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f the financial year 2002/03 offered much

that we at the Hong Kong Tourism Board

(HKTB) could be satisfied with, and indeed
proud of, the 12-month period also provided a
timely reminder that the travel industry should
never take its achievements for granted.

At a time when growth remained
negligible in the general economy,
the strong performance of the
Hong Kong tourism sector was a
welcome highpoint, the record
number of visitor arrivals in 2002
presaging a not dissimilar growth
during early 2003. By the end of
the 2002/03 financial year,
however, Hong Kong’s tourism
had already been affected by
the outbreak of Severe Acute
Respiratory Syndrome (Sars),
which went on to wreak havoc on
the travel industry not only in the
city, but also throughout the Asia-Pacific region.
Although the full story of the Sars episode and
its aftermath belongs to a later report, it does no
harm to remind ourselves of how vulnerable global
tourism can be to unforeseen events that are largely
out of its control.

In 2002, however, Hong Kong benefited from an
extraordinary growth in tourism at a time when
the prevailing conditions were at best only mildly
positive. The year began less than four months after
the 11 September outrage and ended at a time when
war in Irag looked imminent. That Hong Kong
experienced a 20.7% annual increase in the number

of visitors at such a time is especially remarkable.

The star performing market remained Mainland
China, whose 6.83 million arrivals represented
a 53.4% increase on 2001. This rapid growth was
largely driven by increased prosperity across the
border and the relaxation of travel restrictions.

Equally important, however, were the abolition
of tour group quotas on 1 January 2002, and the
simultaneous expansion in the number of Mainland
travel agents designated to handle Hong Kong
tours, from four to 67. That number was increased
even more dramatically to 528 in October.

Impressive though the Mainland statistics were, the
HKTB paid equal attention to its objective of
retaining a balanced portfolio of visitor arrivals from
across all key source markets and segments. Indeed,
in spite of the persistent global uncertainty, growth
was achieved across all key major source markets.

Despite being adversely affected by the US
economic downturn, Taiwan nonetheless registered
a modest increase of 0.4%, with 2.43 million
arrivals, while those from South & Southeast Asia
grew 9.1% to 1.91 million. Other key volume
contributors to show significant growth in arrivals
were North Asia, which rose by 5.1% to 1.85
million; The Americas, which increased by 7.0%
to 1.35 million; Europe, Africa & the Middle East,
which grew by 7.8% to 1.26 million; and Australia,
New Zealand & South Pacific, whose 0.41 million
visitors represented a 6.1% increase over 2001.

Visitor numbers, however, are just one of four
key “pillars” that the HKTB addresses in its mission
as the marketer and facilitator for tourism in Hong
Kong. It also seeks to encourage positive
developments in the areas of length of stay, spending
and visitor satisfaction, and the year 2002 gave
us grounds for optimism in all of these aspects.

As we believe that Hong Kong has so much to
offer its visitors, we have long been encouraging
them to spend more time in the city. During the
year, the average length of stay increased to 3.6
nights from 3.1 in 2001, a rise that was largely
due to the growing number of Mainland visitors,
whose average 4.5-night stay is significantly
longer than most. Visitors from Europe, Africa &
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Launch of the HSBC Mega
Hong Kong Sale
ELEAFHLYE
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Middle East, and from Australia, New Zealand
and the South Pacific also tended to stay longer
than the norm. In a related development, hotel
occupancy for the year averaged 84%, an increase
of five percentage points on the previous year.

A parallel trend towards “same day in-town” visitors
who did not spend a night in the city also persisted,
accounting for 35.4% of visitors in 2002, compared
with 35.2% in the previous year. Such a trend
is inevitable, given Hong Kong’s increasing
importance as a regional aviation hub and a major
gateway to China. The HKTB’s challenge is to
maximise satisfaction and spending during these
brief visits, and to create the potential for longer-
stay leisure visits in the future.

Another key indicator is
visitor spending, which also
showed a marked increase
in 2002. This again was
largely due to the growth
in arrivals from the
Mainland, who not only
travelled to Hong Kong in
record numbers, but were
also the highest spenders.
Under new methodology for compiling expenditure
recommended by the World Tourism Organization
(WTO), Mainland overnight visitors accounted for
an average per capita spending of HK$5,639, a
9.1% increase over the previous year and higher than
the average figure across all markets, which grew
6.9% to HK$4,904 in the same period.

