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HKTB AT HOME
I EE B Sy LIE

Acting as the strategic intelligence of the HKTB global operation, the Head Office in Hong Kong
continued fo drive and co-ordinate the marketing and promotional initiatives of the worldwide

offices, and made every effort to enhance visitors” experience in Hong Kong.

REBNETEMELREERIZREEHNERTIIE TR BEEEDINREZ RS
BRHEMBMERES  YHARAIKEERENKEERE -

Creating New Experiences MTE R

In 2007,/08, the HKTB introduced various new elements into a number ~ AREUEBIMENE —R G BIRA T ENES| S -

of its Mega Events and programmes, which continued to enhance E2007/08%F « k¥R AR T REEE)ETH
the overall desfination appeal of Hong Kong. These activities, some TR MHRENEHTESKREEENER

of which tied in with the 10th anniversary of the Hong Kong Special 2 MARECEENTER  YHLEOBEM
Administrative Region (HKSAR), enriched visitors” travel experiences WREENE  ELEFNIAR - BHEES
and helped to generate positive image and word-ofmouth publicity BEAFRNZIOAFHRATF -

for our ety BB M ME (2007 6A 300 E8H31H)

Hong Kong Shopping Festival (30 June to 31 August 2007) RENTRKZI0EF @ IRE B EGE Q[
To celebrate the 10th anniversary of the establishment of the HKSAR, VisaBI R 4B 45 b0 ABK & [ 2007 B BB en | i
the HKTB enlisted the participation of two new partners — MTR o MREREEZENR $ RPEYE - RESITRR

Corporation and Visa International — in the 2007 Hong Kong Shopping /DillJ 70002 HE  RIERETERE &
Festival. Organised by the HKTB for the sixth consecutive year, the event & ~ B8 ~ JBJE  IRITHEMAE Rz S B - 5Lk

affracted close to 7,000 participating outlets from different sectors, BEARHMERMKEIRHEEEER o B
including refail outlets, frade associations, restaurants, hotels, fravel AERFRBRIOAFHEE  FIMLEREBEIOBLER
agencies and major tourism affractions. Together, they extended a host BERXDIXN - RERFEREEEFHELE
of special offers for local residents and visitors, some of which were B IOFFME NXITRE - BEMSHAZE - 80%

themed around the 10th anniversary of the HKSAR: for example, special XA EXRT @ EEZHABA KB B2 HERERHE -
drinks or dishes at HK$ 10 each. In addition, the HKTB worked with

the fravel trade fo launch a number of 10th anniversary four ifineraries.

About 80% of survey participants said that they would recommend their

family and friends fo visit Hong Kong for similar events.

01 To encourage visitor participation in the “2007
Hong Kong Shopping Festival”, the HKTB once again
invites fashionable actress Karen Mok to help promote it.
[2007&BEWE | BRABLREHNER S AEXE
1 Bh HE SR o

02 A group of distinguished guests and representatives
from supporting bodies kick off the “2007 Hong Kong
Shopping Festival”.

—REENIFEBNRRKRD (2007 FBBENEH] -

03 During the Shopping Festival, many sites and even
buses are decorated or carry ads in order fo attract visitors.
BYEHE SESHEEAABIESYF RN
BE - WEIREER ©
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Best of the Best Culinary Awards (19 September 2007)

The awards were held for the seventh consecutive year in 2007 with

a new format, which encouraged creativity and excellence in Chinese
cooking, thereby further promoting Hong Kong's renowned culinary
culture overseas.

In the “Hong Kong Signature Dish” category, chefs were required to
devise and prepare a dish within 30 minutes, using a name ("Hong
Kong Llegend”) chosen by members of the public in an open nomination
competition that tied in with the HKSAR's 10th anniversary. In the
category for the “Best AllRound Chinese Chef”, each competitor was
required fo devise and prepare a three-course menu from a selection

of ingredients that was only revealed to them on the day of the
competition.

