The Voice of 933 Visitors, 639 Residents and 100 Manufacturers
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Hawai'i Brand Equity: Key Asset for Economic Growth
v Trusted, Authentic, High Quality and Delivers on Promises.

v Today the Hawai‘i brand goes beyond tourism.
v' ltis a tremendous asset for economic diversification.
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Hawai'i: A Llfestyle Brand

v Valued for its sense of place, multi-culturalism, health & natural beauty.
v" Buyers’ emotional connection to Hawai'i is a strong platform to launch diverse products.
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MIH Quallfymg Criteria: 51% of What?

v' Residents, visitors & manufacturers strongly favor revising MIH Criteria.
v" Expand beyond a product’s raw materials.
v" Count other Hawai‘i benefits: Jobs, rent, R & D, taxes & operating expenses spent locally.
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Product only Made in Hawai'i

JOBS in Hawai'i

Product made by Native Hawaiians

A significant cost of the product is sourced or produced in Hawai'i
RAW MATERIALS / ingredients sourced in Hawai'i

Connection to indigenous culture

R & D - product idea, design or other intellectual property from Hawai'i
HEADQUARTERED in Hawai'i

Name or imagery associated with Hawai'i

Pay HAWAII TAXES

Company owners live in Hawai'i
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Why Develop a Made in Hawai'i Brand?
Because It Quadruples Demand & Adds Value

Consumers 4 Times More Likely to Buy Products 'tt"
With a Made in Hawai‘i Seal than Without
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- Made in Hawai’i adds

? value to their sales,
marketing & promotional

| ' ' success.
Without MIH Seal With MIH Seal

Base: 903 Visitors; Percentages may not sum to 100% due to ‘Don’t Know’ responses.
‘( m Q12. If you had the chance to buy products described below, how likely would you be to purchase each of the following products if 10 means extremely likely and 1 means not likely // O -t k
. - ! | at all: (A) Product X looked like or suggested it was from Hawai‘i but lacked any State certification so its Hawai‘i authenticity was uncertain. (B) Product Y had a Made in Hawai'i 5 \\//\§ mnl I'El
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certification from State of Hawaii on its packaging verifying Hawai‘i authenticity.
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