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During 2004/05, the HKTB once again created a promotional framework
targeting the travel trade and consumers, and supporting a range of
corporate initiatives to facilitate the growth of inbound tourism into Hong
Kong. Together, these activities help to ensure that consumers are not
only attracted to visit Hong Kong, but that they are also motivated to
plan a return visit, and that they strongly recommend the destination to
friends, family and colleagues.

The HKTB began the year with its annual overview of plans, strategies
and targets to the travel industry and the media. On the assumption that
outbound market conditions worldwide would remain stable, a key
forecast was that visitor arrivals would exceed 20 million in 2004, and the
year’s end would see recovery across all markets. This forecast of a 31.8%
increase in visitors was optimistic enough, as few would have dared guess
at the start of 2004 that total arrivals to Hong Kong would actually rise
by more than 40%.

The HKTB maintained its strategy of drawing visitors from a balanced
portfolio of geographic markets. This ensures Hong Kong is building
tourism from a broad and diverse international base without undue over-
dependence on any particular market or region. The overall success, as
always, reflected the cumulative efforts and initiatives of the many
different sectors that constitute Hong Kong’s travel trade — such as travel
agents, airlines, hotels and Hong Kong International Airport. The
combination of the HKTB working closely with the travel trade as a whole
continues to bring synergy and value to Hong Kong'’s tourism sector.

Trade promotions

The HKTB strengthened relations with the travel trade in all key markets
and regions with a range of initiatives. The successful programme of
Contract Hong Kong meetings, to take one example, continued
throughout the year, bringing overseas travel buyers together with Hong
Kong-based tour and hotel operators, and other travel-trade service
providers. The HKTB also attended seven important travel trade shows,
arranged six travel missions to target markets, hosted overseas travel
trade delegates in its continuing visitation programme, and provided
training on Hong Kong’s attractions to wholesalers and travel agents.

In September, Hong Kong had the distinction of hosting a key trade
event in the form of the 74" American Society of Travel Agents (ASTA)
World Travel Congress. A major annual gathering for the global travel
industry, this event attracted approximately 2,000 travel agents and other
industry delegates. The event provided a valuable platform for raising the
profile of Hong Kong among a substantial number of travel-trade
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A The 74" ASTA World Travel Congress not only brings key agents from
the US (left), but also provides them with up-to-date destination
information (right)
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professionals in the United States, one of the HKTB's highest-yield
markets. The congress provided an opportunity for US travel agents to
personally experience what Hong Kong has to offer. A variety of
sightseeing tours were hosted by the HKTB to showcase Hong Kong's
diversity and sophistication, so that delegates become more adept at
selling the destination. In particular, the HKTB vigorously promoted Hong
Kong’s strengths in the MICE sector. It also marked the first official
presentation by leaders from tourism bureaux from the Pan-Pearl River
Delta (PPRD), including Hong Kong, on the potential for tourism business
between this region and the US.

Consumer promotions

Launched in September 2003, the Hong Kong — Live it, Love it! global
brand marketing campaign continued as the HKTB's marketing platform
throughout 2004. A number of advertisements were developed under the
theme and these were shown throughout the year on television in our
key source markets.

As part of the Hong Kong - Live it, Love it! branding platform, in March
2005, the HKTB also launched the Hong Kong Experiences video. This
was broadcast around the world and continues to be shown at
promotional events. The video gives a personal view of Hong Kong
through the eyes of four groups of visitors — a family from Mainland
China with a young child, an American businessman, a young couple
from Japan, and a middle-aged married couple from the UK — reflecting
some of the key markets and segments on which the HKTB focuses.

The HKTB was successful in promoting Hong Kong through partnership
with the entertainment industry. It played a highly supportive role in
producing the Hong Kong — Through the Eyes of Celebrities TV series,
which was broadcast throughout Mainland China in late 2005, and had
another opportunity to support an Asian TV production when it assisted
the South Korean team producing the Hong Kong Express mini-series
drama on South Korea’s SBS TV.

