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he year 2002/03 again proved a record-

breaking time for tourism in Hong

Kong. Milestones were set in almost

every aspect, cementing our position as Asia’s

preferred destination and providing a firm base

for future development and expansion.

Visitor arrivals hit record

numbers in several months,

contributing to a total of

16.57 million in 2002, an

increase of 20.7% on the

previous year and significantly

higher than the Hong Kong

Tourism Board’s original

forecast of 14.8 million. August

2002 alone saw the arrival of

1.5 million visitors, the first

time Hong Kong welcomed

such a number in a single

month. These excellent results

affirmed the city’s standing as

the world’s preferred travel destination in Asia.

Taken in isolation, these figures would be

remarkable enough, but for Hong Kong to achieve

such success at a time when the global tourism

industry continued to be beset by difficulties –

deriving from the fallout from the 11 September

outrage, a sluggish US economy, the invasion of

Afghanistan, the terrorist bombing in Bali and

the increasing likelihood of war in the Middle

East – is especially noteworthy. During the same

period, world tourism arrivals rose by a modest

2.7%, with arrivals in the Asia-Pacific region

growing by 8.4%.

As in the previous year, sustained economic growth

in Mainland China proved crucial to the surge

in Hong Kong visitor arrivals. Mainland arrivals

to Hong Kong numbered some 6.83 million, which

represented more than 41% of the total number

of visitors and a remarkable increase of 53.4%

on the 2001 total of 4.45 million. Thanks partly

to steadily growing prosperity across the border,

the gradual relaxation of visa formalities for its

citizens, and their relative isolation from negative

geo-political and economic events, the Mainland

has become the fastest-growing travel market in

the world. Hong Kong continues to be a major

beneficiary of this trend.

Demand from the Mainland grew steadily throughout

the year, keeping visitor arrivals to the city buoyant

even during the early months of 2002, when global

tourism remained slack in the wake of the 11

September terrorist attacks on the US. Monthly arrivals

from the Mainland passed the half-million mark for

the first time in April, and were especially strong

during the peak “Golden Week” holiday periods.

Visitors from the Mainland not only arrived in

Hong Kong in record numbers, but their

expenditure also increased, providing a welcome

boost for a wide cross-section of the local economy,

including hotels, retailers and restaurateurs, as well

as transportation and service industries. Total

expenditure associated to inbound tourism in 2002

was HK$77.41 billion, a 25.3% increase on the

previous year.

Important though the Mainland was in 2002, the

HKTB also kept its marketing and promotional

focus trained on all major markets. It has long been

our objective to maintain a balanced portfolio of

visitors from different markets and segments, and

just as Mainland visitor numbers grew strongly,

so they did from all major markets. By the end

of 2002, arrivals from all source markets had returned

to pre-11 September levels, while the three

long-haul markets had grown by at least 6% on

2001, stimulated by HKTB initiatives in partnership

with overseas travel suppliers to develop growth

in the longer-term once confidence had returned.

T

Chairman
The Hon Mrs Selina Chow,
GBS, OBE, JP

��=�� !"#

Location: Courtesy of Hong Kong
Museum of Art

�� �� !"#$%&'(



7

�� !

002/03�� !"#$%&'()*+, -./0123456*78 9

�� !"#$%&'()*+,+-./0123!()4,56789:

�� !"

2002�� !"#$�1,657 �� !"2001�� 20.7%�� !"#$%&'()

1,480�� !"#$%&'()*+!,2002�8�� !"#$150 �� !"#$%

�� !"#$%&'()*+,-�./0123456789:;<=>8?@AB

�� !"#$%&'()*+,-(./01234)%567

�� 2002�� !!"#$%&911�� !"#$%&'()*

�� !"#$%&'()#*+,'-./0#1234(56

�� !"#$%&#'()*+,-.2.7%�� !"#$%&

�� !"#$%&8.4%�� !"#$%&'()*+,-�.

�� !"

�� !"#$%&'()*+,-./0123456782002�

�� !"683�� !"#$%&'()*41%�� 2001��

445�� !"#$53.4%�� !"#$%&'()*+,-./0

�� !"#$%&'()*+,-./01234 56789:

�� !"#$%&'()*+,-./01 23456789:

�� !"#$

�2002�� !"#$%&'()*+,&-./911�� !"#

�� !"#$%&'()*+,�-$./01&2345$67

�� !"#$%&'()*+,"#$%-2002�4�� !"

