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HKTB AROUND THE WORLD
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The activities of the HKTB's offices around the world in 2007, the HKTB's jubilee year, were both
intensive and highly focused. The reports of individual regions that follow give only a partial
picture of the considerable number of markefing initiatives and programmes that were undertaken,

highlighting in particular the more creative events and promotions.

Overall, the HKTB confinued fo focus ifs efforts in all regions on promoting Hong Kong as a vibrant
and unique city with a “living culture” that differentiates it from other destinations in Asia. During
the year, the HKTB sharpened its focus on the 19 key markets* that account for 93% of its arrival
base. Its aim continued fo be fo failor ifs strategy and focus ifs investments according fo each
market, using its worldwide network of offices to sustain the growth momentum in key source and

high-potential markets while nurturing the potential of new and emerging markets.

To achieve greater synergy, the HKTB contfinued to co-operate closely with the Economic and Trade
Offices of the SAR Government and the Trade Development Council when promoting Hong Kong

as an international city.
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* The 19 key markets (in alphabetical order) are:
Australia, Canada, France, Germany, India, Indonesia, Japan, Mainland China, Malaysia, Russia, Singapore, South Korea, Taiwan, Thailand,
the Middle East, the Netherlands, the Philippines, the UK and the US.
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Mainland China generated more than
50% of Hong Kong's total visitor arrivals
in 2007
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15.49 million arrivals, a rise of 13.9%
over 2006

FRBIREE] 5498 AR - 82006
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Share of Individual Visit Scheme (IVS)
arrivals was 55% in 2007. IVS arrivals
grew significantly by 28.8% in 2007
over 2006 as more Mainland travellers
switched from using other Hong Kong
travel permits to [VS
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Share of family with children was 38.4%
and share of young segment was 36.6%
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Market Overview
Mainland China's robust economic growth continued to stimulate

demand for outbound travel in 2007 The rising affluence of Mainland
consumers and the continuous appreciation of the Renminbi against the
Hong Kong dollar made outbound travel to Hong Kong more price

competitive. New attractions and the programme of events to celebrate

the 10th Anniversary of the Hong Kong SAR were further positive factors.

Rapid growth in shortduration “consumption” visits from neighbouring
cities of Hong Kong was also stimulated by the convenience of the

Individual Visit Scheme (IVS).

Growth momentum accelerated in the latter part of the year, stimulated
by the10th Anniversary of the Hong Kong SAR, Hong Kong Shopping
Festival and the National Day promotions. Hong Kong enjoyed good
arrivals particularly among families with children and the young
segment. Nevertheless, the challenge of strong competition from other
destinations in the region intensified. Countries such as Singapore,
Thailand and Malaysia have made significant investments in the
Mainland market, heightening Mainlanders” aspirations fo newly
affordable destinations.
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Marketing Strategies and Promotions

To counter these challenges and to maintain Hong Kong as the
leading destination of choice for Mainlanders, the HKTB implemented
a programme of key markefing promotions. These promotions were
based on the growing sophistication of Mainland visitors' travel plans
and the heightened interest of young people and families with children
in visiting Hong Kong, as well as the perception of Hong Kong as a
special region of the Mainland.

Hong Kong SAR 10th Anniversary

Promotional Campaign

The HKTB leveraged on the events and activities associated with the
10th Anniversary of the Hong Kong SAR fo maximise publicity for
Hong Kong and to drive more arrivals from the Mainland. The
campaign took the form of three separate promotions:

My 1997 and 2007 Music Video

In order fo drive incremental arrivals during the less popular family
fravel seasons, a Music Video called "My 1997 & 2007" was
produced fo generate interest among the Mainland’s young segment
fo visit Hong Kong. The campaign was built on the golden opportunity
presented by Ai Jing's debut song "My 1997", whose nostalgic lyrics
fouched the hearts of many Mainlanders, and the talents of the young
icon Mainland director Ning Hao who won the Golden Horse award

for the movie "Crazy Stone”. The combination of their talents resulted
in the newly produced and recomposed "My 1997 & 2007", which

reached an audience of more than a billion people across the country.
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To do its part for the 10th Anniversary of the
Hong Kong SAR, the HKTB invited Chinese
singer Ai Jing and director Ning Hao to shoot
a music video targeting youngsters in the
Mainland.
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A Hundred 10-Year-Old Little Journalists

To maximise publicity of Hong Kong as a family desfination and to
reinforce the aspiration for families and children to visit the city, the
HKTB organised a media familiarisation frip in co-operation with a
nationwide teenagers’ magazine. Altogether more than 40,000
applications were received. After an exhaustive selection process 100
Mainland primary school students were chosen as Little Journalists to
visit Hong Kong. The Litfle Journalists, all of whom were born in 1997
and had reached 10 years of age, captured Hong Kong in lively
reports and articles for sharing with their families and friends on return,
spreading positive messages about visiting Hong Kong right across

the Mainland.

VCD Teaching Tool

Research shows that the key influencers on family holiday decisions are
children. Targetfing the Mainland's schoolchildren, the HKTB co-operated
with the largest Mainland textbook publisher to produce a lively and
interactive VCD for use as a teaching aid to showcase the depth and
diversity of Hong Kong's culture, heritage and attractions. The VCD
reached an audience of over 265 million people.
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01 A crew of happy and bouncy “litile
journalists” cruising along Victoria Harbour.
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02 Touring Cathay City: The “little journalists”
broaden their horizons.
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03 Aimed at Mainland students, the
interactive VCD content conveys Hong Kong's
diverse culture.
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Consumption Visit Promotional Campaign

Quarterly Hong Kong Travel Guidebook

Arrivals from the young and consumption visit segments have confinued
fo rise in recent years. In order to aggressively build the consumption
and "impulse” visit segment in the Pearl River Delta and core cities like
Shanghai, as well as fo atfract the inferest of the young segments, the
HKTB collaborated with City Pictorial Magazine and Modern Weekly
Magazine to produce a Quarterly Hong Kong Travel Guidebook. This
handy and practical guidebook with news and offers on shopping,
dining and entertainment proved very popular with consumers, in both
Guangdong Province and in core cities like Shanghai and Beijing.

