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Beyond Information. Intelligence. 

December 18, 2019 

Dr. Eugene Tian, Division Administrator 
Research and Economic Analysis Division 
The Department of Business, Economic Development and Tourism 
No. 1 Capitol District Building 
250 South Hotel Street, Room 435 
Honolulu, Hawai‘i  96813 

Ms. Sharon Hurd, Acting Administrator 
Agricultural Development Division 
Hawai‘i Department of Agriculture 
1428 S. King Street 
Honolulu, Hawai‘i  96814 

Re: Interim Report on the Estimated Economic Impact of 
Hawai‘i Place-Based Marketing by Firms without Material Ties 
to the State of Hawai‘i 

Aloha, 

We are pleased to provide an interim progress report on the 
aforementioned project. As you will note, we are progressing well 
and will complete the project on schedule. 

We would like to thank the advice and help provided by the 
Department of Business, Economic Development and Tourism and 
the Hawai‘i Department of Agriculture in ensuring the successful 
progress of the project. 

We will be pleased to answer any questions that may arise. 

Sincerely, 

Hersh Singer 
Chairman 

mailto:info@smshawaii.com
http://www.smshawaii.com/
www.smshawaii.com
mailto:info@smshawaii.com


 
      

    

   
   

  
 
 

 
 

  
           

 
      

             

     
 

  
     

   
 

            
   

 
 

 
 

    
 

 
     

    
  

    
   

             
        

  
 
 
  

INTERIM REPORT ON THE ESTIMATED ECONOMIC IMPACT OF 
HAWAI‘I PLACE-BASED MARKETING BY FIRMS WITHOUT 

MATERIAL TIES TO THE STATE OF HAWAI‘I 

BACKGROUND AND OVERVIEW 

It is well recognized among marketing experts that product branding based on a place of origin 
can indicate quality and authenticity of the product. Associating a region name with a brand can 
increase the product’s brand equity, which in turn can increase the product’s pricing power in the 
market. This is called “place-based marketing” and a prominent example is the local coffee 
market where Kona Coffee is associated with high quality and premium prices. Based on the 
literature, place-based marketing is defined as associating a region with a product and/or brand 
for the purpose of charging a higher price for the product. 

Act 258 of Session Laws of Hawai‘i 2019 mandates that a study be conducted to examine the 
impact of Hawai‘i place-based marketing of products by firms with no material ties to the State. 
As defined in Act 258 of Session Laws of Hawai‘i 2019, Hawai‘i “place-based marketing” includes 
but is not limited to the name of any Hawaiian island or district, or marketing the product as 
“Hawaiian”; and “material ties” to the State means an ingredient or ingredients that are grown or 
sourced in the State and explicitly marketed as ingredients derived from the State. 

OBJECTIVES 

The primary objectives of the project as mandated by Act 258 of Session Laws of Hawai‘i 2019 
legislature are: 

1. Provide a calculation of the resultant gross domestic product lost due to the sale of Hawai‘i-
associated agriculture and food products by firms with no material ties to Hawai‘i.  

2. To estimate the economic impact on Hawai‘i’s agricultural community and local food industry 
resulting from U.S. Mainland-based firms that use Hawai‘i place-based names for marketing 
food products but have no material ties to the State. 

3. To analyze and report case studies from other states on best methods and practices used to 
reduce the financial losses to in-state firms resulting from place-based marketing firms without 
material ties to the respective states. 
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WORKPLAN 

Following is a list of key tasks required to successfully complete the work and fulfill the stated 
objectives. 

1. SMS compiled a list of Hawai‘i-based firms/brands, produce distributors, and produce 
manufacturers that use Hawai‘i place-based names for marketing food products for sale 
within the United States. 

2. SMS compiled a list of United States Mainland-based firms/brands, produce distributors, 
and produce manufacturers that use Hawai‘i place-based names for marketing food 
products for sale within the United States. 

3. SMS has developed survey instruments for dissemination to Hawai‘i and U.S. Mainland 
firms that use Hawai‘i place-based names for marketing fresh package goods/foods. 

4. SMS will mail or e-mail the surveys to the identified firms and will optimize responses by 
undertaking proven research methodologies such as follow-up phone calls, e-mail 
reminders, and additional follow-up mailings. 

