Although many Asian economies continued to grow and the region
remains relatively stable politically, the threat of avian flu still needs to be
taken seriously. Increased bilateral trade with Mainland China is having a
positive effect on visitor numbers to Hong Kong, with business travellers
— especially from India and Indonesia — tending to include the city in
Mainland itineraries.

While the growth in low-cost carriers (LCCs) from some regional markets
created opportunities by boosting air capacity and introducing more
competitive pricing, as indicated by the increase in traffic from Singapore
to Hong Kong in 2005, they also brought challenges.

Hong Kong enjoys high popularity in this region and is regarded as a
lively, energetic and fashionable city with a cosmopolitan and modern
atmosphere. While this is a unifying factor, the HKTB also structures its
marketing to address key regional differences in terms of spending power,
and a variety of preferences towards culture and entertainment.

The HKTB identified the Philippines and Thailand as being high-potential
markets in this region, while key target segments in all individual markets
were families and young travellers. The HKTB also continued to leverage the
growing trend towards free independent travel (FIT). Business travel remained
healthy, and the HKTB actively marketed Hong Kong as a world-class MICE
destination, especially in Singapore, Malaysia, Thailand and India.
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Bringing fun and magic to families

The HKTB leveraged Hong Kong'’s new and existing attractions to position
the city as the premier destination to families from around the region. To
pave the way towards the launch of 2006 Discover Hong Kong Year, it
took part in the Hong Kong Government’s “Discover the Hong Kong
Magic” tourism promotions in Bangkok and Singapore, which were well
received by family segments. The Board ensured a strong presence of
local trade partners and media at both events.

The HKTB also worked with travel agents and airlines in key markets
around the region to develop “Family Fun” packages, including such major
attractions as Hong Kong Disneyland and Ocean Park during peak family
travel periods, and “Family Warmth” promotions leveraging Hong Kong
WinterFest.

In the primary markets of the Philippines and Thailand, the HKTB
developed a range of family-oriented marketing programmes. In Thailand,
for example, an integrated promotion was devised around the “Discover
Special Family Moments in Hong Kong” theme, covering print, TV and
radio, and online elements. This was in co-operation with the Rak Luke
Family Group, the country’s biggest family-oriented media group.

Targeting young and independent travellers

The HKTB targeted the growing number of FITs through a number of
initiatives. A customised Discover Hong Kong Guide was distributed in
co-operation with media partners in India, Malaysia, the Philippines,
Singapore and Thailand, as part of a tailor-made integrated promotion.
Targeted market-specific content included nightlife listings for Filipinos,

The HKTB takes part in the “Discover
the Hong Kong Magic” roadshow to
Bangkok, organised by the Hong Kong
Government
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Hong Kong Super Fans

The HKTB co-operated with the regional TV channel AXN Asia in the
Hong Kong Super Fans show, which highlighted the city’s multi-
dimensional appeal through the experience and passion of bona fide
travellers. These four “Super Fans” visited special places that enabled
them to relive their own memories of the city, took part in activities that
they had always wanted to experience and also visited new attractions.
Featured locations included Tai O, the Wisdom Path, Hong Kong
Disneyland, a ride on the Duk Ling sailing junk and the Avenue of Stars,
while experiences ranged from tai chi practice to sampling local dishes.
The show generated publicity worth more than HK$4 million.

Halal restaurant listings for Malaysians, expanded temple coverage for
Thai visitors and a Bollywood movie map and Indian restaurant listings
for visitors from the sub-continent.

The Board also worked with the regional cable channel AXN Asia to
produce the Hong Kong Super Fans travel show, which featured the
emotive personal discoveries of four independent travellers, following their
experiences and recording their insights on a visit to Hong Kong. The
show was aired between January and March 2006. Recognising that
FITs are more likely to book trips online, the HKTB also co-operated in
promoting attractive Hong Kong travel promotions with Zuji.com in
Singapore and Makemytrip.com in India.

Prepared for the South & Southeast Asian region, the Discover
Hong Kong Guide is specially customised for each key market
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Ticker-tape flies when 2006 Discover Hong Kong Year is launched to consumers in
Manila, the Philippines
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Celebrities bring glamour to launch events

The HKTB has long capitalised on the synergies between movies and TV
on one hand, and travel on the other. In India, the December 2005 launch
event for the 2006 Discover Hong Kong Year campaign featured leading
characters from the popular family TV drama series Kavyanjali. Sixteen
episodes of the series were partly filmed in Hong Kong, providing a perfect
showcase for the city’s glamour, cosmopolitan lifestyle and fusion of
cultures to an audience of more than 40 million viewers. A Discover
Kavyanjali in Hong Kong flyer, featuring locations used in the series, was
distributed with India’s leading daily The Hindustan Times.