It is also among the aims of the HKTB not only
that visitors arrive in greater numbers, stay longer
and spend more, but that they enjoy a memorable
time when they are here, so that they will both
wish to come back and recommend others to visit.
Since the HKTB’s reconstitution in 2001, we have
continued to upgrade our planning and research
capabilities, so that we are better able to identify

visitor needs and marketing opportunities, as well
as identify potential problem areas. Based on the
information gained, appropriate and relevant
strategies can be continuously implemented to
enhance the overall visitor experience.

Our research has also aided us to identify Hong Kong'’s
four core strengths as a destination. Put simply, these
comprise shopping, dining, culture and heritage, and
Hong Kong's unique combination of city, harbour
and countryside. The HKTB’s marketing and
promotional activities are aimed at showcasing these
core strengths in a manner that also highlights the
city’s cosmopolitan diversity and sophistication.

The City of Life: Hong Kong is it! campaign
continued into its second year as the HKTB's primary
marketing and promotional platform, and focused
on the city’s four core strengths. Activities staged
under the aegis of the campaign were divided into
a programme of mega-events — including the HSBC
Mega Hong Kong Sale and the Hong Kong
WinterFest, supported by New World Development
— and a monthly calendar of smaller and more
community-based attractions. These activities were
designed to reinforce the city’s position as a shopper’s
paradise and the Events Capital of Asia, to attract
immediate visitors, and also to stimulate interest
among the trade and focus international media
attention on Hong Kong as a tourism destination.

The Mega Hong Kong Sale, for example, was the
city’s longest-running and biggest-ever shopping
promotion, involving more than 2,200 retailers.
Held over 11 weeks from June to August 2002,
the event helped to attract almost 3.5 million visitors
to the city during what is traditionally a low season
for the travel and retail sectors.

In addition to boosting visitor numbers, the mega-
events programme achieved its wider aims of
invigorating the local economy. The success of these
events clearly demonstrated the HKTB'’s role change



LI e

Bk B > NI B R BB N KR ] 5 38 A > 7220024 > 35.4%H 577 ik ik B\ B4R
[ H Mk > {E7E20014F > & th 3£ 435.2% o FHAEA BN E NS R BAESKE
WP PR E S EE > NIRRT BRRKE R BT R ENES > KR EHE
WhELEEERA S UERETEINREHNBAN G ERE > B mEBHEE > LEK

51 At AP A A B R ROB B AR e B B E R BB o

F-HEEERE — REME > E2002F A TEGER > £ ERE B AN HKE R HE
B> M REEE RSN ER R R EARERR T EHER IO A
P& 5 20024F 19 M8 K B9 A F 45,6395 70 > 820014 £ 79.1% > T [F 4 BT A&

RGN T £ 7-6.9% > £4,9045 T ©

RBERWERTEREATAKEE > BAEREER  HEES >
FH R iR AR F TR RS SRR o B KO B KA
F& o RBRE2001FEAE > —HKARAFERHA T @ R
AE > DU fE 3 AT O R R IR T ok o MR R AL R T U 4 R A >
W TR B A T RE BB - KPR EBO TR > RFARTHEE
By S RIIRE AR ERIRERR o

BEBFENFRL > KMATERLT HHEAIKEE & HOZOE
B B B 2R XER UREME - BAANE R B
—AWEABAR c IRBERNTHRENERES > FRARAELY
NER ARRXREEAERLER - BHRZANBERE

B WA BB LR | K AL R 4 R B 72200248 1 O\ 44
W - EARBRNEETHEENTETE  EHEEFREF
AHOERCES  FRENGEAEEYFATYLYE ] ki
FHRBE2 N IHNFAEL LG ERRES > UKEANU
HEBREAERENZEARNAGE - BRI R RTHNEY
REZEFBEABYREIUKENBE AN KK
B FRRBEERFBAREENTE > URASBEBER
DL R B R B o

BlanEFNRBNELEAT YLD E] > EEBEBEFRABHRER

MR AR ERES > SHEFH6F Z8H —E111E 2 HI#847 >

%
90

Hotel Room Occupancy Rates

T JENAE R
1993-2002

93 94 95 96 97 98 99 00 01 02

SRMEEH P

#1182, 2000 > 7= Bk % X A0 R E X3 F ' 8 R 5| #4350 % ik E ALK o

PREBREAR LTS EEARFE T A ERREAECHENER > EOERER
BEARKACNEE  FRERAAETEFRAGE > MEREALBNETEXRAKIE -

17



Executive Director’s Statement

since its reconstitution, no longer serving merely
the interests of its members, but expanding the
benefits of its efforts across the wider community.

