Hong Kong remains a popular destination among visitors from Taiwan,
especially for its international shopping, dining, close proximity for short-
break travel, and familiar language and culture. The addition of major
new tourism attractions to the product mix offers an excellent opportunity
to rejuvenate marketing by positioning Hong Kong as a diverse destination
with an attractive combination of luxury, style and excellent shopping.

The August 2005 launch of direct charter flights from Taiwan’s central
city of Taichung also contributed to arrivals by offering a convenient new
departure point for visits to Hong Kong, as well as further impetus to
developing secondary cities on the island.

Competitive pressures remain. In February 20086, for example, Japan
granted visa-free entry to Taiwanese citizens for stays up to 90 days,
making trips to this popular destination easier than ever. New low-cost
services, such as those between Taiwan and Korea, also exerted a
negative effect on arrivals to Hong Kong, as did direct charter flights to
Mainland China during major public holidays; and direct ferry services
from Hong Kong International Airport’s SkyPier to destinations in the Pearl
River Delta.

The key target segments were families with children, young office ladies
and men, and business travellers, including MICE visitors. With Greater
Taipei accounting for some 80% of Taiwanese visitors to Hong Kong, the
HKTB continued to direct much of its activity at this geographic area. At
the same time, however, heavier promotional work was undertaken in
secondary cities, such as Kaohsiung and Taichung, to build further growth.
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The HKTB continued to run fully integrated marketing programmes, using
advertising, trade campaigns, PR campaigns, media familiarisation trips,
travel fairs and online promotions. It maintained its focus on growing
leisure travel, a category that accounted for more than half the overnight
arrivals from the island in 2005. The HKTB leveraged the Mega Events
programme to encourage short-break travel among this category.

Working with the travel trade

Taiwan’s news and travel-trade media gave a positive response to Hong
Kong’s new major attractions, especially Hong Kong Disneyland, in 2005.
These have significantly strengthened Hong Kong'’s appeal to family visitors
and enabled the HKTB's trade partners to expand their range of tours by
packaging the new products announced as part of 2006 Discover Hong
Kong Year. A number of agents, including Life Tour and Lion Travel, all
launched very attractive Hong Kong Disneyland packages to attract the
family segment.

Hong Kong - Say it Loud, Say it Sweet!

The Hong Kong WinterFest promotion, which sold almost 57,000
packages, was launched with a press conference offering a limited number
of luxury tours from EZ Travel — Taiwan’s biggest travel website — at the
price of NT$99,999. Daily radio coverage and an Internet blog by radio
DJ and celebrity Tom Wang used the tag line “Love in Hong Kong — Say
it Loud, Say it Sweet!” to achieve mass-market exposure, and were
supported by newspaper advertorials and a media familiarisation visit to
Hong Kong.
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The HKTB also worked with travel-trade partners to leverage the Mega
Events programme, as well as other events organised by third parties. Its
promotion for 2005 Hong Kong WinterFest in Taiwan positioned Hong
Kong as a romantic getaway to leisure travellers. Using integrated
marketing to maximise reach and exposure, the campaign featured luxury
tours that proved highly successful in driving arrivals, with excellent media
coverage and sales of more than 42,000 packages from Taipei and over
14,500 from Kaohsiung.

In a further effort to attract leisure travellers, a Chinese New Year booster
campaign was launched for the first time ever in Taiwan to build awareness
of 2006 Discover Hong Kong Year and the Cathay Pacific International
Chinese New Year Night Parade, as well as to leverage the appeal of
new offerings, such as Hong Kong Disneyland, for family visitors. The
HKTB worked with Cathay Pacific Airways (CX), China Airlines (Cl), EVA
Air and local travel agents to sell 15,500 special FIT packages from Taipei,
and with CX and Cl to sell a further 4,000 family packages from Kaohsiung.

Chinese New Year campign boosts arrivals

Integrated marketing supported by celebrity endorsement ensured an
extensive reach for the Chinese New Year booster campaign in Taiwan.
Publicity included a three-episode TV programme on Taiwan’s TVBS News
and full-page newspaper advertorials showcasing Hong Kong's family
appeal over Chinese New Year. A promotion with the China Times
highlighting the experiences of a celebrity family visiting Hong Kong
Disneyland was also complemented by a lucky draw. Other media
coverage was developed to focus on itinerary planning over Chinese New
Year, Hong Kong’s new hotels, and horseracing at Happy Valley and Sha
Tin. The campaign attracted almost 20,000 visitors from Taipei and
Kaohsiung.
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Leveraging 2006 Discover Hong Kong Year and the
Cathay Pacific International Chinese New Year Night
Parade, the HKTB launches its first Chinese New Year
booster campaign in Taiwan
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Trade marketing in Taiwan

Trade-oriented initiatives included a travel mission to Taipei and Kaohsiung
in early May, when representatives of 26 Hong Kong hotels and two
travel agents met 140 Taiwanese travel-trade professionals. This was
followed by the HKTB's participation in the Kaohsiung Travel Fair in May
2005, an important consumer event. To equip front-line staff with in-depth
knowledge of Hong Kong for 2006 Discover Hong Kong Year, the HKTB
also ran a series of seminars for key travel agents in the first quarter of
2006 in Taipei and Kaohsiung, and in Changhua, Chiayi, Miaoli, Tainan
and Taichung.

The HKTB's Taiwan team will continue to focus its marketing effort on the
family segment as a primary target, while exploring other high-yield leisure
segments using “niche” offerings, such as luxury tours, and aggressively
developing the MICE market to sustain and build visitor numbers. The
Board will work with travel agents to offer family group tour packages
that include Hong Kong Disneyland and Ocean Park, develop high-end
product packages, and showcase Hong Kong’s hidden treasures to
stimulate interest in 2006 Discover Hong Kong Year.

Scope also exists to build visitor numbers from secondary cities, where
consumers are receptive to new attractions, such as Hong Kong
Disneyland. The HKTB will work with airlines and local travel agencies to
develop suitable products.

A mission by the Hong Kong Exhibition and Convention
Industry Association to Taipei in October 2005 is jointly
supported by the HKTB and the Hong Kong Trade
Development Council
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