Internet marketing

There has been an increasing trend on the Mainland fo research
destinations and make fravel bookings through the internet, particularly
among young and independent travellers. In order to leverage on

this trend, the HKTB extended its tactical co-operative parmership

with Cirip.com and Mangocity.com to develop and promote
independent fravel and quality tour products.
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Travel guides co-produced with Mainland
China media help to attract consumers
and young adults.
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Promotions via Mainland websites cater to the
young and independent traveller segments.
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Quality & Honest Tourism Campaign
Enhancing fourism service quality remained a top priority in 2007 /08.

To minimise any residual negative impact of “zerofare tours” and to
further restore consumer confidence in Hong Kong tourism throughout
the Mainland, the HKTB confinued fo fosfer the development of Quality
& Honest Tourism.

Quality & Honest Hong Kong Tours

Countfers for "Quality & Honest Hong Kong Tours” were set up in

key travel agency outlets in eight major cities to enhance consumer
profecfion education and promote Hong Kong as a high quality tourism
destfination. With the support of local tourism authorities, the HKTB
launched a series of media, trade and online promotions fo publicise

Quality Tourism Services (QTS) scheme and to encourage the disfribution

of quality and FIT products by operators in key Mainland cities.

Market Outlook

Generating more than half of Hong Kong's total arrivals, the Mainland
China market remains a key element of HKTB's growth strategy.
Nevertheless, significant challenges lie ahead. These include increasing
competition from Southeast Asian countries and neighbouring
destinations, strengthened air connectivity and the possibility of direct
air links from Taiwan fo the Mainland, "Stay Home Syndrome” during

the Olympic Games period, and the new public holiday arrangement
in the Mainland.

Coing forward, the HKTB will continue to invest in the core cities of
Mainland China, tapping info the exponential growth of the Mainland
outbound travel market to boost incremental arrivals and mainfain

its leading share. At the same time, the HKTB will increase market
penetration and develop new sources of growth, further expanding

its promotional efforts to non-Guangdong and secondary cities.
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01 Several cities in Mainland China operate
“Quality & Honest Hong Kong Tours”
service counters.
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02 Service countfer staff provide travel
information and suggestions to Mainland
visitors.
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03 To coincide with the Labour Day “Golden
Week”, at major ports of entry the HKTB
arranges for distribution of leaflets introducing
the consumer protections available to visitors.
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Total arrivals exceeded 2.23 million Overnight visitors grew 2.7 % in 2007.
in 2007, representing 2.8% growth Overnight vacation visitors increased by
compared to 2006. 12.2%, reflecting an increase in leisure
20074 » RE L EWIKERIB223IE travel from Taiwan.

AR BL2006F #2.8% 20074 + AEHNBRIKE A KBRS
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Even with modest growth, Taiwan remains the second largest single
source market (and third largest market region) for Hong Kong
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Market Overview T‘F*%EEE

Due to Taiwan'’s slow economic growth and political uncertainties, FA - BHRAEMNLCEERENE  NEBBETH
its outbound market performance moderated throughout the year. C RHINBETISRBAERME - AT - BEH#
However, Hong Kong remained a popular destination among visitors BRAREBIRTNAPIRE B & - KEEE N
from Taiwan. Mega events such as the Hong Kong Shopping Festival (BEBYE | M [EEBHLAH ]| SEER

and Hong Kong WinterFest continued to attract arrivals for sophisticated 5| B3R E BRI S - MRS [ 4£E Xt ]
travel experiences and the “living culture” platform encouraged more RIENHEETE  AHBEREHEZ TN

diversified tour packages in the marketplace. RETE -

In addition, more airlines provided services to Hong Kong from ghoh - MRABEZEMERRIFARKET BRSSP
Taichung, which created more markefing opportunities for promoting fR L /t'jéf BRERET AL EE % #EHRE Rk
Hong Kong leisure travel in central Taiwan. In the southermn Taiwan R - BERMEEBEMENS O - BIBED
market, Dragonair is releasing more capacities to support mono- ERELEEEBOMIL - AHREANETER
Hong Kong ifineraries after its merger with Cathay Pacific Airways. BE-BrMMITE -
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Marketing Strategies and Promotions
The HKTB's overall marketing strategy in Taiwan focused on Hong

Kong's “living culture” to showcase the city's diversity and sophisfication,
and fo infroduce Hong Kong's new and old atiractions. The major target
segments included young office workers, young couples and families,
which were targeted through a series of integrated marketing
programmes. The HKTB also worked closely with major trade partners
fo package a variety of products and leveraged on Mega Events to
generate incremental arrivals during Taiwan's outbound peak seasons.

Lust, Caution Promotional Campaign

To boost incremental arrivals during the outbound low season,
particularly from the young segments, the HKTB leveraged on Lust,
Caution movie fever. The HKTB collaborated with China Airlines and
seven fravel agents fo infroduce group and FIT packages with the theme
of Lust, Caution for a nostalgic and romantic journey of Hong Kong.