The Awards were organised by the HKTB, with the Hong Kong & China
Gas Company limited as the principal sponsor and the Chinese Cuisine
Training Institute as the venue sponsor.

Hong Kong WinterFest (30 November 2007 to 1 January 2008)
The HKTB adopted a new strategy for the event this year. By promoting
celebratory activities in Tsim Sha Tsui, Causeway Bay and Central

in collaboration with various sectors, the HKTB aimed to enhance
ambience and widen the focus of celebrations beyond the usual ambit
of Central.

In this regard, the HKTB established a “wishing trail” af the “Avenue

of Stars” in Tsim Sha Tsui, set up a “wishing corner” at the Peak
Calleria, and arranged an open-top bus to run between Central and
Causeway Bay with on-board performances. In addition, there were
street performances by local and renowned infemational artistes. Visitors
were offered a new night tour to bring them to the fesfive districts.

The WinterFest achieved encouraging results, with 87% respondents
agreeing that Hong Kong offered visitors exciting yearround festivities.
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“Best of the Best Culinary Awards”: The
annual competition provides a platform
for local culinary heroes to showcase their
skills and creativity.

[XREZEAE] B SFOLEIR
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EB2EBARE (2007498 198)
[XRZBARE|DEEFLFR1T 0 2007F %
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HIARNAN BRRREXNLZBAELE A
REL A - BWE] AEATE - ABEBFMMLA
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THA-BER -

[XRZEABEIBKERIH  BETERR
BRARSIZEDHE  TEFESBHR/RE
SHED -

EBEHZBE (2007F11A30BE

20085 1H1R)
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“A Symphony of Lights — New Year Countdown”

(31 December 2007)

As part of the Hong Kong WinterFest, the countdown at New Year
was the first such activity organised by the HKTB. The event once again
highlighted to the world Hong Kong's dazzling skyline by night and
strengthened Hong Kong's image as an international city.

Cosponsored by Henderson Lland Development Co Lid and Sun Hung
Kai Properties Lid, the exiravaganza featured pyrotechnic displays

on the facade of Two ifc, Hong Kong's tallest building, as well as a
pyrotechnic spectacular created on a number of buildings along both
sides of Victoria Harbour.

wa&ml

*’)!m@
" ' ,.

e ]
L]

01 During the “Hong Kong WinterFest”,
visitors attach a wishing card onto the
wishing tree in the hope their dreams will
come true.

[EBENSEE] BB - RELFES
BEFREFR  FTREERE

02 03 04 Dazzling street performances

in Tsimshatsui, Causeway Bay and Central
are part and parcel of “WinterFest 2007".
2007 [ & AEF] - BRIERDHE -
MPERPR=E - BNBFWHERE -

010203
04

[ ¥ ekE LIRS 8 (20075F12A31H)
BROBRBRIZBHINESD 2 HIKEREE
[ YHIEEWEZERBERAFMEREIKE
WERRARAED BRREBFEFARE I
BIEABHNBEBEMBELR -

AH—A  2ERSEEYVEESRGT L _H
SMEIRIEN - EEMFEZEAE LEERE
BEES - BARTLER -

01 “A Symphony of Lights - New Year
Countdown” relies entirely on support from
the Government and corporate sponsors.
[ORZKET] RS EBEURNET
EEBAREENR IS -

02 Chief Executive of the HKSAR, The Hon
Donald Tsang (middle) and his wife (right)
officiate at “A Symphony of Lights — New Year
Countdown”.
EEBEBETHREGEEMNE (P RA) RS
By B -

03 New Year Countdown: The pyrotechnics
outside Two International Finance Centre
require a lot of prep work.

EEBREB DO - HIMEBETEXNES

ENFETOEFYX -
0102
03
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The event, which celebrated the arrival of 2008, attracted 400,000
spectators along both sides of the harbour. The countdown was
televised live in Hong Kong, reaching more than 1.5 million TV
audiences. Over 200 local and overseas media covered the spectacular
that generated publicity value of more than HK$570 million.