24 The Year in Review 2004/05 [2]§&

BETTCHIRELEE - NEMPRREERE
B EINRLOET - IRERXHMANRBERE
% RELERKEDENES - MaEXE
ERRCRABEANZR=AKREREE -
BERXEEXAENIRAE  ARMMLZE
H B iz K 75

HRERR
BB B 1E 20034 9 A HE it [ 7 - S47E st -
BEW | | 2REMED - E2004F HER A
SHNBEETA - REBRGEATERET
—RIES  RETRAENES T BERTS
B BB IE I -

2005%F3R @ IREREIRE - U - BHE
MR Fe L HHEAIEEER 2
IBREE]HER - EERRSH R R NHEREE
R o B BHARETHNEARE - 1A
FIRPEES - EHAKREHRRIKERD
BEmEHER  wfohA  BRE—A%R
NN ERE - —AXBEmA - —HH
REESE  AR—HERERBENHFRR -

REREERREBRETAE  BTFHER
B FR - IKREREBXKEREEAEE
AMBEEBINRE  EWEERER H&RN2005
FREANBZEZHIER © I TFXFR—
WEMRAEREE — F#RSBS R AHIK
REGE [EHEF=]  HERR -



P Supported by the HKTB, the Hong Kong Express drama series
enthralls TV audiences in South Korea and around Asia
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Creating business platforms through Mega Events

The HKTB built on the strong achievements of the Mega Events
programme by organising an array of events in 2004/05. The programme
began in June with the 2004 Hong Kong Shopping Festival, supported by
the 2004 Hong Kong Shopper of the Year contest and the annual lucky
draw. This was followed by the Best of the Best Culinary Awards in
October and 2004 Hong Kong WinterFest, which commenced in
November and lasted until early January. The 2005 International Chinese
New Year Night Parade in February rounded off the programme.

The Mega Events have immense value in their ability to create additional
packaging opportunities for travel-trade partners worldwide, while also
enabling local merchants to enjoy further business. From a consumer
perspective, HKTB surveys revealed high satisfaction rates of 8.3 points
out of 10 among visitors who participated in these events. Some 92% of
visitors interviewed indicated that they would recommend similar
activities to friends or relatives, while 87% said they would return to
Hong Kong.

Marketing accolades
The HKTB earned worldwide recognition for its Hong Kong — Live it, Love
it! global advertising campaign and the Mega Events programme. The

Hong Kong — Live it, Love it! branding appeared as television, radio, print,

online and outdoor advertising in 16 key markets worldwide. The
campaign has been highly effective in building awareness of Hong Kong’s
destination appeal. It has successfully differentiated Hong Kong from
competing destinations and influenced the travel intentions of visitors.
Indeed, Mega Events have helped cement Hong Kong’s reputation as the
Events Capital of Asia and play a key role in encouraging visitors to either
re-visit the city or to recommend it to friends and relatives.

REEHRIEKTE

R ARUEB)R A D AR - hREE /B TE2004/05
FEBBRNSASENBREER - EEAR
JEEN[2004 BB EYET] A6 A 81T - BRI &R
WE[2004B BB L E - LARFEERMHE o
[(ERZEANEJAZEEMNI0ARIT 2R
20045 8@ B BRRFI AR &H
EBE1AY) o f£2004/05F 5 - HEE BH B
ARAEVEB) A 20055 AR EE 2 &) - 72A
EEHRIT -

BEUEARAES T ERERE - BEMREER
BREETRE  I/NERATREBRE
B R - KREMNFZE - BIREBOH
CBRBENKEHEREHREREE
C 10D Bm KRR PRV RF 0 =83
° MAKIN%HZAIREFRERTR  EAHRK
EHEE  ENST%XHEANRTEER

o

>

oH 7 S I Bt

o

/

ERE TR

IRERN[EE - ZH1 - BEN | |2HEE
RBRZERIEY  SREERERR - [FE
-SRI BEREM ! INREERS  £23K16
BEEXE™S  2HEBER BEe T &
BEEPINEEHL - EREMADKINIBEE
FETISHBEBNRE - TREALBBLEM
BRUTFEB IR HIRFREEALNE
R ERNBEAREHRENZERTEER
EERA:E v - =ob: cAVARN S W) 3 7)) === N
Kah > WRBAEENEE ©

