While the strong economy and growing middle class with increasing
purchasing power are stimulating demand for outbound travel, Hong Kong
faced intensified competition in its biggest source market. Mainland
consumers have more choices arising from both the increased number
of countries granted Approved Destination Status (ADS) for outbound
travel, and the growth in direct international air services to and from
Chinese cities.

Nonetheless, the ease of travel to Hong Kong under the Individual Visit
Scheme (IVS) has resulted in a rapid growth in short-duration travel for
shopping, dining and entertainment — known by the HKTB as
“consumption visits” — by residents of neighbouring areas of Guangdong
province, as well as stimulating cross-border weekend, business and
MICE travel. During the year 2005/06, the scheme was extended to the
cities of Chengdu, Dalian, Shenyang and Jinan, and its gradual expansion
to new source markets will continue to offer new opportunities for the
HKTB to tap the Mainland’s vast potential.

As the Mainland market encompasses huge variations in consumer
aspirations and preferences, the HKTB’s marketing strategies take into
account these differences, as well as the various degrees of maturity of
each region.

The greatest growth opportunities in the Mainland lie among families,
young people, IVS and consumption visitors, and business travellers
(including MICE visitors), who all reside in primary and high-growth cities.
In raising brand awareness among these key segments, the HKTB
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promotes Hong Kong’s multi-dimensional appeal and rides on the 2006
Discover Hong Kong Year promotional platform to stimulate interest in
travel to Hong Kong.

2006 Discover Hong Kong Year

The first key initiative in rolling out 2006 Discover Hong Kong Year in the
Mainland was a nationwide image-building campaign leveraging the TV
series Hong Kong — Through the Eyes of Celebrities. Covering Hong
Kong’s diverse attractions, the nine-episode series featured such
personalities as Jackie Chan, Andy Lau, Karen Mok, Olympic gold
medallist Fu Mingxia and entrepreneur Ding Lei. Its screening in over 100
cities across the country achieved mass-market coverage and effectively
targeted all key segments.

The HKTB also leveraged events, such as the New Year countdown in
Hong Kong’s Times Square, which was broadcast by Zhejiang TV, and
the trade and PR launch in Beijing in March 2006. A year-long advertising
co-operation to promote various themes encompassed by 2006 Discover
Hong Kong Year was launched with three Mainland magazines in January
2006, while Dragon TV was invited to Hong Kong to produce a three-
part series introducing new itineraries and attractions to Mainland visitors.

Boosting Hong Kong’s appeal to China’s families
As visitors from the family segment represent 41% of all overnight vacation
arrivals to Hong Kong, yet only 21% of them travel with their children, the

HKTB identifies great growth potential. The Board sought to increase the
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Jackie Chan explains his favourite Hong Kong experiences in
the TV series Hong Kong — Through the Eyes of Celebrities
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contribution made by family visitors by strengthening Hong Kong’s overall
destination appeal, and especially its “edutainment” offerings. As a
precursor to the launch of 2006 Discover Hong Kong Year, the HKTB
took an active part in the Hong Kong Government’s “Discover the Hong
Kong Magic” roadshow, which visited Beijing and Guangzhou in May
2005 and publicised the comprehensive portfolio of family-friendly assets.

The HKTB also made use of a number of networks in the Mainland,
including schools, education bureaux and children’s palaces to reach
families and showcase such “edutainment” assets as Ocean Park and
Hong Kong'’s extensive portfolio of museums. A June 2005 promotion
encouraging parents to travel with their children during summer holidays
included special travel features produced in co-operation with the
Shanghai cartoon network and Fuzhou TV, and a family roadshow staged
at youth centres in Beijing, Shanghai and Guangzhou. The HKTB also
worked with children’s magazines to stimulate the desire for family travel.