Cathay Pacific International Chinese New Year Night Parade

(7 February 2008)

The 2008 parade marked the 13th staging of the event and the start
of the Year of the Rat in the Chinese zodiac. Apart from following a
brand new route in Tsim Sha Tsui, this year’s parade was injected with
new interactive elements. The parade further reflected Hong Kong's
cosmopolitan image with a blend of local cultural highlights — such as
a traditional piu sik parade — jointly presented by Mainland and local
performing groups.
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Bt H40B ABREHEMRF LK 200845 -
I50ZEBRRBERANERERERE - Ky
BB A D) R 51 38 200K A 4 I B R K B8 3R 38 -
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B=MEHMEBEKREE 2R (200852878)
2008 M ER N E A EFHRE - HIEFERN
BHBERNEDEASI3E - BERNRKDEE
7 BEAEZMCERR  YWIEIATHTE
MIVREREXeHEMIER - flinh A
MAEEAFNACNE  TORREE
RREEME B

01 02 The Hon John Tsang (middle), Financial
Secretary of the HKSAR, officiates at the
opening ceremony of the Chinese New Year
parade.

ERFEMBARAREAELALE (P IRHER
BB ZES -

03 04 The “2008 Chinese New Year
Parade” marks the 13th annual staging,
under the theme: “Riding High — Hong Kong
Spectacular!”.

ERKEEERAEIZE  UTZ2HBEE
LF | RETHE-

0102
03 04



Echoing Hong Kong's role as an Olympic cohost city, the HKTB chose
the "Riding High — Hong Kong Speciacularl” theme for this year's
Parade, which featured o dozen fabulously decorated floats, along
with 12 international and 13 local performing groups. Postevent
surveys showed that satisfaction among respondents reached 8.0 points
[compared with HKTB's original target of /.7 points|, and 91% of the

respondents said they would recommend friends and relatives to the city.

The HKTB took the inifiative to seek a number of sponsorships, among
which American Express International, Inc joined the event as a parade

route sponsor for the first fime.

Nature Kaleidoscope programme

Following a successful six-month pilot frial, the Nature Kaleidoscope
programme was officially launched in April 2007, offering visitors a
diverse array of eco-oriented tour products and experiences. Examples
included a Hong Kong Wetlands Delight Tour, Tai O Ecotour and
Wong Nai Chung Gap Trail Walk. In September 2007, three new
eco-oriented tours were infroduced, including wetland fours in long
Valley and Mai Po, and a re-packaged Northeast New Territories
Islands Hopping Tour. Surveys show that the programme was very
popular among visitors, yielding an overall rating of 7.9 marks (out
of 10). All survey participants said they would recommend the tours
fo family and friends.

EETER2HBHELF]  EaBEER

BUEW T o 12WIBRIEE - 12 B RI13X
AR EENEL - THEHAERT - XSHERMW

BEREESH (REH//E) QX HEERT
TRBREENETE
RERESEEBRXESLZHEEY  ETEAE
TEEBREBERNARLAEEZE  RAKE
BEAREBHHAE -

01 02 Colorful floats, performing troupes
and interactive elements — all contribute to the
joyful Chinese New Year carnival for Hong
Kong residents and visitors.

