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With consumer demand stimulated by the country’s broader economic R B AR E— 1R - R TOEEE HINK
recovery, the total number of outbound travellers from Japan grew to more #8955k + 20054 » HAHSINEIREESIESFHE
than 17 million in 2005, a modest increase over the previous year and the 838 1,700 & AKX BERE S0k - B
second-highest total ever. Increased air capacity also benefited Hong Kong,  BBEM =M RER RAMIT - AR B AR ZG#5
including Dragonair services to Tokyo and expanded chartered operations & IIEHIRT - SR T EIL N - TRAEEEH
from secondary Japanese airports, while the expansion of the Nagoya — R#EEA KR - MB G EESRENK A B A I
gateway into Centrair (Central Japan International Airport) creates new BB #35 (Central Japan International Airport) & -
opportunities to market Hong Kong in this densely populated region of the ~ FEIREERAJUNEEZ#E - MEBADRZHN
country. O HEE o

The Akita Kanto Festival Group from Japan impresses the crowd during the 2006 Demonstrating their country’s folk arts and traditions, a Korean team
Cathay Pacific International Chinese New Year Night Parade takes part in the HKTB’s Chinese New Year celebrations
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In South Korea, a stronger won and the extended implementation of the
five-day working week policy encouraged short vacation travel over
weekends — especially among the young office ladies segment. Hong
Kong enjoyed certain advantages against its competitors when tapping
into this growing market, such as its easy accessibility, diverse attractions
and events, and fashionable shopping. Chartered services to Hong Kong
also increased, including first-ever chartered flights from the secondary
city of Busan.

In Japan, the HKTB'’s segment focus was on young office ladies, young
office men and middle-aged couples. Japanese consumers also showed
keen interest in several major new luxury hotels and spas, the “spiritual”
aspects of the Wisdom Path, and the multimedia show A Symphony of
Lights. In addition, the opening of new attractions, such as Hong Kong
Disneyland, raised overall awareness of the city as a family-friendly
destination and also offered an impetus to the regional travel trade to
develop a range of new tours targeting family visitors.

The HKTB’s focus in South Korea, in addition to families with young
children, was on young office ladies, and the Board continued to test
demand among middle-aged couples. Additional focus was placed on
positioning Hong Kong as an excellent destination for free independent
travellers (FITs) and on developing an online itinerary-planning tool to
enhance the experiences of individual visitors in the city. The HKTB
launched integrated marketing campaigns with travel agents, airlines,
hotels and a host of non-travel partners, such as consumer brands, banks,
department stores and magazines, while promoting Hong Kong in
secondary cities such as Busan and Incheon.

In February 2006, Miss Hong Kong, Tracy Ip, joins the
HKTB to support the city’s ice-carving team at the
Sapporo Snow Festival’s International Snow Sculpture
Contest, and to promote Hong Kong
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Unfolding 2006 Discover Hong Kong Year marketing initiatives
Hamaru, Miryoku, Hong Kong, as the Hong Kong - Live it, Love it!
campaign is known in Japan, remained the principal promotional platform
for this market. It enabled the HKTB to creatively package the richness
and diversity of the city’s core attractions — shopping, dining, culture and
heritage, and the contrasts of city, harbour and greenery — to a broad
spectrum of targeted segments.

From May 2005, the HKTB further leveraged the 2006 Discover Hong
Kong Year campaign and maximised interest in Hong Kong through a
series of integrated marketing programmes, which ran from the latter
part of 2005 into 2006. Thousands of consumers, and members of the
travel trade and media were reached in events in Tokyo and Osaka.
Meanwhile in South Korea, the HKTB team actively promoted 2006
Discover Hong Kong Year through trade seminars, trade shows and a TV
commercial. A number of TV stations ran programmes on Hong Kong’s
new attractions.