The group tour offered selfguided itineraries highlighting locations
featured in the movie, including a tram ride in Central, a visit fo
Pottinger Street and Repulse Bay as well as Hong Kong's unique cultural
affractions such as a localstyle tea bistro. The campaign was rolled out
with a launch press conference, as well as a media familiarisation trip
and tactical advertising. In order fo maximise exposure, the HKTB
distributed leaflets at major cinemas and published articles in various
movie magazines when the movie was screened in Taiwan. The
campaign achieved excellent media publicity with more than 40
sources of coverage, including TV, newspapers, magazines and online
news and generated over HK$3 million media value between October
and December 2007. 80,000 movie leaflets with product information
were disfributed.
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01 02 03 Complementing the theme of the
film Lust, Caution, the publicity brims with a
sense of nostalgia and romance.
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04 Various types of tourism products based
on the Lust, Caution theme are discussed
by the HKTB with industry professionals.
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The 15th Taipei International Travel Fair Promotion

From 14 to 17 December 2007, the HKTB jointly participated with
Cathay Pacific Airways, China Airlines and nine fravel agents at the
15th Taipei Infernational Travel Fair, the largest consumer travel fair in
Taipei, which was held ot the Taipei World Trade Center. Targeting the
young segments and families with children, the promotion was aimed at
reinforcing the destination image of Hong Kong and driving incremental
arrivals for the upcoming Chinese New Year period.

Various types of Hong Kong packages were sold at the fair, an increase
of about 48% over the previous year, along with Octopus Cards,
Airport Express tickets, MTR Urban Day Passes and other incentives.

The fourday event attracted almost 194,000 visitors.

Market Outlook

After the new government of Taiwan assumed office in May 2008, the
question of "Direct Links” has become a major subject for the Mainland
China and Taiwan. Hong Kong inbound travel from Taiwan is likely

to be gradually impacted in the long run, although the “Direct Links”
arrangement may not have a great effect on Taiwan overnight vacation
visitors, who fend to spend more and stay longer.

Currently, about 70% of tofal Taiwan arrivals are same-day fravellers,
of which about 90% will leave for Mainland China. Once the direct
flights are fully implemented, Hong Kong might lose these same-day
passengers. Also, competition with Hong Kong will increase from
Macau, Japan and the Mainland.

In response to these challenges, the HKTB will strive fo attract more
overnight visitors fo compensate for the possible loss of same-day
fravellers. The HKTB will also continue fo ride on the “living culture”
platform to showcase Hong Kong's diversity and sophistication,

and will expand its presence in major secondary cities. In addition
fo targeting such major segments as family and young travellers,

new product offerings such as “flight and cruises” will be developed
fo aftract the niche market. The HKTB will also continue to explore the

MICE segment through integrated trade and corporate campaigns.

Taipei International Travel Fair: The HKTB
participates with others in the industry

in Taiwan's biggest consumer-oriented
travel show.
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Maijor attractions like Hong Kong Disneyland
and Ngong Ping 360 reinforce the appeal
of Hong Kong for the family segment.
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Japanese arrivals showed a slight Hong Kong'’s share in Japan’s outbound
increase of 1% , registering market grew to 7,7 %, the fourth

1.32 million visitors consecutive year of growth since 2003
REAANREHE B LEA1% EBERBARMETSNIEERIERE
EI2B AR 7.7% B2003F B EFZ M F L F
Korean arrivals to Hong Kong reached Korea remained Hong Kong'’s fifth largest
876,200 in 2007, a 21.9% increase single source market

over 2006
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Market Overview mEHRE
Due mainly fo the steady recovery of the Japanese economy, incentive HRAAKERPER - SR REMEEEBIK
fours as well as company-sponsored travel showed a strong upturn. BARELET - A2 FELAUHNREEMRTRE

However, holiday travel by individuals fell back due to weak demand AERKEABRTHE - Z—7HH BEME
amongst the young female segment. On the other hand, the frequency EFRBRERIAMEEME  BERELEIR

of scheduled air flights was increased by Dragonair’s resumption of R REBORS - BENT M RITHE -
ifs Sendoi-Hong Kong service and the launch of a Fukuoka-Hong FEE . EEREIEE L 5 RIBE R

Flong service. BESAYRKEALZE - EHEXTEARE
In Korea, with an increasing trend of independent travel, Hong Kong BX BEEOBREARZARKRE - EEARLIN
is best positioned as an Free Independent Travellers (FIT) friendly EXEME - AEINEFTSFIGIN - THHELEKR
destination. The expanding five-day work week system also offered ERRBM - REEERE R EHEM

more fime for young office workers to make frequent shorthaul frips fo BHARTS o WA BEMETERFERZ LEM

spend weekends overseas. Due fo this growing demand, direct regular ~ &B &I -
charter flights to Hong Kong were launched from secondary cities such

as Cheongju and Daegu while Dragonair began its first direct operation

from Busan to Hong Kong.
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Marketing Strategies and Promotions

In Japan, the HKTB continued to target the young office ladies segment
while highlighting different aspects of Hong Kong's lifestyle under the
theme of “living culture”. To put across this message, various advertising
campaigns, promotional events and tactical tour campaigns themed
around Hong Kong — Live it, Love itl were successfully launched. These
included the Hong Kong — Live it, love itt MSN Special Site during

the two mega event periods. In addition, the “Hong Kong Tohiko”
tactical campaign with Cathay Pacific Airways continued for the third

consecutive year.

In Korea, the HKTB's focus was to ride on the Live it, love ifl marketing
platform to differentiate Hong Kong from competitive destinations and
fo promote the city's fusion of East and West, sophisticated shopping
and dining experiences, convenience as a short break and family
destination with fun and entertainment, and romantic elements for the

young segment.

Hong Kong Live it, Love it! MSN Special Site

As a means of generating arrivals from Japan during the Hong Kong
Shopping Festival and Hong Kong WinterFest, a special Hong Kong
site on MSN was launched with three-dimensional images that
combined Live Maps with moving images in MSN Video. This enabled
users fo share favourite places on Live Maps and favourite images on

MSN Video with other users.