Launched during 2001, the Recommendation of
the Month programme was initiated by the HKTB
in conjunction with related Government departments
and Hong Kong’s 18 Districts. Largely planned and
organised within these
local communities, the
events programme
highlighted activities and
attractions unique to each
neighbourhood. All of
these were complemented

by a further calendar of

long-established cultural

The flag raising ceremony at
Golden Bauhinia Square has
become a popular tourist activity
T R AT B
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and sporting events, such
as the Hong Kong Arts Festival, the Rugby Sevens,
the Hong Kong International Marathon and the
International Horse Racing, which together reinforced
Hong Kong’s role as the Events Capital of Asia.

This combination of initiatives and events proved
extraordinarily successful in helping Hong Kong to
override the prevailing global volatility in 2002, but
the outbreak of Sars in the first half of 2003 posed
unprecedented challenges to Hong Kong'’s tourism
industry. However, the crisis also provided valuable
lessons that have enabled a re-invigorated tourism
industry to emerge with a product that we believe
is even stronger. The collaboration between the
Government, the travel trade, the community and
— just as crucially — our overseas partners has laid
strong foundations for future growth.

The HKTB launched its two-phased Global
Tourism Revival Campaign, which was planned
during the crisis, as soon as Hong Kong was
removed from the list of affected areas in late June.
The first phase was aimed at reassuring visitors
and enticing them back to Hong Kong. The second
phase focused on sustaining the growth momentum.

A key element of the latter phase has been the creation
and adoption of the new global campaign, Hong
Kong — Live it, Love it!, which highlights the depth
and breadth of Hong Kong’s diversity. This marketing
and promotional platform builds on the success of
the preceding City of Life: Hong Kong is it!
campaign, and is designed to achieve further growth
in the four key “pillars” of visitor numbers, length
of stay, spending and satisfaction over the long term.

Reinforcing that message, as well as Hong Kong’s
further development as the preferred destination
in Asia, the HKTB will continue to hone its roles
as a marketing organisation and a facilitator for
the travel and tourism-related industries, whose
neutral position enables it to maximise the
contribution of tourism throughout the community.
Central to these roles are our information-gathering
and research capabilities, which have enabled us
to identify Hong Kong’s strengths as a destination,
as well as to target key markets and segments in
our visitor base, and to develop products and packages
in collaboration with trade and tourism-related
partners to cater to a diverse range of expectations.
Our ongoing survey of departing visitors conducted
at major exit points provides an invaluable and
constantly updated guide to visitor preferences.

As a world-class destination in an increasingly
competitive global environment, Hong Kong must
not only respond to changing visitor demand and
provide the appropriate tourism infrastructure,
but it must also continually strive to deliver
consistent and unmatched standards of service.
The HKTB has worked hard to ensure that all
visitors enjoy a most delightful and memorable
experience from the moment they arrive until the
time they leave, with such initiatives as the Quality
Tourism Services (QTS) scheme, launched in 1999
and further enhanced since; the Tourism
Orientation Programme (TOP), which began in
May 2002; and other programmes and services
undertaken by our partners and associates.
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The HKTB launched a
two-phased Global Tourism
Revival Campaign in June 2003
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In view of the further relaxation
of travel restrictions on
Mainland visitors, the HKTB is
working in partnership with the
trade to encourage longer stays
and repeat visits
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The QTS scheme has garnered strong cross-industry
support for its aims of continuously upgrading service
standards and enhancing confidence, especially in
the areas of shopping and dining, so that Hong Kong
exceeds visitor expectations. The scheme offers peace
of mind to visitors who patronise QTS-accredited
merchants and restaurants, and an avenue for redress

in cases of unsatisfactory service or purchases.