25



[

A Opened in 2004, the Avenue of Stars builds on the strong synergies between tourism and showbusiness
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By the end of the year, the HKTB had received 15 prestigious awards
from influential organisations in the US, Italy, Germany and Hong Kong.
Advertising for the Hong Kong - Live it, Love it! platform, for example,
won two Galaxy 2003 Gold Awards and a Golden Compass Award in
the Prix ITB 2004. The HKTB also received awards from the 29t Festival
Internazionale del Film Turistico, the Quester 2004 Awards and the
Cable & Satellite Broadcasting Association of Asia (CASBAA). The
HKTB's Mega Events programme was a two-time Silver Winner in the
Galaxy 2003 Awards, while the Lantern Wonderland, the anchor
attraction of the 2003 Mid-Autumn Lantern Celebration, received four
different awards alone.

Leveraging on new attractions

Hong Kong is not a static destination and the HKTB, along with the wider
travel trade, recognises the need for new sights and attractions. Early
2004 saw two welcome steps forward in this regard in the form of A
Symphony of Lights and the Avenue of Stars.

Launched by the Government’s Tourism Commission in January 2004 to
showcase Hong Kong’s spectacular night harbour views, A Symphony of
Lights is a multi-media show that initially used harbourfront buildings
between Central and Wan Chai, and has since been extended to both
sides of the harbour. The lighting on these buildings is synchronised with
special sound effects to tell the story of Hong Kong in sound and light.
The nightly show has proved a big hit with visitors from all markets and
special pyrotechnic effects have been added by the HKTB to enhance the
experience at peak tourism periods. It subsequently won the attention of
Guinness World Records, who have declared it the world’s “Largest
Permanent Light and Sound Show".

Another runaway success with both local and overseas visitors is the
Avenue of Stars, which opened on the Tsim Sha Tsui waterfront at the
end of April, and is an ideal viewing point for A Symphony of Lights.
Originating in an HKTB study into potential new attractions, the Avenue
of Stars was taken forward by the New World Group with support from
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P Hong Kong is promoted as a
romantic honeymoon destination
for Mainland visitors
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the Government, Yau Tsim Mong District Council and the Hong Kong Film

Awards Association. Designed to cater to visitors’ interest in Hong Kong
movies, which have an especially strong appeal not just in Asia but also
more recently in Hollywood, the Avenue of Stars honours the
contribution the industry’s leading players have made to the cinematic
arts in Hong Kong and around the world. Visitors can see handprint
plaques of well-known movie personalities past and present, as well as
sculptures and videos.

Jackie Chan visited Shanghai in March to start a series of overseas
consumer promotions of the Avenue of Stars. The promotion continued
in May, when he visited the attraction in Hong Kong, accompanied by
some 40 media guests from Canada, Germany, Mainland China, Taiwan,
Singapore, Malaysia, Thailand, the Philippines, Indonesia and South
Korea. The HKTB has prepared a Hong Kong Movie Odyssey Guide to
help visitors explore the city’s movie-related heritage.

The Avenue of Stars also provided a compelling location for an HKTB
initiative to promote Hong Kong as a romantic honeymoon destination
for Mainland visitors. This took the form of a Rose Wedding Ceremony
held in Hong Kong in October. A total of 62 couples from Hangzhou
participated in this colourful event, part of a larger “romance tour” to
Hong Kong.