5. SMS will analyze and report case studies from other states on best methods and practices 
used to reduce the financial losses to in-state firms resulting from place-based marketing 
firms without material ties to the respective states, SMS will evaluate the policies, 
procedures, and level of success of such efforts in three Mainland states. 

6. SMS will analyze and report the conclusions from all data gathered to be presented in a 
final comprehensive report. 

PROJECT STATUS 

Following is the project status and work process as of this interim report’s date. 

Hawai‘i Firms List Compilation: With the support of the Department of Business, Economic 
Development and Tourism (DBEDT) and the Hawai‘i Department of Agriculture (DOA), the SMS 
Team compiled a list of Hawai‘i-based farmers, food producers, distributors, and manufacturers. 

The DOA provided the list of Farmers Bureau members, a list of the members of the Hawai‘i 
Agriculture Industry Association, and multiple names of firms in the Hawai‘i food industry. Ms. 
Sharon Hurd also contacted many of the associations requesting cooperation with providing the 
names of their members. SMS staff augmented the provided information by adding or cleaning 
the names, addresses, e-mails, and other contact information in the files. 

SMS also acquired from InfoUSA (a database provider) a list of Hawai‘i-based firms categorized 
into the following NACIS codes 111000, 311340, 311920, 311999, and 312120 which identify 
food manufacturers and distributors. 

SMS downloaded the names of the participants in the 2019 Made in Hawai‘i Festival. SMS staff 
searched each of the participants’ corporate information including but not limited to the firm’s 
website, addresses, e-mail, phone number, and the names of leading staff members. The SMS 
staff is currently identifying the farm or food Hawai‘i-based firms among the Festival participants. 
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A major source utilized to identify Hawai‘i firms that use Hawai‘i place-based names for marketing 
food products for sale within the United States is the United States Patent and Trademark Office 
database (USPTO). In order to identify such firms it was necessary to develop a list of Hawai‘i-
place associated names to undertake the trademark search. The SMS Team working with 
DBEDT and DOA compiled a list of Hawai‘i-associated names.  The USPTO website was 
searched for trademarks containing any of the place names. 

 ‘Ohana  Kahuku  Mākena  Puna 
 Aloha  Kalaupapa  Maui  Wai‘alae 
 Big Island  Kamuela  Mauna  Wai‘anae 
 Hale‘iwa  Kapalua Kea  Waiāhole 
 Haleakalā  Kaua‘i  Mauna  Waikīkī 
 Hāmākua  Kona Loa  Waimea 
 Hāna  Lahaina  Moloka‘i  Waimea 
 Hawai‘i  Lāna‘i  Molokini Canyon 
 Hawaiian  Lanikai  Ni‘ihau  Waimea 
 Hilo  Mahalo  O‘ahu Valley 
 Honolulu  Makapu  Olomana 
 Kā‘anapali  Mākena  Po‘ipū 

The trademark names were downloaded from the website and have undergone multiple cleaning 
phases. The final phase converted all the names to an Excel format, and SMS staff are currently 
cleaning the addresses and formatting the addresses in Postal acceptable format. 

U.S. Mainland Firms List Compilation: The primary source of United States Mainland-based 
firms/brands, produce distributors and manufacturers that use Hawai‘i place-based names for 
marketing food products for sale within the United States is the United States Patent and 
Trademark Office database. The downloading and cleaning process for the U.S. Mainland firms 
was identical to the process utilized for the Hawai‘i-based firms. This file is also currently being 
cleaned and formatted in preparation for mailing. 

International Firms List Compilation: Though not required, in the process of downloading the 
Hawai‘i and Mainland-based companies from the USPTO database, SMS also downloaded and 
quantified the number of International-based firms/brands, produce distributors and 
manufacturers that use Hawai‘i place-based names for marketing food products for sale within 
the United States in the United States. The downloading process and macro cleaning process 
was similar to Hawai‘i and Mainland files.  However, this file is not undergoing further cleaning. 