BHIEE  REBE MEEHRE AR
RfE2HMEREUNFEEZFE -

03 04 Troupes from overseas and Hong Kong
fete the arrival of the “Year of the Rat” with
energetic song and dance.
REEBRRABWEE  UAHRBENRERE
BEFRE -

0102
03 04

o

[BEREREBIER

[BEREREER] BETREKRDAREAR
R2007FAAER#EL - FRRKEERTATE
MEARAER ZETEERIEARMAEEE
Bl [TRKRERE] RIERBBRERET] -
RFOH - TIREAR=(EER - BFE[BRLRE
Bl [REBRHEEE | AREHRARBE
HHW [FHARILINSRE] - THERERT
BFETRAZIREEL - 10D RMOHEE
ERWERREEE/ D MAAXTEEHRTE
AR o

1]

The “Nature Kaleidoscope” programme,
guided tours that allow visitors to experience
Hong Kong's countryside, is very popular.
[BREEERE I FETE  TEAREER
FENERERE  RIRFHM -
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Reinforcing Multi-destination Marketing

With multi-destination travel becoming increasingly popular among
worldwide visitors, efforfs in promoting these itineraries were
strengthened throughout the year.

In October 2007, Mr James Tien, Chairman of the HKTB, led a
delegation to Macau to meet officials of the Macau Government Tourist
Office (MGTO). Both the MGTO and the HKTB agreed to esfablish

regular communication channels and fo reinforce joint marketing efforts.

In late 2007, Mr Tien again led the HKTB delegation to Guangzhou
fo meet officials of the Guangdong Provincial Tourism Administration
(GDPTA) and the MGTO. The three parties, whose co-operation
dates back to the early 1990s, agreed fo strengthen joint overseas
promotional activities, fo launch multi-destination packages and to
exchange fourism information. Among the themed multi-destination
packages launched was an UNESCO heritage four fo Hong Kong,
Guangdong and Macau.

In addition, collaboration in the region was further extended to
co-operation between Hong Kong and Shenzhen. A joint product
seminar was held in Tokyo by the HKTB and the Shenzhen Tourism
Bureau.

On the other hand, familiarisation trips covering Hong Kong and
Sanya as well as Hong Kong and Shanghai were organised for 13
product managers from key UK tour operators and 30 refail agents from
Canada respectively. The HKTB also worked closely with the tourism
offices of Macau, the Philippines and Thailand on familiarisation trips
fo develop multi-destination itineraries.

Affairs and Culture of the Macao Special Administrative
for the delegation of Hong Kong Tourism Board
2210/2007
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EERE EN-ES]
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20074108 IkERETFRILERLETENKRE
RIERM - BRAMBNKREREE  BHTRAERE
VERBBEES  NREEAE -

FE BREBRFKREZERKKEALEM - H
BREKERMRMABRMNKEREH - FE L -
“EEBHAEREENROFRY) - MIBAE™E
% ZHHREBE-TNREBINBEAHER - B1F
HH—RZU | EETE UYRBKREEA -
Hef—IBARHLEN [ —RZU 1718 - BUBA
BHM AN REEFSETE &4
EFE BRMBAM=HRE -

EREANKRESE  AE-—SIHREFEE
AINWER - FA - KEBEEFRYIMIKERE
fF ERRBUITIREERFEE -

E—E G BEXBRAMER  "RREBEET
BIRBREENIBUERLE BRENTE
N=ZmmREZRE - XAB30KKE IME XK
BETER  RHMEREMLEEZE - Mo Ik
HRXERM - EREMFENKRERDARIKE
ERE - BER[-BEZU]IRE -

01 02 High-level players in the tourism
industry of Hong Kong and Macau toast
one another, wishing for close co-operation.
The HKTB and the Macau Government
Tourist Office meet to discuss how to link
their industries more closely.
BRREXSENE  SEMLREESE -
REFERFIBERFRERSSE B
RALIRBHEE o

03 04 Mr James Tien leads the HKTB
delegation to Guangzhou, and meets with
government officials in the Guangdong
Tourism Bureau and Macau Government
Tourist Office.