In attracting family visitors, the HKTB capitalised on its Mega Events
programme to launch tactical promotions. These included a 2005 Hong
Kong WinterFest tour promotion that involved tactical print advertising in
major magazines and dailies, and co-operation with local travel agents.
This was followed in early 2006 with a similar programme with airlines,
travel agents and Hong Kong Disneyland promoting Chinese New Year
packages.
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A programme involving tactical offers, posters, flyers and a talent contest in schools in Zhejiang province is among the HKTB's activities to target Mainland families

ARG NHANRERS « IREBELFHEREY  NAERBKIEES  SEE% SEERROININSRBRRA K ELE

35



HKTB Around the World | i3 B £ 2 ERAVERE T1E

36

Targeting young visitors with the lure of shopping

The HKTB reinforced Hong Kong’s appeal to young people — especially
young office ladies — through integrated promotions leveraging shopping
and the city’s trendy, cosmopolitan lifestyle. Under the umbrella of the
2005 Hong Kong Shopping Festival, an integrated campaign featuring
celebrity Karen Mok was created around the Shopper of the Year Contest,
through which contestants were recruited in 15 major cities. This was
supplemented with advertising and direct mail, online marketing with China
UnionPay, advertorials and editorial coverage.

The 2005 Hong Kong Shopping Festival and Shopper of the Year
promotion attracted publicity worth more than HK$53 million, while tactical
programmes with the travel trade sold more than 130,000 tour packages
to Hong Kong for the Festival.

Promoting Hong Kong through the IVS

With the gradual expansion in the number of Mainland cities from where
IVS travel is available, the HKTB adopts a two-pronged approach to
promote Hong Kong. In newly added cities, the HKTB aims to heighten
awareness of Hong Kong and the application procedures of the scheme
among residents, while in mature, high-yield cities, the Board provides
visitors with up-to-the-minute destination information highlighting Hong
Kong’s multi-dimensional appeal, which is designed to enhance their stay
and encourage frequent visits.

The Mainland China team in the Shopper of the Year
Contest demonstrates their purchasing prowess in a
Hong Kong store
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The extension of the IVS to a further four high-potential cities in 2005/06
offered new opportunities for the HKTB to increase awareness of Hong
Kong, and to emphasise its attractiveness as a destination for independent
travellers. In all IVS cities, the Board stepped up distribution of a range of
travel and application information in co-operation with Public Security
Bureaux, where travel applications under the scheme are processed.
Point-of-sale displays were placed in 730 travel agencies and the HKTB
ran roadshows in the cities of Chongging, Dalian, Shenyang, Beijing,
Shanghai and Nanjing, encouraging potential visitors to book trips to
Hong Kong under the IVS.

Distribution of travel information to IVS and free independent travellers
(FIT) from the Mainland was further enhanced by the opening of the HKTB’s
new Visitor Information & Services Centre in Beijing, in June 2005. The
HKTB’s presence in emerging cities and regions in the Mainland was
also augmented in February 2006 with the opening of its new regional
office in Chengdu.

Emphasising the quality factor

To ensure visitors from the Mainland make repeat visits and recommend
Hong Kong to others, the HKTB stepped up vigorous promotion of its
Quiality Tourism Services (QTS) scheme across the border, by showcasing
the assurance offered to visitors who patronise QTS outlets, and
encouraging them to join high-quality local tours. This also aligned with
the China National Tourism Administration (CNTA)’s objective of promoting
“Honest & Quality Tourism”.
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Extensive promotion of the QTS scheme forms part of the HKTB’s
activities to spread awareness of quality assurance and enhance
satisfaction among Mainland visitors
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For example, a QTS promotion in April, May and June 2005 with the
governments of Tianjin, Chongaging and Zhejiang targeted individual visitors
and included briefings, roadshows and media interviews. In June 2005,
the QTS scheme was a key feature in a roadshow promoting the Hong
Kong Shopping Festival in Beijing, Shanghai and Guangzhou. The HKTB
held a press conference in Beijing to promote QTS and Honest & Quality
Travel during the Beijing-Hong Kong Economic Co-operation Symposium.
Other PR initiatives highlighting Hong Kong’s quality services included a
programme screened in July 2005 by Chongqing TV, which showcased
QTS-accredited shops, while Shanghai Dragon TV also featured the QTS
scheme in its Chinese New Year special in January 2006.