List Counts 

Following is a preliminary count of the number of firms identified as marketing Hawai‘i place-
based names for marketing food products for sale within the United States. SMS is in the process 
of purging and cleaning the files in preparation of mailing the surveys.  The cleaning process and 
elimination of duplicates will most likely change the counts presented in this report. SMS has 
included only the “live” trademarks in the United States Patent and Trademark Office (USPTO).  
The “live” trademarks are currently registered and protected. 
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Exhibit 1:  Count of firms/brands, food producers/distributors, produce manufacturers, 
and farmers that use Hawai‘i place-based names for marketing food products for sale 
within the United States 

Hawai‘i-Based Firms 
Source Count 

NCIS InfoUSA 119 
Hawai‘i Agriculture 88 
Made in Hawai‘i Festival 410 
Various Associations 204 
U.S. Trademark Food Farm/Restaurant/Retail, etc. 895 
Total Hawai‘i-Based Firms/Trademarks 1,716 

Mainland-Based Firms 
Source Count 

U.S. Trademark Food Farm/Restaurant/Retail, etc. 743 
Total Mainland-Based Firms/Trademarks 743 

International-Based Firms 
Source Count 

U.S. Trademark Food Farm/Restaurant/Retail, etc. 95 
Total International-Based Firms/Trademarks 95 

Exhibit 2 provides a count of “dead” firms with Hawai‘i place-based names for marketing food 
products for sale within the United States sourced from USPTO.  USPTO website states that a 
“dead or abandoned status of a trademark means that specific application is no longer under 
prosecution within the USPTO, and would not be used as a bar against your filing”. 

Exhibit 2: Count of dead trademark registrations of firms/brands, food 
producers/distributors, produce manufacturers, and farmers that use Hawai‘i place-based
names for marketing food products for sale within the United States 

Hawai‘i-Place Associated Dead Food-Related Firms 
Geographic Location of Firms Count 

Hawai‘i Based 1,230 
Mainland USA 1,253 
International 101 
Total Firms/Trademarks 2,584 
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In the process of identifying and downloading Hawai‘i-place associated names, SMS also 
gathered the firm names/trademarks of non-food-related categories. Following is a count of 
Hawai‘i-associated place names of non-food-related firms/trademarks. 

Exhibit 3:  Count of Hawai‘i-Associated Place Names of Non-Food-Related Firms 

Non-Food Firms with Hawai‘i-Place Associated Names 
Geographic Location of Firms Count 

Hawai‘i-Based Live Companies/trademark 1,202 
Hawai‘i-Based Dead Companies/trademark 2,031 
U.S. Mainland-Based Live Companies/trademark 815 
U.S. Mainland-Based Dead Companies/trademark 1,781 
International-Based Live Companies/trademark 165 
International-Based Dead Companies/trademark 145 
Total Firms/Trademarks 6,139 

The SMS Team will provide the list of these non-food-related firms to the DBEDT and the DOA, 
but is not undertaking any further cleaning or purging of the database. 

Survey Instrument Development 

Working with DBEDT and DOA, SMS has developed and is currently pre-testing the cover letters 
and survey instruments to be used in data gathering. The primary objectives of the surveys are 
to gather the following information from the identified Hawai‘i and Mainland-based firms: 

 Contact information 
 Type of business (manufacturing, wholesale, retail, etc.) 
 The location of the business and manufacturing operations 
 A list of ingredients that originated in the State of Hawai‘i (if applicable) 
 Names of Hawai‘i firms that the ingredients are purchased from (if applicable) 
 Estimated sales value of the products that use Hawai‘i place-based marketing 
 Hawai‘i- based firms will be requested to quantify the negative economic impact on their 

business resulting from the marketing of Hawai‘i-associated place name products by 
Mainland firms 

 Number of employees attributed to the products using Hawai‘i place-based marketing 

The survey instruments and cover letters are attached as Appendix A for review.  As will be noted 
in the survey instruments, multiple questions regarding economic and financial impact of usage 
of Hawai‘i-place associated names are included in both surveys. 
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Best Practices 

As directed by Act 258 of Session Laws of Hawai‘i 2019, part of the project includes case studies 
that assess the methods and practices other states use to reduce the financial losses from place-
based marketing by firms without material ties to the respective states. This research explores 
laws, practices, court cases, campaigns, and other strategies used to combat external 
competition, misrepresentation, and fraud. 

