State-of-the-art

· Technologically advanced

· World-class 

· Authenticity of story

· Location – central Waikiki

· Wholesale relationships

Weaknesses:

· 4th floor of shopping center – hard to see, lack of foot traffic

· Credibility of “Waikiki shows”

· Confusion over three venues in one place

· Lack of awareness

Opportunities:

· Partnering with hotels – esp. Starwood

· Taking advantage of visitor’s desire to do their own online research

· Create “brand ambassadors” via the local market

· Cross sell show and nightclub/wonderlounge

· Partnerships within Royal Hawaiian shopping center restaurants

· Local audience love of Vegas – Vegas nights

· Pent up demand for a true Vegas nightclub experience

· Lack of high-end lounge experiences in Hawaii

Threats:

· Sophisticated travelers view this as a  “tourist activity”

· Wholesalers lock up seat inventory

· Perception of a lack of parking

· Difficult to get into Waikiki for locals

Overview
Waikiki Nei is opening in June of 2008. It is a one-of-a-kind show located on the 4th floor of the Royal Hawaiian Shopping Center. The show will be marketed to locals and visitors alike, and will be sold consumer direct as well as through travel agents and wholesalers.

Waikiki Nei also features the very best in nightlife in Waikiki. It has an ultralounge and nightclub that will work symbiotically to create a luxury Vegas lounge type experience with all the excitement of Vegas dance clubs. It will be like new years in Vegas every night.

We are tasked with marketing Waikiki Nei so that it opens “Hot.” It needs to sell out nightly and have momentum out of the gate.

In order to do this, Waikiki Nei needs to be in wholesale brochures and in front of travel agents in April so that they can begin selling it for the June opening.

Consumer direct sales should start in May.

Waikiki Nei Goals and Objectives:
Business Objectives:

· Waikiki Nei Goal: 80% of capacity

· 700,000 people annually (show, nightclub, wonderlounge)

Marketing Objective: 

· Maximize pre-arrival online/direct bookings

· Book a strong “group base” to drive occupancy and increase demand.

· Make locals ambassadors to Waikiki Nei

Communications objectives:

· Position Waikiki Nei as a world class show that visitors must see when in Waikiki.

· Motivate consumers to book early to ensure that they can get tickets to the show.

· Generate traffic to web site to research show and book direct online.

· Position show as a premium, credible product.

· Cross-sell nightclub/wonderlounge

Audience segments:

Consumers:

· Visitor audience: 70% 

· 65% westbound

· 35% eastbound

· Local audience: 30%

Trade segment:

· Travel agents/wholesalers

· Incentive planners

· Corporate parties

Consumer Segment

Visitor market overview:

· 32,000 visitor units with 87% hotel based

· Hotel and condo represent 97% of Waikiki accommodations

· Occupancy continues at over 80%

· 4,627,484 visitors annually to Waikiki

· 12,678 visitors per day in Waikiki

· Domestic – length of stay 8 days

· International – length of stay 5 days

· Total number of visitor days: 32,102,888

· Average party size 2.24 people

· Individual travelers: 797,069

· Two person travelers: 1,800,445

· Three or more travelers: 2,029,970

· First timers: 1,957,186

· Repeaters: 2,670,298

· Group Tour: 939,446

· Package: 2,301,965

· Group tour & Package: 819,024

· True Independent: 2,205,096

Group tour is the equivalent of a land cruise. There is a scheduled arrival and departure date with the itinerary planned for the entire stay. Trade/sales arrangement directly with the tour operators is the inroad to reaching and booking this audience

This means that approximately 3 million visitors come to Oahu on no pre-planned itinerary.

The Math for this audience segment:

· Project 70% audience will be visitor based

· This projects to 525 visitor seats 

· Goal of 80% capacity = 420 visitor seats 

· To sell out Waikiki Nei we need to capture 4.14% of visitors to Waikiki

· To reach 80% capacity goal we need to capture 3.31% of visitors to Waikiki

Visitor Target audience Profile:

· Couple and families:

· Adults: 21+

· Kids: 10 years old and up

· HHI: $100,000+

· Educated, sophisticated travelers

· Looking for a signature moment
Those that aren’t Group Tour travelers typically plan their own itineraries for their trip. They schedule Travel itineraries to Oahu can include:

· Dining: fine dining to local style

· Cultural experiences: Polynesian cultural Center, AZ Memorial, Iolani Palace, Museums, etc.

· Adventure: beach activities, hiking, sight seeing, biking, aerial tours, etc.

· Wellness/spa

· Historic: Bishop museum, Queen Emma Summer Palace, AZ Memorial, etc.

· Attractions: Sea Life Park, Poly Cultural Center, Paradise Cove, Dole Plantation, Aquarium

· Golf 

· Shopping

· They are looking to explore Oahu and Waikiki, and enjoy the local culture and visitor experience. They are looking for interesting things to do, and signature events that will “define” their trip

· Entertainment is a desired activity that is harder to find than other sorts of activities and thus there is pent up demand.

· They’d prefer to be able to walk to their entertainment destination for convenience purposes.

· They are looking for diversity in their trip, but if there is a hot spot for nightlife they will repeat visit.

Desired Action:

· View Waikiki Nei as a must attend attraction

· Perceive Waikiki Nei as a constant sell out that requires purchase prior to arrival on Oahu.

· Purchase tickets for the show prior to departure directly from Waikiki Nei’s web site

· Stay and check out the nightlife – wonderlounge/nightclub

· View the nightclub as THE place in Waikiki.