Impressing the web generation

To leverage the potential of young visitors, the HKTB co-operated with a
popular Internet portal to create a compelling and fresh image for the city
by showcasing Hong Kong’s new attractions and offerings beyond
shopping and dining, and worked with the travel trade to create new
holiday packages. It also positioned Hong Kong as an aspirational
destination by emphasising the city’s fashionable appeal, romance and
festive allure.
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The HKTB teams up with Japan’s Kadokawa Holdings
to launch the innovative web-cinema Hong Kong
Butterfly at the Japan Association of Travel Agents
(JATA) World Tourism Congress in Tokyo
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The HKTB partnered with Japan’s Kadokawa Shoten Publishing Co Ltd
to produce the four-episode web-cinema, Hong Kong Butterfly. This
innovative marketing initiative not only proved enormously effective in
targeting the high-potential young office ladies and young office men
segments, but also highlighted Hong Kong’s many hidden treasures —
including its countryside, temples and cultural sites. Hong Kong Butterfly
achieved its objective of rejuvenating Hong Kong’s image, and positioning
it as a romantic, “must-visit” destination in the run-up to 2006 Discover
Hong Kong Year.

Hong Kong Butterfly

The web-cinema Hong Kong Butterfly highlighted Hong Kong’s many
hidden treasures — including its countryside, temples and cultural sites —
in a deliberate strategy to go beyond the city’s well-known strengths of
shopping and dining. It was screened in a web-cast schedule lasting
over three months, beginning in late September 2005, and could be
accessed at www.kwebcinema.jp, and was also shown to passengers
aboard ANA flights during November 2005. More than 50,000 Internet-
users registered for Hong Kong Butterfly, and related publicity in print
and electronic media included features on the 2005 Hong Kong Shopping
Festival, 2005 Hong Kong WinterFest and 2006 Discover Hong Kong
Year. Measured in advertising terms, the total value of the promotion
exceeded HK$9 million. The Japanese travel trade also created a number
of complementary themed tours, which brought some 11,700 visitors to
Hong Kong.
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Highlighting Hong Kong’s many hidden treasures, the four-episode web-cinema Hong Kong
Butterfly employs the latest technology to target young segments in Japan
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Weekend getaway campaign targets young office ladies

With young office ladies a key target in both Japan and South Korea, the
HKTB ran promotions positioning Hong Kong as a cool and exciting
weekend break. In Japan, the Hong Kong Tohiko 2005 tour campaign —
which translates as Hong Kong Getaway — is a good example. Running
throughout the year and on into 2006, and featuring top Japanese model
Ms Ryoko Tanami, this was a joint promotion with Cathay Pacific.
Supported by some 33 travel agencies, Hong Kong Getaway resulted in
nearly 37,000 visitors booking trips to Hong Kong, and attracted media
coverage worth close to HK$37 million in advertising terms.

In South Korea, the HKTB aggressively promoted Hong Kong as a lifestyle
destination offering trendy shopping and entertainment. Co-operative
activities with travel agents and airlines promoted weekend packages.
There were also integrated promotions with partners outside the travel
trade. In the case of the 2005 Hong Kong Shopping Festival, for example,
the HKTB ran joint promotions with Bean Pole, a fashion brand within the
Samsung Group, and with the fashion channel Dong-A TV. Event
promotions used Bean Pole’s 240 retail branches, while Dong-A produced
a 20-minute programme, exclusively focusing on the Festival, which was
broadcast 14 times. These consumer promotions were supported by

extensive PR activities.
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The Hong Kong Tohiko 2005 tour campaign targets the high-yield young office ladies segment in Japan
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Mixing business and leisure

With some 34% of overnight visitors from Japan travelling on business
and for meetings, the HKTB made vigorous efforts to capture this high-
yield segment. Following the opening of Hong Kong’s new attractions,
the HKTB emphasised the ease of combining leisure elements with
business, and encouraged business visitors to travel with families and
friends. There was a strong focus on developing incentive travel, with
Hong Kong Disneyland offering opportunities to create exciting new
incentive travel packages.

The continuing Hong Kong Value Plus—Plus! programme in Japan, which
was incorporated in the 2006 Discover Hong Kong Year promotional
platform, also resulted in a total of 434 group tours, which contributed
21,596 arrivals.

In December 2005, the HKTB joined the Hong Kong Trade Development
Council in Sapporo to host a seminar on business opportunities in the
Pearl River Delta. Attended by some 130 business executives, the event
provided an excellent opportunity to position Hong Kong as an integral
part of this fast-growing business hub and to underline Hong Kong'’s
attractions as a MICE destination.