50�� !"#$%&'()*+,-./0

�� !"#$%&'()*+,-./$012345678-9

�� ! "#$%&'()*+,-(./01#2345678

�� !"#2002�� !"#$%&'()*+774.1�� !"

2001�� 25.3% �

�� !"#$2002�� !"#$%&'()*+,"-./01

�� !"#$%&'()*+,-./+012345�6789

�� !"#$%&'()*+,!-./012$%345.67

�� !"#$%&'()*+,-./012�34567%�8

�� �!"#$%&�'(2002�� !"#$%&'()*#+

�� !"911�� !"#$%&'()*+,!-./02001�� 6%�� 

�� !"#$%&'()*+,-./0123456789':;<3=>7 !

�� !"#$%&'()*+,-2002�� !"#$%�� !"#$%&'�� 

�� !"#

2

Total Tourism Expenditure
Associated to Inbound Tourism
�� !"#$%&'(

1998-2002
HK$ Billion
�� !

�25.3%

Remarks:
To align with a new system recommended by
the World Tourism Organization, the previous
computation of “Tourism Receipts” has been
replaced by a new and more comprehensive
set of data entitled “Tourism Expenditure
Associated to Inbound Tourism”.
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The remarkable across-the-board growth in Hong

Kong’s arrival statistics was not only proof of the

city’s strengths as a world-class destination, but also

a vindication of the HKTB’s marketing and

promotional strategies. Chief among these was the

City of Life: Hong Kong is it! campaign, which

entered the second phase of its two-year cycle in 2002.

Aimed at increasing the depth and breadth of the

visitor experience, the two-year campaign was based

around a calendar of five mega-events, as well as a

co-ordinated programme of attractions and events

organised in conjunction with district and community

bodies, which introduced visitors to facets of our

vibrant city and culture that they might not normally

have encountered. As in the previous year, I would

like to thank the Government departments and

District Councils for their invaluable input and

support, as well as the Hong Kong Jockey Club’s

Charities Trust, the principal sponsor of the City

of Life: Hong Kong is it! campaign.

The HKTB worked hard

to leverage activities both

within the local community

and in key markets around

the world, maximising the

synergies available and

augmenting its effectiveness

as the leading marketing

and promotional arm of

tourism in Hong Kong.

We also continued to co-operate closely with the

Government in driving policies, regulatory

requirements and infrastructural developments that

are designed to support Hong Kong’s position as

the preferred tourism destination in Asia.

Extraordinary though the growth in arrivals was

in 2002, it also highlighted the need to define new

goals, refine ongoing activities and address potential

areas of concern in the future. This was given added

emphasis in the first half of 2003, when projections

of continued record visitor numbers were dashed

by the outbreak of Severe Acute Respiratory

Syndrome (Sars). The event provided a salutary

warning on how quickly established trends can be

reversed, although the rapid recovery during the

second half of the year demonstrated just how

resilient was Hong Kong’s appeal.

With the benefit of hindsight, we can reflect with

some satisfaction on the successful containment

of the crisis, which involved the adoption of

heightened cleanliness and hygiene measures by

Hong Kong hotels, restaurants, shopping malls,

and transport and tour operators that have since

become standard operating procedures. The

Government, the travel industry and the

community co-operated to an unprecedented

degree, not only to contain the outbreak, but also

to attract visitors once it was over.

Launched on 15 September 2003, the new Hong

Kong – Live it, Love it! global advertising campaign

was aimed not only at sustaining the tourism

recovery, but also at building arrivals in the long

term by further drawing on the city’s many-faceted

strengths. The campaign’s endlessly extendable

theme, which highlights the exciting and multi-

dimensional range of experiences available in this

most diverse and cosmopolitan of destinations, can

be turned to spotlight every facet of Hong Kong.

Inviting visitors to immerse themselves in the city’s

intoxicating lifestyle, Hong Kong – Live it, Love

it! creates a powerful emotional appeal for the

destination, in addition to providing a strong and

yet highly adaptable marketing platform.

The Mainland market has proved crucial in the

regeneration of tourism and will continue to drive

short-haul arrivals in the foreseeable future. This

continuous growth in visitor numbers confirms

Hong Kong’s position as the destination of choice

for Mainland visitors, and represents an enormous

opportunity for our tourism and retail sectors.

An annual briefing session for
the travel industry on the
achievements of 2002 and
overview for 2003
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Symptomatic of this trend is the liberalisation of

tourism, exhibition and convention services, which is

one early result of the Closer Economic Partnership

Arrangement (CEPA) between Hong Kong and

China, signed in June 2003. By January 2004, CEPA

permitted residents of Beijing, Shanghai and 14

cities in Guangdong Province to visit Hong Kong

as individual travellers, and the arrangement should

gradually be extended to other areas of the Mainland.