By seffing up a "Hong Kong Tour Page” in MSN Travel and guiding
users fo this page, it was possible o arouse inferest in Hong Kong
and promote tour applications all in one package. As a resul,
400,000 page impressions were regisfered from June to November.
The unprecedented combination of Live Maps with MSN Video in
fourism markefing was seen as a breakthrough within the web

marketing industry.
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In Japan, end-users of the special Hong Kong
site on MSN can enjoy various scenic

sites and images, which help to promote
Hong Kong.
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Hong Kong Tohiko Campaign
To promote the new attractions of Hong Kong, particularly for Japanese

young female and mothers and daughters segments, the HKTB
parinered with Cathay Pacific Airways and 47 travel agents in this
integrated marketing campaign. Now in ifs third year, it consisted

of both advertising and a public relations programme that featured
Ms Izumi Mori as its lead character. The campaign focused on major
cities such as Sapporo, Tokyo, Nagoya, Osaka and Fukuoka.

Hong Kong Shopping Star Campaign

In Korea, in order fo attract the aftention of young office ladies and
couples to the Hong Kong Shopping Festival, the HKTB launched a
Hong Kong Shopping Star Campaign from May to July. A one-hour
Hong Kong Shopping Festival TV programme was shot in Hong Kong
with a fop Korean celebrity and broadcast through Korea's Olive TV.
To maximise the exposure of Hong Kong attractions and shopping
places, special Hong Kong tour products were promoted and sold
through portal site Daum.net, travel agent Tour Jockey, online shopping
mall G-Market and online movie ticket vendor Max Movie. Daum.net
impressions reached 11,452,000 while those of Maxmovie.com

achieved 6,667,780.

Big Smile with Your Family in Winter Hong Kong
The HKTB partnered with Hana Tours to promote this campaign through
the GS (former LG) Group's retail distribution channels. The aim was to
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01 02 03 In its third consecutive year, the
“Hong Kong Tohiko Campaign” targets
mainly Japanese women.
BEEF=-FHREN [EBREBT]  FE
DEAZMERES -

04 “Hong Kong Shopping Star Campaign”:
Piquing travellers’ interest in the “Hong Kong
Shopping Festival”.

EBRERHEN [EEBYZE] EEES
SIBREY [FEBBYE | fVEE -

05 Publicity aimed at Korean family visitors
promotes Hong Kong as an ideal travel
destination.
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strengthen Hong Kong's image in Korea as an ideal city for family fun
and to promote the Hong Kong WinterFest o families.

Using the platform of the GS e-shop, GS e-store and convenience
stores, the promotion included Hong Kong WinterFest banner ads on
the main pages of GS disfribution channels, a consumer event in 3,400
ouflets nationwide, 50,000 posters featuring Hong Kong's Symphony
of Lights multi-media show, and a Hana Tour to sell special tour products
linked to GS channels. GS e-store banner ads reached 50 million clicks
while those for GS 25 banner ads achieved 20 million clicks. Around
124,000 persons fook part in the GS 25 event, The Hong Kong
WinterFest event pages were linked to several portfal sites such as
Naver, Yahoo Korea, Nate.com and Paran.com.

Market Outlook

Favourable factors for the Japan market include a strong yen and the
open skies policy (which opens up regional airports for infernational
airlines), as well as increasing direct flights to Hong Kong. Nevertheless,
the raising of the fuel surcharge and issues such as increasing
competition from domestic and regional destinations may hold back
growth momentum. The HKTB will further strengthen the diversity and
sophistication of Hong Kong's appeal through the existing marketing
platform and various culture-related products. It will also strengthen the
city’s position as the hub for visiting the entire Pearl River Delta Region.

Korea's outbound market is expected fo develop steadily, driven by the
increasing numbers of young independent travellers, especially women
and students, and weekend holiday travellers enjoying the five-day work
week. On the other hand, rapidly expanding air services and price
reductions offered by Mainland China and Japan will stimulate strong
competition. In addition fo strengthening marketing initiatives in
secondary markefs, the HKTB will focus on enhancing Hong Kong's
image as a convenient weekend travel choice for FIT travellers, as well
as a friendly destination for families seeking fun through infegrated

marketing campaigns and collaboration with major affractions.
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Korean media travel to Hong Kong to conduct
interviews, and introduce this convenient and
culturally diverse destination to their readers
and audiences back home.

BEBERBRG  BEBEENS T
WIRESE  NRKEENBR -

EBREERR 2007-08 44 IREBERRMMEEIE 35



> South & Southeast Asia

Mo MR ae

>Facts & Figures E 2/ &%
Visitor arrivals reached 2.89 million in
2007, an increase of 8.6% over 2006

20074 @ REBEAWREE2898 A
R B20065F £ #8.6%

South and Southeast Asia remains Hong
Kong's second largest source market region

MERREENREEREEF AT RHE

™5

Primary market of the Philippines achieved
the highest growth rate with 552,940

Secondary markets like Indonesia and
Malaysia recorded strong performances

arrivals, an increase of 21.8%

FRERZENTEDS

Market Overview
The political climate in most Southeast Asian countries remained stable.

The atmosphere of change (such as elecfions being held in Thailand
and Malaysia) did not derail continuing economic progress, although
the marked slowdown in the US economy and escalating oil prices

did increase the overall cost of living and could induce more cautious
spending. Against this economic background, the number of low cost
carriers increased and the improvement in their air roufes boosted fravel
fo Hong Kong.

Marketing Strategies and Promotions

The HKTB leveraged on the Hong Kong “living culture” platform to build
campaigns targeting the family and young segments through four main
themes, namely Blend of Old and New, Beyond Shopping, Hidden
Treasures and Winter Delights. Publicity and factical programmes were
built around the quarterly themes highlighting the various affractions

and activities.
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with double-digit growth
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In line with the popularity of the internet for researching and booking
fravel, the HKTB further enhanced online travel promotion, both for
fop-of-mind awareness as well as additional marketing sfrength,

for example partnering with ZUJl.com to boost reach and push
factical packages.