Ai kLA RERBF/ARBATEEMN - &
EREARERMRMBARERNESEM® -

0102
0304



Maximising the Potential of MICE

Throughout the year, the HKTB made strenuous effort to promote Hong
Kong as the meeting, incentive, convention and exhibition [MICE]
capital of Asia, and bring more MICE events fo the city. A cross-

sector MICE Steering Committee, led by the Financial Secrefary and
Secretary for Commerce and Economic Development, and comprising
of representatives from the Government, the convention and exhibition,
tourism and hotel industries and education institutions, was set up o
discuss ways fo strengthen Hong Kong's competitiveness in the MICE
sector. The HKTB was tasked to strengthen MICE promotion and fo
draw up a work plan for the coming years. With additional funding by
the SAR Government, the HKTB established the “Meetings & Exhibitions
Hong Kong" IMEHK) office in November 2008 to provide one-sfop
professional support for event organisers.

BREEN RESRKE

TR KERBNEERRESTMNEHE RE
RERECH  WRSIEZRBESHRAEBET -
BRRY T EZRERBRHIREXEREE
ZEg HEE-ITRABTEBESRERRER
MBFN  ZESRMEARREFHEREEE
ERBRRES KEBERRF €R%E - K
BEZENHREEROKR - MIKREBKRE B R
HE - WARKEFHERETFERME - 52K
FREVRRIME R - IR BE2008F 1T ARIEES®
ZEREMERS  KABERBBEIEE K
BEXE-

Highlights > Number of conventions and exhibitions held in Hong Kong:

2007 over

EXBE ERBRTHNEZMRERE : #BiB300(E

> Number of conventions and exhibitions attendants attracted:

HEEHRMEENAR : 888

> Visitors attending corporate meetings or incentive events in
Hong Kong: around 860,000, an increase of over 2006
RAESHEPREHNELEIREEBWIKE © #9808 -

L2000 F+4%

The HKTB worked closely with convention and exhibition organisers
and helped generate affendance through aggressive advertising and
promotional campaigns. It also worked at bringing new events to Hong

Kong. To further reinforce Hong Kong as the trade fair capital of Asia,
the HKTB joined forces with the Hong Kong Exhibition & Convention

A—OH REREBRBNERIZHNKE
ETAF EBEBREEERR  RIIBZKRE
KESEEEERE - I - IKRERXH DR
HNEREHRERTT  RE-—SHEERES
SNREZH  RERBRAZTERESGHXEW

01 02 The four-day “Asian Aerospace
International Expo and Congress” is the
world’s biggest civil aviation show.
AHOXNENEERREZRESEHE
REERBAENERRAMERE ©

03 The HKTB promotes Hong Kong as Asia’s
exhibition capital during the UFI Congress.
REREERREMESHNM  HEEE
AUNREZH -

0102
03
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Industry Association and the Hong Kong Trade Development Council in
organising a series of overseas promotions, which included a business
networking mission fo Japan in July, a highllevel business luncheon af the
UFI Congress in Versailles in November, and InterExpo in January.

As a result of industry-wide efforts, new exhibitions as well as expanding
recurrent frade shows, the convention and exhibition sector performed
well in 2007. One of the most significant events was the Asian
Aerospace International Expo & Congress, the world's largest dedicated
commercial aviation and aerospace meeting place. The four-day event
attracted over 11,000 visitors from 69 countries.

Providing business platforms

For corporate and incentive events, the Board worked with different
chambers of commerce and corporations, with a view to maintaining
a high level of interest in the city and providing necessary support

and service.

Highlights

2007 brought to Hong Kong:

SENELEEZRRR  SFRSESHBINEE - B
20075 7ARTAE A ANETEBBEDMB - 11AR
NBERTHERRERESZNN s
BBFE: 2M2008F 1 RERTHTEHBERERES
MEZETE -

BEXRRBOAE NMEFAMENRE - AR
FTREBNRETEHEAN  2007F@8 LRE?
BIRKAEIRE - R —TARBE NG > BHERIR
RARBERRAMZER —[ZMNEERERES
EwmiE] o REMOXES - R3IKAOMEEK
HiE11,000IkEF L HE -

mAEEYE

EEEMEBRESDHIE  KESRSENE
MAREEAE  SEREBERFRESRS
[F] B () 4tk 3 52 0 P 78 9 SR MR 75

> Number of event planners, incentive agents and corporate clients

EXMEE

ABREEREE - BERERIERMNERETF 220
> Number of incentive agents and corporate buyers met:
SHERRNRRRERIEENREEER : 1,1304