Local TV personalities also added glamour to many of the three-day
consumer fairs that marked the launch of 2006 Discover Hong Kong
Year, which were held in shopping malls in several regional capitals. In
Malaysia, for example, a celebrity gourmet judge in the 2005 Best of the
Best Culinary Awards attended the launch and shared her dining
experiences in Hong Kong. Trade participation at these “Discover Hong
Kong Year” fairs offered special packages tailored for each market. To
help sustain the launch, the HKTB ran a multimedia marketing programme
using TV, radio, print and e-channels.

Filming of India’s top TV drama Kavyanjali takes place in
Hong Kong and features Murray House in Stanley and

Ocean Park

ENE & ZEMEIREIE Kavyanjali

FEFEFRERR

Guests share their Hong Kong
experience with the audience at the
2006 Discover Hong Kong Year
consumer launch event in Bangkok,
Thailand

EREEA - HF [2006 FBEREE
IREF | MBEANEE  EHEBE
DEMPEEN IR LR

P BEBRBRERE

BAEE FHFEX
RERH—MEREY - BRERE 2 HORRHEE
WE - EHE @ IRERBEFHXRXEEREENE
B Kavyanjalit) E2EE » HER 20064 12 A8
178 [2006 FER BB IR ESF | RRBES - ZERE
HA 16 RERBIMR - (A51Bi1E4,000 BENEER
BR  AREEMEINERRMSNHB S - £
ZREEAR  ARPINEENZ T © It
4+ —1n% & (Discover Kavyanjali in Hong Kong)
BB E R - JRBEENE A E 2 B3R (The Hindustan
Times) JkE - NAZBEITEBI R AR

EREERREDR - REBRZERTHEYRES -
RITRHA=RAEEERY - MBS [2006 8K E
BIREF | BE - ARBRSHRTHNEREARS
ARBITHE  SEFEHEETD - FlInESREA
o5 - —IZEME (2005 XERZEAE] FHHR
R BERBDEA LOZTHEEENERER - Ik
HEERANBEGDEGL [FBREBREF] BEE
B HHEEFEAERNTSE S RFTOERTIE
o - IRERAEES EHE - BN S EETS
HEEE  ZREMR - Ee  HOERBELERES
g




Leveraging Hong Kong’s MICE appeal

South and Southeast Asia was Hong Kong’s third-largest source market
for incentives and corporate meetings in 2005, a popularity that partially
reflected the HKTB’s efforts to promote the city as a world-class MICE
destination.

A key HKTB initiative in this respect was the Hong Kong delegation that
attended the Pacific Asia Travel Association (PATA) Travel Mart 2005 in
Kuala Lumpur in September 2005, which paved the way towards the
staging of the event in Hong Kong in 2006. Including members of Hong
Kong’s hotel industry, as well as operators of key attractions and travel
agents, this was the largest-ever travel mission to Southeast Asia. The
HKTB hosted a “Journey of Discovery to Hong Kong” lunch reception for
more than 1,000 guests as part of a wider promotion of 2006 Discover
Hong Kong Year. This initiative was extended with a travel mission to
Singapore and Malaysia, in which 28 travel companies from Hong Kong
met with local travel-trade partners.

A travel mission to Bangkok in October 2005 also provided an opportunity
for 20 travel businesses from Hong Kong to meet 70 Thai companies
from the MICE and leisure sectors. Finally, a successful Contract Hong
Kong event for the South and Southeast Asia region was held in the city
in February 20086, in co-operation with Cathay Pacific Airways, which
brought buyers from six key markets.

The HKTB can leverage many growing trends in South and Southeast
Asia. The trend towards independent travel is likely to increase across
the region, especially with the continued growth of LCCs and a growing
preference for online booking. The HKTB is also leveraging the expanding
niche segment of affluent families with strong interest in such attractions
as Hong Kong Disneyland in the predominantly Muslim markets of
Malaysia and Indonesia. Meanwhile in India, the HKTB is exploring
interlining opportunities with domestic carriers serving cities in southern
and western India that currently have no direct flights to Hong Kong.

While all these factors provide a positive foundation for further growth in
outbound travel, challenges remain from LCCs, which continue to divert
travellers to other regional destinations, particularly in view of the
aggressive marketing adopted by several of Hong Kong’s competitors.
Although the growth of health tourism, especially to cities such as
Singapore and Bangkok, poses a further challenge, the HKTB will continue
leveraging Hong Kong's expanded portfolio of attractions and diversity
of experiences to rejuvenate its image, expand its offerings and attract
yet more visitors from the region.
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