Business travel promotions

With economic ties between Hong Kong and the Mainland strengthened
through the implementation of the Closer Economic Partnership
Arrangement (CEPA) | and Il, China’s membership of the World Trade
Organization (WTO) and other such mechanisms, as well as the increasing
exhibition-related traffic, the HKTB continued to leverage the growth in
cross-border travel by high-yield business visitors. To this segment, it
showcases Hong Kong’s new attractions, and its sophisticated and high-
quality goods, services and entertainment, to position the city as an
international, modern and trend-setting destination.
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Targeting high-yield Mainland attendees to exhibitions in Hong Kong, the HKTB develops a “bring a companion package” with its trade partners
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The Board worked with trade partners to develop a “bring a companion
package”, encouraging business travellers to extend their stay and bring
a friend or family member with them. For the MICE segment, the HKTB
used sales calls, presentations, direct mail and online marketing to position
Hong Kong as an ideal destination for meetings and incentives to
corporations and joint ventures. Meanwhile, to capitalise on the
opportunities for high-yield visits by the many thousands of international
attendees at major exhibitions across the border, the HKTB promoted
extended stays to Hong Kong at the Canton Fair in October 2005. To
further boost the contribution of Mainland business segments, the HKTB
also organised an incentive trade familiarisation from Beijing, Shanghai
and Guangdong, in which 27 MICE agents participated and sales tools
were distributed to a further 1,000.

Close co-operation with the travel trade

Travel missions played an important role in the HKTB's efforts to strengthen
collaboration with the Mainland travel trade and maximise exposure for
Hong Kong. In June 2005, the HKTB visited Shijiazhuang, the capital of
Hebei province, as part of the 2005 Hebei-Hong Kong Week. The HKTB
was joined by 11 travel-trade partners who showcased the Hong Kong
Shopping Festival and the QTS scheme. Further missions took place in
December 2005, when the HKTB joined 40 travel-trade partners in a visit
to Wuhan as part of 2005 Hubei-Hong Kong Week. The delegation then
continued on to Changsha, the capital of Hunan province.

Activities targeting the Mainland travel trade include the HKTB's participation
in the Beijing International Tourism Expo in June 2005
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To strengthen trade partnerships, an HKTB travel mission visits Shijiazhuang,
capital of Hebei province, in June 2005
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Other key initiatives include participation in trade shows. The HKTB took
a stand at the Beijing International Tourism Expo in June 2005 and
participated in the 1st Cross-Strait Travel Fair in Xiamen in September
2005, while in November 2005 it took part in the China International
Travel Mart in Kunming. The HKTB concluded its trade-show calendar
with a stand at the Guangzhou International Travel Fair in March 2006.

Despite several challenges, the HKTB identifies many opportunities for
further developing this key source market. The HKTB will continue to
devise and implement effective targeted promotions, and expand its
coverage in the Mainland from 24 to 30 high-potential cities. The IVS is
an excellent platform for maximising exposure for Hong Kong and the
HKTB will continue to leverage the potential of the IVS segment in core
cities such as Beijing and Shanghai, as well as secondary cities in the
Yangtze River Delta. In Guangdong province, the focus will be on
stimulating consumption visits.

The HKTB will promote the city’s latest tourism products and offerings as
part of 2006 Discover Hong Kong Year, working with travel agents to
develop innovative tours that appeal to the widest possible range of
visitors, including FITs. In the Yangtze River Delta, the promotional focus
will be on Hong Kong’s diversity, while in the Bohai Rim region Hong
Kong’s culture and heritage will be the emphasis. As the family segment
remains a major target, the HKTB’s productive partnership with schools,
education bureaux and youth centres will continue.
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Leveraging the 2006 Discover Hong Kong Year campaign, this specially wrapped bus is part of a

series of consumer roadshows visiting high-potential cities
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