To create business plafforms and opportunities, the HKTB led over 50
frade partners fo attend three major incentive frade fairs worldwide,
namely the European Incentive & Business Travel & Meetings Exhibition
(EIBTM] in Europe, the Asia Pacific Incentive & Meefings Expo (AIME)
in Australia, and the Incentive Travel & Conventions Meetings China

(IT&CM) in Mainland China.

Examples of large-scale corporate events held in Hong Kong included
Charle Incentives from Japan in February 2007, Herbal life in March
2007, as well as Sunrider and Sanofi Aventis from China in July
2007, which altogether brought over 20,000 Mainland and Japanese
participants to Hong Kong.

Marketing Hong Kong as Regional Cruise Hub

In order to sustain interest in and desire fo visit Hong Kong, the HKTB
aggressively promoted Hong Kong as a “mustvisit” desfination fo cruise
liners and visitors in shorthaul (e.g. Toiwan, Japan and Mainland
China) as well as long-haul markets (e.g. UK, Australia and US).

Highlights > Total number of cruise cal
2007
EXHE

almost 630,000 |
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For instance, the HKTB participated in the Seatrade Cruise Shipping
Convention 2008, which took place during March in Miami, to
promote Hong Kong's position as a leading cruise hub in the region.

To accelerate cruise segment development in Japan, the HKTB
collaborated with cruise partners at trade seminars held in Tokyo,
Fukuoka and Osaka as well as in tactical co-op campaigns. In Taiwan,
HKTB organised a series of agent familiarisation programmes with
cruise partners fo infroduce products fo fravel agents. As a result of
these marketing efforts, new fly and cruise packages were developed
with more than 10,000 packages sold in the above two markets.

To strengthen co-operation with neighbouring coastal provinces in
Mainland China, the HKTB participated in the 2007 China Cruise
& Yacht Development Summit held in Xiamen in early November
2007 . The HKTB used the occasion to establish relationships with
representatives from Mainland China’s government and cities, cruise
lines, and cruise and yacht industries.

Hong Kong:
The Perfect Fly-Cruise Destination

LLl:' :
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fgn - jik 3 HF 20084 38 £ N1 3 B B = 2
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01 HKTB participating in “Seatrade Cruise
Shipping Convention 2008" in Miami.

W3 B 2 I T B R AT Y [ 2008 T 8w 3£ 75
SHRE] -

02 03 04 Each time an international cruise
ship drops anchor in Hong Kong, the HKTB
is there to warmly greet passengers.
BEAREEBRBRIGES  REF/IHA
BDRE G -

05 06 Various publications, leaflets and
materials all help to promote Hong Kong as
a regional cruise hub.

ST - ERMEN - BHEESE
HEEmiREER -

0102
03 04
05 06
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Joint promotional efforts brought encouraging results and business
opportunities. A significant development in the cruise sector in 2007
was the homeport deployment of Star Cruises” SuperStar Aquarius

and SuperStar Libra in Hong Kong for the first time for seasonal sailing,
beginning in June and October 2007 respectively. In addition to
homeport deployment, Hong Kong welcomed 49 portof-call cruises
including famous international cruise vessels such as Queen Victoria,
Sapphire Princess, Nautica, Queen Mary 2, Amsterdam, and Seven
Seas Voyager.

Enhancing the development of Hong Kong as a regional cruise hub
As a member of the Advisory Committee on the Cruise Industry (ACCI)
established by the Government in early 2008, the HKTB worked
together with the Government, infernational cruise companies and travel
agents fo focus on priority issues and foster closer communications
amongst stakeholders.