Awarapan Integrated Multi-media Promotion in India

To maximise the publicity riding on the Blend of Old and New theme
under Hong Kong “living culture”, the HKTB capitalised on the release
of the Bollywood feature film Awarapan, which was shot in Hong Kong.
Targeting the young and family segments, the movie was unveiled as the
curtain raiser of the 2007 Hong Kong Shopping Festival (HKSF), which
coincided with the movie's release at the end of June 2007.

As part of the integrated PR campaign, phase 1 of the promotion linked
the launch of the music track with Blend of Old and New themed
advertorials in the Times of India, as well as consumer promotion
through digital media and Hong Kong branding in HMV SaReGaMa
CD promotions. Phase 2 linked the movie release with the launch

of the HKSF and HKTB participated in a premiere show hosted by
Cineplex Movie Promotions for key trade and media partners.
Cine-goers received a flyer carrying information on HKSF packages
offered by tactical pariners as well as confest entry forms on the
purchase of movie tickets. The campaign generated over HK$58.71

billion in advertising value.

L

Discover Hong Kong’s Living Culture
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01 The HKTB capitalises on premiere
of Awarapan, a Bollywood movie shot
in Hong Kong, to promote the city’s
“living culture”.

ENEE S (Awarapan) SEEBEE -
RERBAEZA AW - EEEFEMN
[EEXE] °

02 The HKTB organises a contest with prizes
to coincide with the launch of the movie's
sound track.
RERXMEEXREBANEL
BRFRER 0 WEHEE -

03 “Blend of Old and New” themed
advertorials promote Hong Kong in the
Indian press.
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Promotion with ZUJI in Singapore

To strengthen the Hong Kong “living culture” platform, the HKTB
partnered with Singapore-based ZUJl.com to offer packages based
on the quarterly themes Blend of Old and New, Beyond Shopping,
Hidden Treasures and Winter Delights. Targefing the young and
family segments, different promotional platforms were used to increase
fravel to Hong Kong and to augment the target dafabase among

ZUJl travellers.

Promotional media included banners on ZUJI and Asiaone, dedicated
e-mails o ZUJl members, and search engine marketing on Google and
Yahoo. In tactical partership with Hong Kong Disneyland, Hong Kong
Wetland Park and Madame Tussauds, the HKTB created travel deals,
packaging and promotions around the “living culture” quarterly themes,
with regular updates highlighting new offers and events.

The entire campaign generated about HK$3.1 million (around
$$570,000) of publicity value while the number of page views for
Hong Kong web pages reached 320,000.

Fly to Hong Kong
fr $226»

Hotels fr $79» v y
Packages fr. SG

fr $226»

Hotels fr $79
Packages fr $688'

*Freel Hong Kong SAR 10th Annlversary offen

for children born in 19972 TR

O 2:00

| Mo eredit card fees

Market Outlook

While strong competition within and outside the region will

intensif\/, increased airlinks from low-cost carriers for multi-destination
ifineraries will offer both new opportunities and challenges.

In response to these, the HKTB will leverage on the Pearl River Delia’s
"twinning” of cities or multi-destination travel trend and promote MICE
business in the region. India continues to be an emerging market whose
potentially strong outbound growth will be aided by increased air
capacity fo more key secondary cities. Meanwhile, around 52% of
arrivals from India are business travellers, of which 35% come for
MICE activities. In line with this, the HKTB will focus on growing this
high potfential segment in India.
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To promote varied travel packages to
Singaporeans, the HKTB partners with the
travel-oriented website ZUJl.com.
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In the entire region, the HKTB will continue to build on the MICE, young
and family segments, while ufilising the infernet to strengthen information

dissemination and marketing. To broaden visitor source, and in view of
the increasing number of Muslim visitors in recent years, the HKTB will
further boost this fastgrowing segment.

Hong Kong's festivals and family attractions
such as Ocean Park and Wetland Park all
attract visitors from within the region.
ERNBENRERERHEEQE
RgiAE > IRSIBRKRER o

KERbLEHECEERIMNRETRA - AR
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> Europe, Africa & the Middle East
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>Facts & Figures E 2/ &%

Arrivals from Europe, Africa and

the Middle East rose 14.2%

(to 2.19 million), the highest growth rate
among all market regions

REBOM - FFMR P ROVRE ART
142% (#2198 AR) » AR
RN EDS

UK visitor arrivals were 601,170,
representing 16.4% growth
REIFREZES601,170 AR - 1B
£16.4%

French arrivals grew by 15.1%
(231,100), the third consecutive
record-breaking year

FEEBREFA15.1%(231,100 A% ) »
A = A 4

Germany maintained its position as the
second largest source market in the region
after the UK, with growth of almost 10%
(234,760)

RERERE HERBZEE-AE
RME o REANRFIL10% (234,760
AR)

Russia achieved double-digit growth of 12.8% while the Middle East
attained overall growth of 23,7 %, confirming their high potential

MENREFEBEEEVHT  F128% FREFAEBUS

23.7% HEMENERED

Market Overview TEHE

Although tempered towards the end of 2007 by the global effects BER2007FK - 2RI IHEXANEREE
of soaring oil prices and fear of a US recession, arrivals from all key REZRNZE  AM - BEELESREEM
markets remained steady with an ongoing strong trend for online BT HhER gRMBRKREER O NExE
fourism research, a surge of inferest in China, growing demand from IREMBRRENTERBEZ LA RAZEME
the MICE sector, and more noticeable demand for luxury travel and TEMHHRE - DESREOTAE MZEHE
cruise products. Air capacity continued to increase and created more ERFEEM RMBTEREZEE  FHEE
business opportunities, particularly in the UK, France and Germany. RE - EBRFER - MARBRERMBRiE L
Both Russia and the Middle East maintained their double-digit growth REAR - BMRFEEFONEC B FIERE -

momentum of recent years.
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Marketing Strategies and Promotions

HKTB's strategic focus in all key markets was fo reinforce the appeal

of Hong Kong through its “living culture” of traditions and heritage,
differentiating Hong Kong from the Mainland while leveraging on the
interest generated by the 2008 Beijing Olympics and the holding of
the Equestrian events in Hong Kong. The young, the middle-aged and
family travellers remained the key target segments. Through joint factical
frade campaigns, and innovative promotions with online four operators
and website portals, the HKTB continued to position Hong Kong as the
mustvisit capital of Asia and preferred stopover to Australia and New
Zealand as well as a complementary destination to other Southeast
Asian countries.