Creating an exciting new family focus in Korea

In Korea, the HKTB positioned Hong Kong as a “must-visit” family
destination by showcasing the strong potential for creating new family-
oriented tours around Hong Kong Disneyland, Hong Kong WinterFest
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The Korean fashion brand Bean Pole joins the HKTB as a
strategic partner for the 2005 Shopper of the Year Contest
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The HKTB partners with the Hyundai group in online promotions of 2005 Hong Kong
WinterFest to consumers in Korea
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and the Cathay Pacific International Chinese New Year Night Parade. To
sharpen the family focus, the HKTB partnered with Hyundai to capitalise
on its media and retail channels, including Hyundai Home Shopping TV
channel and the Hyundai Dream Tour travel agency. This provided an
excellent platform to target customers of Hyundai Department Store, with
advertisements on the corporate intranet reaching employees of the entire
Hyundai Group. A “Loving Moments of Discovery” theme was also
employed to strengthen Hong Kong'’s appeal as a romantic destination
for young couples.

Collaboration with the travel trade

Strengthened trade communication was mounted in Japan and Korea.
One example was the Hong Kong and Macau Night held in April 2005 in
three Japanese prefectures, which attracted more than 400 travel agents.
In the same month, the Japan team ran a promotion for the Best of the
Best Culinary Awards at the Prince Hotel in Tokyo. In February 2006, the
HKTB flew 68 travel agents into Hong Kong from Japan on a 2006
Discover Hong Kong Year trade familiarisation visit, while in the following
month it also promoted the new Culture & Heritage Celebration Mega
Event through nationwide trade calls and seminars. The HKTB also
ensured Hong Kong was featured in Fukuoka’s citywide Asian Month
Festival in September 2005 and the Ohara Festival in Kagoshima in
November 2005.

In Korea, the HKTB organised a travel mission to Seoul and Busan, and
the Korea team participated in the Korea World Travel Fair (KOTFA) to
promote Hong Kong Shopping Festival packages. The HKTB also
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Japanese consumers are introduced to the
Best of the Best Culinary Awards at the
Prince Hotel in Tokyo
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attended Busan'’s International Travel Fair and previewed key new
attractions to travel agents and local media.

Hong Kong continues to face competitive pressures from Thailand,
Malaysia and the Philippines, and from new air routes connecting North
Asian markets and cities in Mainland China. The growing number of
Japanese visitors taking direct ferries from Hong Kong International
Airport’s SkyPier to Pearl River Delta destinations also has a negative
effect on arrivals. Nonetheless, the HKTB is responding to these challenges
by vigorously promoting 2006 Discover Hong Kong Year, leveraging the
appeal of new attractions and Mega Events, continuing to target families
and incentive travel, and positioning Hong Kong as the anchor city in
multi-destination itineraries.

In South Korea, the five-day working week and a change permitting
elementary schools to require weekend attendance only every second
week, rather than every week, should also stimulate tourism. The latter
reform, introduced in March 2006, should provide a further stimulus for
married couples with children to take weekend trips, especially given
Hong Kong’s new family-oriented attractions. Increased air capacity will
further boost Hong Kong’s tourism, with Air India announcing twice-weekly
flights between Seoul and Hong Kong from mid-2006 and Cathay Pacific
announcing increased frequency to Seoul in 2007.

BRE] R TEEEDE ] WEETE  XR £
W RER ] £ MERREMERNEE B
AT S B

AR ETSEERERERE - HRAERE
BREMBT - MERILERAMAOMITEN - 15
ERREERTR—ENEN I - mEBEEREE
SHERFERR AR RRATE SR =A RN
BAREFRE LT - TARFEKRE ARG RAER
2 - [t - IREBERBEBTRITE - URRE
BB - B T IR EE [2006 BBRBEKEF] 2
S IREE B IR BB & TR A A TR ER S| K
B oSN IR BA BB E N RENRE - A
RASERHEN R 122U ITRAOMEZH -

TEmsE - METHRIERZSN - B12006 4 3 A
i - MR/ NEINeh  BERMNEBARLER X
AEBR—ENARLR RSt —THBER
FROKRFEREARIINE - LEBEABEZEHANK
FEIRIE = ETERK - JEP]IRS| B LM IRE S o It
SN MITEESIEN - RSB E BRI
% EheEEEMZEHR2006FFE - FERIMNHR
MARESEREBOMNIE - B BEMEEHR
2007 FFH - BT ERAMIL o