The HKTB is also strongly supportive of the Government's plan fo
develop a new cruise ferminal af the former runway of Kai Tak. To help
cater fo future market needs, the HKTB has continued to provide input
fo the Government on the facilities and services for such a new cruise
terminal. It will also continue its efforts in promoting cruise business to
pave the way for this new facility.

Innovative Web Marketing Channels

In view of the increasing number of travellers using the Internet to
research travel destinations, during 2007 /08 the HKTB developed
and launched several web-based markefing initiatives.

Highlights
2007

#2006 £ 71 100%

> Page views for HKTB's DiscoverHongKong.com: more than
per month, an increase of 100% over 2006
ik 2% & DiscoverHongKong.com#& 4 21 28 B 2% - & A #12,4008 -

ERZHENRBAIE TEEDBREKER -
D AETIE N o B2007F6H R I10AKE - BE
BREEN[EBMER I RIRXRTER]I HAIEE
NEEREE  EEHUEMT  EEAE®WE
FANERER -BERTESREN  1vE
OB ZXERBRATERHEE] - W
Queen Victoria * Sapphire Princess * Nautica
Queen Mary 2 » Amsterdam#l Seven Seas Voyager ©

XEEBRRABHRER
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REXANETOBENES -

BRBT SRR EREHN BRI
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M ERA R H R -

AIERPLEERE
RERLLRSREEHNTBERT KERAE
2007 /084 JZ HEBR T - LA &7 #7582 B0 A0 58
MR-

million

> The consumer website is available in 12 languages and 18 versions

ARt 2iEEE K

During the year, the HKTB launched the “Hong Kong Reality Channel”
on the hugely popular video-sharing platform, YouTube. Viewers are
now able to learn about all the fascinating aspects of our city in the
promotional videos produced by the HKTB and fravel frade partners.
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In addition, “Hong Kong Sticker Album” application was launched on
Facebook, a social networking site. Users can send unique Hong Kong
icons overseas [for example, local delicacies like an egg tart or a piece
of dim sum), promoting Hong Kong's atfractions in an inferactive way.

Following the launch of the web-based Interactive ltinerary Planner in
early 2007, positive feedback and support were received from visitors
fo the site. French and Korean language versions were added in the first
quarter of 2008, making a fotal of five language versions. The overall
aim was to reach ouf to more markefs and to meet increasing demand
from the growing FIT segment. The userfriendly online fool enables
visitors fo create personalised ifineraries before arrival, so that they can
fully enjoy Hong Kong's diverse experiences during their stay.
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With a truly fresh approach, and through
different platforms and channels, the HKTB
is strengthening efforts to promote via the
internet.
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Strengthening Partnership

The HKTB is committed to engaging fravel frade pariners in the
planning process of its marketing inifiatives. It places a strong emphasis
on parinership with the travel trade as well as on providing a clear
explanation of ifs strategies and objectives for creating longterm and
sustainable growth.

Throughout the year, by organsing briefings, seminars and the annual
Tourism Overview, the HKTB gauged stakeholders’ feedback in regard
fo its marketing sfrategies, business plan, new approach for mega
events, and key fourism issues.

The HKTB also kept the Hong Kong travel frade abreast of its marketing
activities and the latest information about tourism development through
its PartnerNet, a dedicated website for travel trade professionals. In
2007/08, a total of 693,400 click throughs were recorded with

7.5 million page views.

Highlights
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Travel tradeshows participated by HKTB

> Number of major tradeshows participated: 18

> Number of Hong Kong travel frade partners taking part in

these shows: 120
z /\E']% EKL%%&H:

120

> Number of overseas attendants to these tradeshows: 400,000

BIMNEEE AR 408

Travel missions organised by HKTB

RERBERNKERXRFBEIZRE

> Number of missions organised: 6

RRBHA - off

> Number of cities covered: 12

BMEET ¢ 1218

> Number of Hong Kong trade pariners taking part in these missions: 94

SENEB

BEABMN - 94

> Number of overseas frade partners taking part in these missions: 1,800

hE RS INR K
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In order fo ensure that Hong Kong remains a top-of-mind destination
among trade pariners, the HKTB supported a range of activities that
provided excellent platforms for travel partners to conduct business,
and for enhancing the trade’s knowledge of Hong Kong.