Black Taxi Campaign - UK

To deliver Hong Kong — Live it, Love il messages of diversity and
sophistication across london in as creative and accessible a way as
possible, the HKTB used London's iconic black taxis as an advertising
platform in February 2008. Targeting all segments, but in particular the
middle-aged and seniors, 800 supersides advertisements were posted
on 400 taxis, while two seat tip ups per taxi as well as receipts carried
Hong Kong — Live it, Love itl messages. These liveried taxis, which were
still being seen around London in mid 2008, proved to be an effective
tool to promote Hong Kong's image and appeal as a diverse and

sophisticated travel desfination.
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London: The city’s distinctive black taxis —
inside and out - spread the word about
Hong Kong.
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Branding and Tactical Web Campaign - France

Together with Cathay Pacific Airways and Directours, the HKTB
launched a branding and tactical web campaign on major websites
AQL, Yahoo, Google and Lle Monde. As well as promoting Hong
Kong'’s “living culture”, the campaign also highlighted Hong Kong as an
ideal match or combination destination with other Asian cifies. Targefing
firstime fravellers to Hong Kong, travellers to China and Asia, as well
as the young and middle-aged segments, the campaign promoted the
appeal of Hong Kong through Directours’ offers of Hong Kong/Sanya
combination packages. Traffic was generated through a hyperlink to the
DiscoverHongKong.com website as well as flash banners, e-mailings,
paid searches, and pro-active flash games. Participants clicked on

a butfon fo take part in a confest to win a frip fo Hong Kong. The
branding campaign resulted in over seven million ad impressions.

__Hong Kong, vous allez adorer! g
-

gagnez un voyage

c-luma sar la phato qui n'o pas été prise & Hong Kong
ummnﬁumzm

ORI = v+ r0n2 |

EE— mEREREERLERE

B 8% /5Bt [R] B 2= i1 22 A Directours + 7 & 2 48 uh
AOL ~ FE5T + Googleflle Monde¥ H & k2 2 5 BE 14
WMEHEEES  RREBEBNEEEIN - B
EEMIEESEERAEEIMNS N EELER
BrE o ERMRBIABERSBENIRE - AIEAM KL
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BB HDirectourstE LV EBEM =G ETE ' &
HEEH BRI o JEB) & iB B DiscoverHongKong.com
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3 Hong Kong's “living culture” is promoted
S by the HKTB in several French-language
websites.
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Travel Portals Campaign - Germany

To leverage on the strong interest in China leading up fo the 2008
Beijing Olympic Games and to showcase Hong Kong's offerings,

the HKTB partnered with China National Tourism Administration (CNTA),
and fravel portal Expedia. Hong Kong and Beijing combinations with

a variety of hotel and touring options were offered in co-operation with
Expedia and CNTA. A dedicated webpage was also set up. Another
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web marketing campaign was conducted with flight consolidator and
refail agency network AER fo promote atfractive packages on major
fravel booking websites in Germany such as billigflug.de, cheapfares.
de, traveltopia.de and airline-direct.de.

The Expedia campaign achieved 2.4 million impressions and 400,000
newsletters were sent out. The AER campaign achieved an increase in
passenger numbers by over 50%, with turover up by about 80% that
can be directly related to the campaign. Newsletters were also sent to
over 200,000 subscribers

MERTRBEATEY - REERINNEE
1172+ = LBk 8 billigflug.de + cheapfares.de
fraveliopia.def airlinedirect.de °
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Market Outlook
Strategically, the HKTB will continue to leverage on the inferest in the
2008 Olympics for travel to both Hong Kong and the rest of China, to

1o

exploit the full potential and appeal of Hong Kong's “living culture” and
frendy attractions, to accelerate cruise development, and to strengthen

Hong Kong's appeal fo the MICE sector.

Increased air capacity as well as the growth in the number of four
operators featuring Hong Kong will have a positive impact. The challenges
will be the uncertainties caused by the global credit crisis and rising oil
prices, as well as competition from other Asian destinations.
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In addition fo the three major source markets of the UK, Germany and
France, the emerging markets of the Middle East, Netherlands and
Russia have performed well in recent years and will see stronger
performance and investments. Following the appointment of o HKTB
representative in Moscow in August 2007, a Middle East representative
was appointed in October 2008 to further develop this market.
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Media familiarisation contributes to the
promotion of the city’s “living culture”.
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> The Americas

)

\

>Facts & Figures E 2/ &%
Arrivals from the US increased to 1.23 million in 2007,
an increase of 6.2% over 2006
2007 » XEREIZZE 1238 AKX B2006F L FH6.2%

Total arrivals from Canada reached a new record of 395,170,
a surge of 17.7% over 2006