The comprehensive comparative assessment includes research on three different states of 
varying sizes and dealing with a variety of similar challenges within the industry. The locations 
selected were not only based on the availability of information, but to ensure a well-rounded body 
of research on best practices and recommendations. 

 California was selected for a case study for multiple reasons. The state has a well-
developed statewide place-based marketing campaign, known as “California Grown.” 
California is a much larger state, working with a state budget of nearly $215 billion in 2019, 
but this provides good insights on coordinated statewide campaigns.  For this program the 
State provides tools and marketing materials to help promote consistent messaging, and 
they connect and unite local food providers with the communities in which they work. 
Research of such an expansive statewide place-based marketing program will provide 
insights and guidance for supporting local farms and businesses across varying sectors. 
California’s dominance in the agriculture industry, mix of products, and varied climates 
makes this state a strong candidate for study and comparison. Because of this, the 
California case study can include insights about products, such as coffee, tea, and 
avocados, that are grown in Hawai‘i, but not many other locations within the United States. 

 Idaho was selected for its long history of promoting and protecting the well-known “Grown 
in Idaho” seal found on every Idaho potato sold. This federally registered trademark 
assures product quality for consumers and protects the economic welfare of the state’s 
citizens. Established in 1937 by the Idaho State Legislature, the Idaho Potato Commission 
(IPC) is the state agency that is responsible for protection, promotion, study, research, 
analysis, and development of markets related to the growing and promotion of Idaho 
potato products and byproducts. The case study will provide an in-depth analysis on 
actions taken in a highly competitive product market over the course of more than 50 
years. 

 Wisconsin was selected for their recent efforts to curtail fraud within the ginseng industry. 
The state has faced challenges with poor quality alternatives grown internationally being 
marketed and sold as Wisconsin ginseng. The Ginseng Board of Wisconsin (GBW) was 
established in 1986 as a nonprofit organization representing more than 185 ginseng 
growers in the state. The GBW is managed and supported by the Wisconsin Department 
of Agriculture, Trade & Consumer Protection. The board manages an approved seal and 
registration for growers as well as handles enforcement. This case will be an opportunity 
to explore specific strategies used to protect products from external fraud in expanding 
markets through legislation and enforcement.  It will also provide insights into the 
challenges of international competition. 

SMS is currently continuing research and conducting outreach efforts to relevant stakeholders in 
the communities selected for study.  All research and feedback will be reported as case studies 
and also compiled into best practices recommendations for the State of Hawai‘i. 
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Next Steps 

Survey Mailings: SMS is currently undertaking a pre-test of the survey instruments. After 
approval of the pre-test and cleaning and purging the mailing databases, SMS will mail the 
surveys to all identified firms. Prior to the survey mailings, SMS will send out an alert postcard to 
advise recipients of the importance of the survey, and to be on the lookout for its arrival.  SMS 
will then follow up with the firms that have not responded by phone and e-mail to reaffirm the 
importance of participating in the survey. 

Some of the associations could not share their members’ mailing or communication information.  
The associations agreed to distribute electronic versions of the surveys to their members. SMS 
is in the process of programming a web-based survey for distribution by these associations. 

Analysis and Reporting: The data gathered will be analyzed and reported by the end of March 
2020. The analysis will provide a summary of the economic impact of the Hawai‘i-place 
associated branding.  The economic impact analysis will not be limited to the positive aspects of 
the name usage, but will also quantify the negative economic impact on such usage by Mainland 
firms on Hawai‘i farmers, food producers, distributors, and manufacturers. 

Estimated Timeline 

The following timeline outlines the tasks to be completed by SMS prior to final report delivery in 
March 2020. 
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Exhibit 4:  Hawai‘i Place-Based Marketing Interim Report Timeline 

Hawai‘i Place-based Marketing Interim Report Marketing Timeline 
(c) SMS, 12/11/19 
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APPENDIX 

Appendix 1:  Survey Instruments 

Hawai‘i-Based Firms Confidential Letter/Survey 
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Mainland-Based Firms Confidential Letter/Survey 
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