Aimed at further enhancing the
professionalism of the tourism
industry, especially in the area
of service standards, the TOP
scheme is organised by the
HKTB, with funding from the
Government and support from
the tourism industry. The
scheme offers two one-year
orientation programmes for 200
people interested in a career in
tourism, and has the objective of producing a cadre
of highly trained, customer-oriented professionals.
Participants, known as Tourism Hosts, undergo
training through structured courses and work
experience in a variety of locations and roles, in
collaboration with the scheme’s industry partners,
which include airlines, hotels, convention and meeting

facilities, and tourism attractions.

The HKTB also welcomes the enactment of the Travel
Agents (Amendment) Ordinance, which took effect
from 1 November 2002. Aimed at protecting the
interests of tour group visitors, the Ordinance requires
inbound agents to be licensed and subject to a similar
Travel Industry Council code of conduct as outbound
agents, and provides the necessary assistance and
support to tour group visitors, as well as the continued
upgrade of services provided.

As a visitor’s first impressions of a destination can
be strong and lasting, the HKTB has also worked
closely with various travel trade and key Government
departments, through the co-ordination of the office

of the Tourism Commission, to reduce the potential
for overcrowding at land entry points, especially
during peak “Golden Week” holiday periods on
the Mainland. Since 2002, this increased co-operation
has resulted in a smooth flow of arrivals at all such
peak times, creating a seamless travel experience
between source and destination markets, and ensuring
that a visit to Hong Kong begins on a positive note.

In view of the further relaxation of travel restrictions
on Mainland visitors, and particularly for individual
visitors (commonly known as “FITs”), the HKTB
is also working in partnership with the trade to
encourage longer stays and repeat visits. Special
packages, as well as increased consumer education
through trade shows and promotions on the
Mainland, are all aimed at raising Hong Kong’s
profile in this crucially important market.

I have already mentioned the HKTB’s aim of
maintaining a balanced portfolio of visitors, both
in terms of source markets and demographic
segments. The across-the-board growth in the
number of arrivals in 2002/03 is a vindication
of this strategy, and the HKTB intends to cement
Hong Kong’s role as the preferred Asian destination
in the longer term through the continued facilitation
and fostering of its four core strengths.

While the above-mentioned measures relate to our
tourism “software”, the HKTB understands that
constant revitalisation of Hong Kong’s tourism
infrastructure is necessary to sustain growth in the
longer term and reinforce the city’s image as the world's
preferred destination in Asia. We are therefore delighted
to see the Government’s strong and continued support
of tourism, which is most strongly expressed through
the ongoing development of several major infrastructural
projects. When completed, all will help heighten the
depth and the breadth of the overall Hong Kong
experience, and support our efforts to develop further
and balance the visitor portfolio, in terms of the major
regional markets and targeted demographic segments.



(8RR R ot BIF B X RO B2 4 o BHET B E o > RBERTEHRIRY
AT WHEREHFTE > HHUREBBAMRRNES > AFBEERENHE - KE
EHEEHENITEER P B ERAREZS  WRBEHENERAFTOE > REF
W DA% i 5 At B4R AR o

R — FRIRBE XN ERAFT > A ERFORG R & - kB
R BB & B > DL RORIE KRR SR Bl RxFEL
T =SHAMMAENTENE > FFERF00LAELS
IRBEEGAT > AEFRB-LXEXIE - UFEAFHLES
FomlRxES I ZHERTENRERE > UREXFTHE
WIERMEE BREENTHELR - 2 HE A E W ERB M
AMENE -~ EE - BERAECHRASEEROMME > UBIKE
R

Z—AE o GRATRIER (1530) el & £)#E2002411H1 H EX
AR > KB R Rh MR R B o 3= RO A R NS R B T Bk o AL
ERERARBEEGHNRETLATERE > ST HHFBKES
RO EHS RN R EEGONREFTHEANEETI > A2 E
AW IR E R B o > BECE R MG AT o

TREH RN E O RT U EHRATMERZ > REREBREEHFHRE > X
FEREZWHRHAMAREESE  BORTHAZAMIESE IR > BB DR
B E UL o BB ARIE S & 1F - B 20024 B 46 B A & 4 00K B A R AR
B> AWk Em H B UL E B FFG N RERR > —RAERBEARIANE -