MERREABAFALE - E395170AR - B2006F

RI@EFHT7.7%
Market Overview TEHE
The middle-aged remained the market segment leaders from the US, FEREETDUTRERHER/T  HRZERN
followed by active seniors. While the middle-aged “baby boomers” k& [ER8] RREENFFATENS -
have consistently held the centre stage in ferms of wealth, social and e EBATE—BERATEN A&
political power, the mortgage melidown that crawled in 2007 and 20076 )X 1% B 5% /& 25 ( B 20084F 2 2 & 82 i fe%
accelerated in 2008 has resulted in a reversal of fortune for most of ®) “EEAEHOEBR I YE  LAEHES

this segment. Parficularly offected are equity-rich homeowners who saw ~~ KRERFEEFEFMEE - BE=F - I YE
the value of their houses greatly diminished after enjoying three years of ~ BEEIF & - REMKIEBEE - At - LA
record-level increase in their properties worth. The ensuing reduction in FEEHEF 8L BIINKE -

spending inevifably included overseas vacation travel. A B S B B T IR A% - B R
/58 = © =]

In Canada, vacation travel accounted for 44% of the market, with B 22% - ZTEAXBFNERATENER &
business travel accounting for 22%. Factors such as the sfrong MEENTARE  UREFREMZERTANFNA
Canadian dollar and increased flight capacity provided by a new BRARE  SEEMZHETE LA -

low-cost carrier which began its operations during the year helped
confribute to growth in the Canadian market.
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Marketing Strategies and Promotions

Throughout the region, the HKTB targefed the middle-aged and the
senior segments. In the US, the HKTB continued fo ride on the Hong
Kong — Live it, love itl markefing platform. To promote Hong Kong's
diverse core strengths such as shopping and dining, the HKTB opfimised
multi-platform marketing channels to reach ifs target audience. Through
integrated campaigns and partnerships with synergistic high-profile
consumer brands and trade pariners, the HKTB cast a wide net to fouch
the hot butions of the American consumer. In Canada, leveraging on
the opportunities created by the appeal of Mainland China and various
marketing channels like the infernet, the HKTB partnered with China
National Tourist Office (CNTO) to promote Beijing and Hong Kong
packages that highlighted the diversity and excitement of each
destination.

Shop Till You Drop - US

Utilising shopping and dining as the platform to promote Hong Kong's
rich living culture in the US, the HKTB parinered with United Airlines,
United Vacations, Samsonite, ABC Radio Network in New York

and San Francisco, and National Geographic Traveler to launch a
sustained fourmonth integrated marketing campaign in key markets
across the counfry.

The month-long outdoor promotion in New York used 35 attention-
grabbing backdit outdoor kiosks in various high traffic areas of target
segments including Times Square, Wall Street, Grand Central Terminal,

Penn Station, Greenwich Village and the Upper East and VWest Sides
of Manhattan.
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In New York, the HKTB establishes outdoor
kiosks, and makes use of posters and
other means to promote the “Hong Kong
Shopping Festival”.
REBEAORBERTBNFINEE

U EBEBREREEREBYEG -

e

1 tima oy United, prach youst Sarmacaits.
Ity ared ook  tri o2 Moy Koag!
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The radio promotion featured a podcast of an interview on KGO Radio
and WABC in New York with the HKTB. The same stations streamed
one-minute Hong Kong Shopping Festival vignettes and banners, while
online vignettes provided links o the United Vacations home page and
a booking engine for travellers fo purchase fickets and packages for
their frip to Hong Kong.

The National Geographic Traveler ran a two-month online campaign
featuring a one-minute vignette on its website, with customised links fo
the Hong Kong page hosted by United Vacations. Samsonite provided
Hong Kong Shopping Festival posters, luggage tags, ballot boxes and
fravel packages together with eight HKTB trade partners. In total, the
multi-platform campaign achieved more than 34.5 million impressions.

Hong Kong/China Co-op Campaign - Canada

In Canada, the HKTB launched a campaign in September 2007 to
create Hong Kong and Beijing packages to promote both cities as a
diverse, cultural and sophisticated travel destination, thereby supporting
the CNTO co-op print campaign.

The aim was to target the key young, family and senior segments in
downtown Toronto through the poster network in the underground
walkway system. The walkway connects Toronto’s major office towers,
shopping areas, services and entertainment districts, with more than
100,000 commuters fravelling to work each day as well as a large
number of tourists. In addition, the HKTB created an online micro site
for tour operators fo offer special Hong Kong/Beijing packages.

Total impressions reached more than 11.1 million and the micro site

generated over 10,000 page views.
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The publicity campaign for Canada
promotes a travel package for Hong Kong
and Beijing, and targets young, family
and senior segments.
EMEANEEEY  EEFBRILR
MEETRE  XUFERE  RERER
REZHDYR -

www.beijinghongkong.com
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Market Outlook

The economic downturn in the US and the likelihood of a recession
friggered by the mortgage crises and credit crunch will slow growth
from the Americas. Nevertheless, the 2008 Beijing Summer Olympics
and the Olympic Equestrian events may provide an opportunity for
Hong Kong to reinforce ifs “brand” as an international city.

China’s continued popularity among American travellers may benefit
Hong Kong. In view of this, the HKTB will work with trade pariners to
ensure that Hong Kong is included in major China ifineraries and fo
stimulate consumer demand by differentiating Hong Kong from other
Mainland cities. The Board will pariner with CNTO to promote tactical
Hong Kong,/China packages through various marketing channels.