Barriers to Taking Action
· 4th floor location – will be a challenge to get people up to the space.

· Traffic in area is difficult

· Getting locals into Waikiki

· Parking for nightclub

· What is it? – a show? a nightclub?

· Perception of a “tourist show” when actually targeting sophisticated travelers

· Credibility of entertainment in Waikiki – what show isn’t a tourist show?

Most motivating reward
· Having a signature/vacation defining experience in Waikiki

· Being touched by local culture through an amazing show

· Enjoying time with love one(s) and enhancing their Waikiki vacation with a signature event.

Best forms of communication:
Pre-arrival: 

· online

· HVCB Guide books

· HVCB Video for go Hawaii.

· PR stories

In transit:
· Inflight media

Post-Arrival:
· Visitor magazines

· In-room communications

Local Market:

Objective

· Perceive Waikiki Nei as a must see

· Perceive Waikiki Nei as the hotspot for Nightlife in town

· Ultimately purchase tickets for the show

· Become repeat attendees to the wonderlounge and nightclub.

Local audience Profile:

· Couple and families:

· Adults: 21+

· Kids: 10 years old and up

· HHI: $65,000+

· Looking for new entertainment options

· Tired of the “same old thing”

· Avoid Waikiki because it is so tourist focused.

Desired Action:

· View Waikiki Nei as the hottest club in town.

· Perceive Waikiki Nei (the show) as a cool new mainland style/caliber show that is worth checking out.

· Purchase tickets from Waikiki Nei’s web site

· Bring visitors to the show and the club

· Stay and check out the nightlife – wonderlounge/nightclub

· View the nightclub as THE place in Waikiki.

Barriers to Taking Action
· 4th floor location – will be a challenge to get people up to the space.

· Traffic in area is difficult

· Getting locals into Waikiki

· Parking 

· What is it? – a show? a nightclub?

· Perception of a “tourist show” when targeting sophisticated travelers/locals
· Credibility of entertainment in Waikiki – what show isn’t a tourist show?

· Is it worth the effort to get into Waikiki to go to this show
Most motivating reward
· Seeing a mainland/Vegas caliber show without having to leave Hawaii

· Enjoying a new entertainment venue

Best forms of communication:
· Online

· Magazines

· Modern Luxury

· Honolulu Mag

· Newspaper

· Honolulu Weekly

· TGIF

Trade Segment:
· Travel agents/wholesalers

· Incentive planners

· Corporate parties

Travel agents/wholesalers:
Objective:

· Sell Waikiki Nei as a part of an overall vacation package

Travel agent/wholesaler profile:

Agents:
· Looking for ways to please client, maximize commissions, and operate efficiently.

· High turnover in this segment which requires constant re-education on products/brands.

· Feel under appreciated by “suppliers”.

· Competing with online wholesalers.

· Want clients to be pleased with their recommendations to generate repeat and new business

Wholesalers:
· Looking for new products to package with air/room/car

· Looking for new products to sell online (ticket companies)

Desired Action
· Accurately portray the Waikiki Nei experience to clients

· Recommend Waikiki Nei to all of their clients who are planning trips to Hawaii.

· Close pre-arrival business either directly with Waikiki Nei or via a wholesaler

Barriers to taking Action
· Lack knowledge of Waikiki Nei

· Need sales materials to effectively sell Waikiki Nei

· Consumer perception of Waikiki entertainment

Most motivating reward
· Increased revenue from entertainment/attractions segment

· Something new to sell that will enhance the Waikiki vacation experience

· Happy clients

Best forms of Communications
· Online

· Sales Calls

· Sales material

· Travel trade media

Incentive Planners
Objective:

· Sell Waikiki Nei as a part of an overall incentive package

Incentive Planner profile:

· Looking for unique and exciting travel packages to put together to help motivate sales staff to reach/exceed quotas.

· Looking for exciting destinations and activities to enhance productivity and maximize attendance.

· Ultimately, they want to motivate sales staff to reach revenue goals/sales quotas.

Desired Action
· View Waikiki Nei as a critical component to an incentive trip package to Waikiki

· Position Waikiki Nei as an exclusive, high-end entertainment center that offers an amazing show, and incredible nightlife.

Barriers to taking Action
· Lack knowledge of Waikiki Nei

· Need sales materials to effectively understand Waikiki Nei

· Lack of credibility for Waikiki entertainment

· Majority of incentive business currently going to neighbor island destinations

Most motivating reward
· A motivated sales team that wants to reach sales quotas/goals

· Perception that they have a really cool reward coming to them

· Maximize revenue and attendance on the incentive trip

Best forms of Communications
· Online

· Sales Calls

· Sales material

Campaign Architecture:

Brand oriented and informational content consumer direct communications need to target package need to target all segments from a brand awareness perspective.

Brand oriented communications need to reach all segments for awareness and credibility purposes:

Visitor: 


Online


Visitor guides


In-room media


Inflight media

Travel agents/wholesale:


Online


Sales material

Local:


Online


Word-of-Mouth


Hon Mag


Modern Lux


Public Relations

Traffic drivers to web site for booking:

Visitor:


Online


Visitor guides


Street teams


Partnerships with hotels/restaurants


Adwalls

Local:


Online


Word-of-Mouth


TGIF


Honolulu Weekly


Public Relations


VIP cards

Travel Trade:


Sales material/collateral

Scope of Work
Brand campaign: Print magazine, online, broadcast (online video, inflight, in-room), adwalls

Traffic Drivers: print newspaper, online, sales material/collateral

Merchandising
