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Adopting Creative and Effective

Communication Approach
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Explore Hong Kong!
Everything is only

a click away
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Given the immense popularity of the Internet and
smart phones, the HKTB stepped up its web and
mobile promotions. Leveraging the cost-effective
and efficient digital marketing solutions, the HKTB
publicised Hong Kong latest offerings to a wider
community.
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1 The HKTB rolls out various mobile applications, 4 Leveraging the growing popularity of online videos, the HKTB partners
offering all information visitors need while touring with social media portals such as YouTube, Tudou and Yam to roll-out
around, from dining to sight-seeing and entertainment. promotional videos to reach the target audience.

(Courtesy: Sing Pao) S BARAR BRSO IREBIEYouTube » TTHRYamKZES
IREBELSREFHEREN - HERTEHER USRS ES  BASENEZSE -
BOCRIREEER  KRBEERE - (BG4
(R ) 5 The HKTB launches a game application on Facebook to promote
Hong Kong culinary delights, by challenging players'knowledge on

2 HK720,aniPhone application featuring impressive Chinese cuisine and wine pairing.
720-degree panoramas of Hong Kong's top attractions. HREE FRTE AT A8 i Facebook I H FR 3 B B IR VAR, FELLIEES 81
S iPhonefIHK 7202 » & B SIBERE S FBRR
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6 The HKTB works with leading travel portals, such as Expedia.com and

3 Riding on the annual marketing platform of "Hong Travelocity, to offer discounts and multi-destination itineraries to visitors,
Kong Food & Wine Year”, the HKTB develops a mobile attracting them to Hong Kong.
guide offering Chinese cuisine and wine pairing tips. K2 B EExpedia.com K TravelocityE B AMREAPIRBEAIE » @
e TEBRBEEE ) MIEETE  REF/BELT IRBHEESERER—RLITR - WIS -
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During the year, the HKTB’s website
DiscoverHongKong.com recorded 49 million

visits.
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As a channel to engage local community to
participate in tourism promotion, the HKTB

partners with Yahoo! Hong Kong to launch a - - Egjﬁﬁ

marketing platform, allowing local residents KL 3

to share the “hip” products and offerings with 8 L TR 8 ﬁg MpEe " e L
visitors.
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Adopting Creative and Effective Communication Approach
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As blogs have become so popular among netizens and some
famous bloggers have a large number of followers, the HKTB
invites these bloggers to Hong Kong, and promotes the city's
tourism appeals through their blogs.
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6-7 To better market the “Hong Kong Halloween Treats” and “Hong

Kong Food & Wine Year’, the HKTB launches a dedicated minisite
for Halloween promotions, featuring the city's Halloween offers
from themed events to scary but delicious food items.
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As the PRC marches towards its 60th anniversary,

the HKTB rolls out a nationwide promotion campaign
titled "Experience Hong Kong" with China Youth

Daily, under which all nationals named "Guoging” or
born on 1 October are eligible to join a writing
competition. 60 winners are invited to a 6-day trip to
Hong Kong.
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The participants share with the whole country their
trip to Hong Kong by posting travel diaries or
photographs on blogs or school networks
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During their visit, participants are given tours to

the Hong Kong Stock Exchange and Legislative
Coundil, in addition to renowned attractions. They
enjoy experiencing the world financial centre and
world-class destination.
SNEEEHERIGIREREN DT EEX
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Innovative promotional
approaches
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During the vyear, the HKTB devised different
marketing approaches strategically to attain extra
publicity mileage, drawing awareness locally and
elsewhere.
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4 In line with the kick-off of “Festive Hong Kong
2010" a campaign called “Art in Motion” is
launched. 12 local artists are invited to
create drawings about Hong Kong's
Chinese and Western festivals. Their artworks
are painted on 12 tramcars to generate
awareness.

RELE T2010EBHET ) BREFE 0 IKE
RIEHER TERERT ) BEEHE - B
TR ERAEEERERPASE - X
FAREREENEEHES FRRMMARE
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5-6 These tramcars become portable artwork
displays, which serve as means to
encourage local art development and
showcase Hong Kong's arts and culture
to the world.
BEULBHERRFHERTNEMNR - KER
FEUFT BB BAANE - At RERAE
BlTAE -
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As one of the most cost-effective means to promote
Hong Kong, PR promotional effort was deployed
to maximise exposure and publicity of the city. By
inviting TV stations and celebrities from all over
the world to experience Hong Kong personally, the
HKTB created high-level of awareness across various
markets via these channels.
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Adopting Creative and Effective Communication Approach

BRI A RHEETIE

1 We've Just Got Married, a Korean TV reality
show starring celebrities Jo Kwon and Ga
In, films some episodes in Hong Kong,
drawing a large number of fans to the city.
ERARBEBEENEARSHEEAR
TRMEET 4 - WEIRMIFEREBE
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2 Janet Hsieh (right), a host of £un Asia,
experiences the Kung Fu culture in Hong
Kong and practises with local celebrity
Marsha Yuan.
DRI ) WERABNES (BB AR
ANEFHE—RZEFEZE  BREEBNYD
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3 Jody Ness (right), host of Wine Portfolio,
has a personal encounter with Hong Kong
wine offerings.

"Wine Portfolio ; 935 AJody Ness
(BFR) REEENZNEE -

4 Png Tick Lock and Ng Kwee Khim of
Channel U Fashion Asia, offer their
Singaporean audience a glimpse of Hong
Kong "hip"products.

¥ " Channel U Fashion Asia ; #9Png
Tick Lock&zNg Kwee Khim&) &t # BN 4E
BERTER °

5 Sophie Grigson (left), celebrity chef in the
UK and host of Sophie Grigson in the
Orient, is given a treat by local restaurant
owner Margaret Xu.

A EER TR MR A B3R T Sophie
Grigson in the Orient ; AYZEFRF ASophie
Grigson([El72) NMRAHI SIS -

6 Patty Hou, a host of Taiwan’s Azio TV, tours
around Hong Kong with her mother during
a Mother’s Day promotional campaign.
BERRHRNEFAEASERLERH
% RERHNEREEFEE -

7 Local celebrity Fiona Sit (left) joins the crew
of Dragon TV to introduce the SoHo district
to audience.
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