The HKTB will continue to co-operate with the

Hong Kong and Central Governments, not only

to enable more Mainland citizens to travel

independently, but also to streamline visa and cross-

border formalities. We have been working in concert

with immigration authorities and the travel industry

to manage the flow of visitors at busy holiday

periods, as well as to enhance their awareness of

the relevant measures and procedures. We are also

co-operating with our partners in the trade to deliver

a more diverse range of packages and services, and

to develop awareness of Hong Kong through a

heightened presence at consumer and trade shows.

As always, however, the HKTB is committed to

retaining a balanced portfolio of Mainland and

international visitors and segments

to maintain Hong Kong’s image

as a sophisticated and vibrant world

city, and we are continuing to hone

our marketing and promotional

activities in all major markets. In

this respect, our strategic location

as the natural gateway to and from

the Mainland and, indeed, the

entire East Asian region offers unique advantages.

The demand for travel in the Mainland is projected

to grow so fast that the country is expected to become

the world’s biggest travel market within the next

20 years. Although Hong Kong is ideally placed

to reap great benefits from this, we are also in

competition with other destinations in the region,

all of which are eager for a share of this huge and

growing market.

However, our strongest regional competitors are

also among our closest friends and partners. As

57% of our overnight leisure arrivals visited an

average of 2.6 destinations during the same trip,

we are continuing to develop strategic alliances

with other regional destinations, especially those

that can provide a complementary experience.

Tourism is among the cornerstones of the Hong

Kong economy and a key strand of the HKTB’s

underlying philosophy has been to encourage and

facilitate co-operation between the industry, the

Government and the wider community, united

in the aim of demonstrating the sheer diversity

of attractions available in this compact but truly

cosmopolitan international city. Looking ahead,

we are devising further strategies to ensure that

the city retains its position as the most popular

destination in Asia.

Business travellers not only find Hong Kong

enterprising and energetic, but also equally

attractive as a leisure destination. This affluent

sector remains one of the foundations of our arrivals

base, but we must still work closely with trade

partners to encourage such visitors to stay longer

and experience the increasing variety of our

attractions. Meanwhile, the enhancement of our

exhibitions infrastructure will reinforce the city’s

reputation as one of the world’s leading destinations

for meetings, exhibitions and conventions, a high-

yield segment that we are continuing to develop.

The HKTB is also working to attract further the

family market, especially from regional destinations

where there is a pronounced trend for families to

travel as a single unit. With the support of airlines,

hotels, ground operators, retailers and restaurants,

we are in the process of developing a range of

packages and promotions aimed at family groups,

The HKTB is committed to
maintaining a balanced
portfolio of visitors in terms of
source markets and
demographic segments
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The HKTB will continue to
work closely with trade partners
to encourage business visitors to

stay longer and experience the
diversity of our attractions
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but a milestone in the development of this market

will be the opening of Hong Kong Disneyland, which

will not only be a major attraction in itself, but also

act as a catalyst for other activities.

Hong Kong’s balance of city, harbour and

countryside offers unique opportunities in the green

tourism segment, which will become increasingly

important as our markets mature. Our green back

gardens, such as the country

pa rk s  on  the  Sa i  Kung

peninsula and Lantau Island,

are valuable tourism resources

that require both effective

stewardship and promotion.

There will, of course, be further

challenges to overcome and

unforeseen events to manage in

the future. Although the

economy of Mainland China

continues to grow strongly and

that of the United States appears

finally to be pulling out of

recession, we still face an

u n c e r t a i n  g e o - p o l i t i c a l

environment. The Bali bombing in October 2002,

followed by a similar incident in Jakarta in August

2003, are clear evidence that this part of the world

is not immune to terrorism. However, Hong Kong’s

reputation as one of the safest large cities in the

world remains not merely untarnished, but if

anything enhanced in the light of recent events.

Therefore it is with confidence and pride that I

am delighted to invite the world to visit and

experience our dynamic home, Hong Kong, to

live its thrilling array of surprises and to love its

cosmopolitan lifestyle.

The Hon Mrs Selina Chow, GBS, OBE, JP

Chairman
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The HKTB strives to grow
the family segment, which
offers considerable market
potential

�� !"#$%&'
�� !"#$%&'(
��

�� !