Business and MICE initiatives

Hong Kong’s business visitors are a high-yield segment spending
considerably more than the average visitor. Furthermore, approximately
one-third of business arrivals to Hong Kong are travelling for meetings,
incentives, conventions and exhibitions (MICE). The HKTB maintains a
strong focus on this high-yield segment and is encouraging visitors to
extend their stay or to bring their spouse or family with them. The Hong
Kong Leisure Guide for Business Travellers, a new publication launched in
a print edition and on the HKTB's DiscoverHongKong.com web site in
mid-2004, emphasises how easy it is to fit leisure time into a busy
business schedule.
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A The HKTB participates in important trade fairs to reach out to
agents from around the world
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The HKTB is always ready to work with a variety of partners to secure
world-class MICE events for Hong Kong. An excellent example of what
can be achieved was the announcement in June that Hong Kong would
host 2006 ITU TELECOM WORLD, one of the world’s largest and most
prestigious international events, which is to be held outside Geneva for
the first time ever. Winning the hosting rights in competition against
several major cities, including Geneva itself, was the result of 18 months
of hard work by a broad-based team that included Government
departments, partners from the tourism and exhibition industries, and the
HKTB. This is a major success and the HKTB welcomed the news for the
stimulus it will provide to the MICE sector in Hong Kong’s business travel
market, noting that the ITU’s decision provides powerful recognition of
Hong Kong’s ability to stage major, world-class events. Lasting eight days,
2006 ITU TELECOM WORLD is expected to bring 100,000 overseas
visitors from around the world, securing valuable business for Hong
Kong's hotel, retail, catering, transport and leisure sectors.

Broadening quality tourism

Two important initiatives that support the quality of Hong Kong'’s
tourism offering and enhance the overall experience of our visitors are
the Quality Tourism Services (QTS) scheme and the Tourism Orientation
Programme (TOP).

Launched in 1999 to provide a system for assessing, monitoring and
evaluating the service quality with the aim of accrediting qualified retail
outlets and restaurants, and to handle any complaints when required, the
QTS has progressed well. More stringent requirements were put in place
during the year, along with an enhanced complaints-handling
mechanism, to further raise the industry’s service standards and assure
visitors' confidence.
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A The HKTB organises regular briefings for local industry partners
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Hong Kong welcomes
its 20 millionth visitor
of the year
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A Surpassing the 20 million mark in December, total arrivals in 2004 eventually soar to
21.81 million
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Likewise, TOP aims to develop a cadre of well-trained tourism
professionals through work experience, providing another method of
improving service standards and enhancing visitors’ overall experience of
Hong Kong. The Government provided funding to the HKTB to launch
TOP in 2002 and the 124 Tourism Host graduates produced in 2004
underlined the continued health of this initiative. Surveys by the HKTB
showed that 97% of visitors are satisfied or very satisfied with the service
provided by Tourism Hosts.

Ending a successful year

Hong Kong began to celebrate a successful year in December with a
formal welcome for its 20 millionth visitor for 2004 — a new record. The
HKTB’s Chairman, The Hon Mrs Selina Chow, made a personal
appearance at Hong Kong International Airport to congratulate the lucky
visitor — a woman from the Netherlands. This, and the eventual year’s
tally of 21.81 million visitors, was just one of several records broken
during the year, which also included the first-ever half-year arrivals total
of more than 10 million visitors, and the highest total for a single month
in August, when visitor numbers passed the two million mark for the
first time.

The 2004/05 financial year closed with the HKTB's announcement on

17 March that it would launch the 2006 Discover Hong Kong Year
campaign. The campaign capitalises on Hong Kong’s new attractions
opening in late 2005 and into 2006, as well as the strong interest in Asia
and China in the global tourism market. The HKTB’s major short-term
objective is to drive incremental visitor arrivals and spending, making
Hong Kong the hottest, “must-visit” destination on any itinerary in China
or elsewhere in Asia. For the long term, the HKTB wants to reinforce
Hong Kong’s leading position in the international travel market, making it
a timeless, continuously rejuvenating destination. The HKTB strongly
believes these forthcoming promotions in 2005 and 2006 will help to
take the tourism industry’s performance to new heights.

A The HKTB begins preparations for the 2006 Discover Hong Kong
Year campaign in early 2005
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