The HKTB organised Contract Hong Kong for over 70 buyers from
Southeast Asia, Australia and New Zealand to familiarise them with
new products in Hong Kong and to allow them to meet with the local
frade partners to discuss business during the one-on-one Business
Sessions. The HKTB also continued to organise Confact & Contract in
Llondon for Hong Kong hotel partners to meet with UK tour operators
fo network and discuss hotel rates and confracts for the coming year.
A total of 37 hotel partners and 44 UK tour operators participated in

last year's event.
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Introducing Hong Kong to the World

During the year, the HKTB arranged familiarisation programmes for

fravel trade professionals from around the world in order to showcase

the fourism products and services available in Hong Kong.

Highlights
2007
BERBE

more than
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01 Tourism industry representatives on a
familiarisation visit to Hong Kong: An opportunity
to get to know Hong Kong, and to repackage
and promote tourism products.
MRBEXRARTBER  BMBFBOIR
EHEHOENERREER

02 Hong Kong tourism professionals meet

with their global counterparts to hold discussions
about business opportunities.
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> Number of travel frade partners hosted: over
IRE REARIRERBHEE - #Bi82,0004L

> Number of travel-related journalists visiting Hong Kong:

BRIk EEK : BEO50iL
> Publicity generated by international media: more than

HK$ billion
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International and travel media are also an important means for
promoting Hong Kong fo the world and bringing the world to Hong
Kong. In 2007, journalists from 24 key global markets visited Hong
Kong fo report on the territory. Some of the key infernational media
assisted or hosted by the HKTB during the year included Discovery
Channel, National Geographic, BBC, Mainichi Shimbun, CCTV,

CBC, TVBS, as well as others from various parts of the world.

Striving for Quality and Excellence

A top priority for the HKTB in 2007 /08 confinued fo be enhancing
fourism service quality and nurturing a hospitality culture. The means to
achieve these obijectives remained the HKTB's own inifiatives such as
the Quality Tourism Services scheme.

Quality Tourism Services (QTS) scheme

During 2007 /08, the HKTB continued to implement a wide variety
of fraining programmes fo upgrade the standard of services provided
by accredited merchants. In total, 4,000 people have participated
in these programmes.
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Highlights > Number of outlets accredited: around 6,600 as of 31 March
2007 2008 (+3.1%)
EREE B ZE2008F3H31H - RIBEMEH : 896,600 (743.1%)

> On the merchant side, respondents agreed that the scheme had
achieved the objectives of enhancing a company’s image (96%)
or improving cusfomers’ confidence (97%)*
XIBFRAEDER BN  BREARRIER(96%) -
HIZREPEL(97%)

> For visitors, respondents agreed that QTS shops were able fo fulfill

their expectations (94%)"
R REREE T HE (94%)"

* Note: QTS survey conducted in October 2007
*&F o BRABRI2007F 11 BEAT -
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Following the scheme's extension to cover visitor accommodation since
the end of 2006, over 400 guestrooms have received accreditation.

Quality and Honest Ground Operator scheme

In support of the “Quality & Honest Hong Kong Tour” itineraries
launched in the Mainland, the HKTB collaborated with the Travel
Industry Council of Hong Kong (TIC) fo launch the “Quality and Honest
Hong Kong Ground Operator” scheme, which established a channel of
co-operation for travel agents in the Mainland and Hong Kong. Through
a series of presentations and consultations with indusiry partners, 39
qualified Hong Kong ground operators seeking to provide high quality

services had parficipated in the scheme as of January 2008.
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