Canada is likely to remain stable. The Canadian dollar is forecast to
remain sfrong against the US dollar, thereby encouraging outbound
fravel. Although challenges in the form of infense competition from Asia,
Europe and the Caribbean will persist, the HKTB will capitalise on
opportunities such as additional air capacity and joint marketing
initiatives with regional destinations, and seek to further develop the

fransit, ethnic and family visitor segments.
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Hong Kong's “living culture” is the strongest
point of attraction for long-haul travellers
from the Americas, and is the focal point for
coverage by their media.
BEBNEECHE - RERSIREEN
WRZERE  tREHEEICERG M
BE -




> Australia, New Zealanc

)

\

>Facts & Figures E 2/ &%

Visitor arrivals again reached new records
for both Australia and New Zealand

BENAFARNGERTEAXBRNS

Arrivals from New Zealand reached
117,220, a 19,99, increase over

last year

REHMAERAREZE7,2200K

& South Pacific
¥R MR F

Arrivals from Australia were 633,600,
a 12.4%, increase over 2006

R BB M B9 Bk B 3 633,600 A K
8 2006%F F12.4%

The leisure segment in Australia’s visitors
grew from 50% to 54% of overnight
visitor arrivals

BENBRIRELANRS - BHRRELER

BAI—FFH19.9% H50%F £ 54%

The core middle-aged sector in Australia’s visitors grew from 34%
to 37 % of the vacation mix

ERMNOERKRES » TENTFREHL RBI4%F EI7%

Market Overview mEHE

The ongoing strength of the Australian and New Zealand dollars during R - RIMFIFT AR E B 5ER L - I LM
the year, and the robusiness of both economies continued fo stimulate REEDER  BERNBIINEER BEENLS
KRB MEABRMBER - X2E B TIHER K
BOHE - AT AIEEMAPRRAOMERNETE
FEEM - B THITE - BEME - @ L
FIBIRESBE LT MIRERREEREEHH
SDRBAIHRE  ERFMBEEFESREED
mHEMXE -

outbound travel. A series of inferest rafe rises fo dampen the prospects
of inflation slowed expenditure on leisure travel to some extent, but this
effect was offset by the ongoing expansion of air routes and capacity
to Asia and the Middle East. Overall, the market benefited from the
continuing trend for consumers to book travel through the infernet, with
air and ground components being increasingly booked separately.

EERRBENEE
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Marketing Strategies and Promotions

To reinforce the appeal of Hong Kong's authentic “living culture”,
the HKTB leveraged on the Hong Kong — Live It, love Itl marketing
platform to differentiate Hong Kong's unique advantages from
competing Asian destinations — especially for the short-break market.
Particular emphasis was laid on developing the growing family and
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young professional segments as well as on increasing the appeal of
China in multi-destination itineraries and strengthening Hong Kong's
position as a preferred stopover for travel to Europe. During the vear,
the HKTB launched a series of integrated consumer campaigns
promoting the sophisticated and trendy appeal of the city, which
included coop marketing with selected trade partners to promote

appropriafe tactical packages.

Family Fun in Hong Kong

To showcase Hong Kong's family-riendly infrastructure and attractions
and to stimulate growth of the family segment, the HKTB produced

and distributed a Family Fun in Hong Kong guide, which was supported
by above- and below-theline advertising and tactical offers. Targeting
families with children aged 5 to 15 years, the guide was published and
promoted together with Jetset Travelworld refail chain, Creative Holidays
and Edge Publishing. 71,000 copies were distributed nationally to
subscribers of “Out 'n" About” leisure magazine and to the family
database of Jetset Travelworld retail chain. Another 20,000 were
distributed at Sydney’s annual “Royal Easter Show”. Participating frade
partners reported growth in family segment travel to Hong Kong of
10-20% during the campaign period.

Young Professionals Consumer Promotion

To increase visits to Hong Kong from the young professional segment,
the HKTB partnered with Virgin Atlantic, the Flight Centre travel chain
and MX newspaper fo run a consumer promotion in MX targeting young
professionals in Sydney, Melbourne and Brisbane. A Hong Kong feature
was published together with a competition for a trip to Hong Kong with

Virgin Atlantic that required all entrants to refer to the HKTB's
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Win the ultimate

Hong Kong Holiday!
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01 Family Fun in Hong Kong: Aimed at
families with children 5-15 years old,
recommending sites for the entire family.
(BEERRERIER) UBEIREISHR
FLHRERAHER  ENEE—RKD
HOSE -

02 03 04 05 To attract young professionals,
together with others in the travel industry
HKTB publishes a special section in the

free newspaper MX.
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DiscoverHongKong.com website and ltinerary Planner. The winner
and his/her companion were invited o write about their experiences
in the city for publication in the MX newspaper. Virgin Aflantic and
Flight Centre provided strong factical offers for Hong Kong and all
entrants were collected into a database for ongoing communications.

The MX newspapers have a daily readership of 600,000 young
professional commuters in Sydney, Melbourne and Brisbane. 49% of
competition entrants opted in fo be on the HKTB database for ongoing
desfination updates and offers. The Flight Centre travel chain reported
an 11% growth in bookings to Hong Kong during the period of the
campaign.

Market Outlook

With overall outbound travel forecast to grow by 5% per annum and
outbound travel fo China forecast to grow by 10% per annum for the
next few years, the outlook for the region is positive. The family segment
and cruise sector have potential for strong growth while demand for
Asia from the MICE sector continues fo increase. Further positive factors
are the sfrong inferest from Ausfralia and New Zealand in the Beijing
2008 Olympics (which will stimulate wider knowledge of Hong Kong
and China as a whole), increased connectivity due fo the merger of
Cathay Pacific Airways and Dragonair, growing ease of travel to China
for independent travellers, and new online distribution channels.

However, challenges will be posed by the expansion of services by
Middle East carriers into the region, the launch of domestic low-cost
carriers such as Tiger Airways, and intense competition from other
destfinations within the Asia Pacific region.

The HKTB's response will be to promote Hong Kong's unique advantages:
its sophisticated mix of Eastern traditions and Western infrastructure,

its diversity of attractions, and the opportunity the city offers visitors

fo experience local living culture. The Beijing Olympics will provide a
unique opportunity fo leverage on the appeal of China in multi-destination
itineraries, while new stopover opportunities, innovative cruise itineraries
and a renewed emphasis on the MICE sector will further stimulate

outbound travel from the region.
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Besides “living culture”, the HKTB also
highlights the trendy and contemporary
aspects of Hong Kong to the media.
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