S M — O B R IR B > AR R R I A W RE BT ULBLEA & @ K > IR
BRTEREXRERE > BRRKFERZAREMLZATH  ZREFRLNRE
AR NREAHBITHX ARG R RTE - i vl FH HEANTH > HX
EEEEZNTHESBTANY ZMEE D o

REEMXRE  WBRRHWEERER T —EHENER T HMERHMAS > 2002/034F
EHARREARPHE R > EIFHEERENER > KBERT&E— PR RETH
WAMGE S B R > BB RS N & B0 R 2 B o R AT o

LR REE A R > RBERAEEAREXFEE R > REEEBSREH
Ry AL > LR E R EB A R ER G Akl > KTIEEHE > RABFK
AXFFIREH > FHIRITERREL AT EEAATE > ERFEERL > HELKREER
BEZHERMERNRERER > ARMEZERET S HEREATEF—EyEA
EWITHEEMERR -

LI e

Organised by the HKTB,

the Tourism Orientation
Programme offers two

one-year orientation
programmes for 200 people
interested in a career in tourism
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Hong Kong is seeking to
become Asia’s leading cruise hub
FAREA KA EN

HE— et Eim AR A

The Chairman has already referred to the importance
of the high-yield business and family segments in
her message. The year also saw considerable growth
in the conventions, exhibitions and corporate events
market, with significant increases not only in the
number of participants, but also in their per capita
spending, and the number of major events held
in the city. In co-operation with the commercial
sector and other related bodies, the HKTB expended
considerable effort throughout the year to promote
jointly and enhance Hong Kong’s position in gaining
a larger share of this particularly high-yield segment.
The Hong Kong Convention, Exhibition and
Corporate Events Marketing Forum was established
in December 2002 to co-ordinate local efforts to
attract further international events to the city.

The HKTB also recognises the increasing importance
of the cruise market, which in 2001 accounted for
a throughput of 840,000 passengers in the Asia-Pacific
region, and has a projected annual growth of up
to 10% during the next decade. Currently the region’s
second biggest cruise port, Hong Kong is seeking
to become Asia’s leading hub, an aim reinforced not
only by its magnificent harbour, but also by Hong
Kong’s unmatched aviation links to the rest of the
world and its role as Asia’s preferred city.

Hong Kong also offers unique and growing
opportunities in the area of green tourism, and
ongoing developments in this field will contribute
greatly to a sector that is likely to experience
considerable growth as Hong Kong’s visitor base
continues to develop and mature.

Hong Kong’s strategic location as the gateway to
both Asia and China offers enormous advantages.
To maintain our competitive edge, however, we
are continuing to collaborate with other destinations
in the region on a number of strategic alliances,
aimed at both short- and long-haul markets.

For example, to cater to vacation visitors from regional
markets such as Indonesia, Japan, South Korea,
Malaysia, the Philippines, Singapore and Thailand,
we have developed excursion packages with the travel
trade to cities and attractions in the surrounding
Pearl River Delta. For long-haul visitors, joint
itineraries are offered with destinations such as
Thailand and Malaysia, and we are also developing
a strategic alliance with tourism authorities in Vietnam.

The past two years have proved the axiom that success
should never be taken for granted. However, they
have also indicated just how resilient demand can
be when the conditions are positive, how persistent
is the appetite for travel and how strong is Hong
Kong’s appeal. If, after the highs of 2002, no one
would have predicted the slump in early 2003, neither
could they have foreseen just how fast Hong Kong

would recover once the crisis was over.

For that, | would like to acknowledge not only the
support of our firmly established partners in
Government, the trade and the media, but also the
entire community, without whose involvement this
swift and remarkable recovery could not have been
possible. More specifically, | wish to thank our
Chairman once again for her tireless involvement
as both a standard-bearer and an eloquent advocate
for tourism, and the Commissioner for Tourism and
our Board Members for their unqualified support.
And as ever, | thank the staff of the HKTB, both
in Hong Kong and abroad, for their professionalism
and their dedication.

Clara Chong
Executive Director
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Hong Kong offers unique and
growing opportunities for
green tourism
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