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Staying flexible and challenging the status quo

The past year has certainly been an eventful one for us all. It presented
us with both exceptional opportunities — most notably the 2008 Beijing
Olympic Games - as well as unprecedented challenges, as much of the
world fell into the grips of a harsh financial crisis.
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This has been a year when we all have had to dig deep. More than ever, we B AR s R SEH 4 ) A A A D e R Pk
have had to draw on the resources - and resourcefulness — of our teams here B BB EEBNTIGRE > RS/ — T HEE
in Hong Kong and worldwide to quickly adapt to the changing market BRI ERE 7 MR EREN > B —
dynamics. We have to stay flexible, rethink traditional patterns and challenge 75 » JR/E{RE T IEMESS > REF SR W o
the status quo.
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A major part of our work in 2008/09 was promoting Hong Kong’s brand 17E 2008/ 094 JiF 1 T 86 T4 - B 4t Jis 75 s )y LY
identity as an Olympic co-host city. Leveraging the spotlight on the Beijing ; o 7\ " 2 e .
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Scoring our own Olympic success

marketing activities, positioning Hong Kong as a cosmopolitan and vibrant
international city.
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Visitor Arrivals
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One of our anchor promotions was a pan-regional campaign in
collaboration with heavyweight TV channels, in which we promoted the
credentials of Hong Kong as a world-class travel destination with the help of
our home-grown sports stars and celebrities. Showcasing to the world our joy
and pride as an Olympic city, we installed a gigantic illuminated Olympic-
ring structure on the Tsim Sha Tsui waterfront, which added to the stunning
backdrop of our city skyline and created a lasting image of Hong Kong.

Adapting to the changing global environment

As the impact of the global financial crisis swept across different markets
in the third quarter of 2008, we reviewed our investment strategies for the key
markets. We re-deployed our marketing resources to the short-haul markets,
and ramped up our promotions to boost visitor arrivals. We also focused
resources on specific segments, such as the young and family segments,
within short-haul markets.

For the long-haul markets, we maintained a presence to ensure continued
visibility of our destination brand.
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Total Tourism Expenditure
Associated to Inbound Tourism
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Overnight Visitor Per Capita Spending
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Breaking new ground

During the year, we continued to innovate and devise new approaches and
channels of promotion. Among these was the Hong Kong Halloween Treats.
Riding on the Halloween celebrations in the city, which hold strong appeal
to the young segment in the region, we created this brand new promotional
window - on top of our summer and winter promotions — to drive arrivals.

With the immense popularity of the Internet, we enhanced our
digital marketing efforts on various fronts. On top of upgrading the
DiscoverHongKong.com website, we strengthened partnership with leading
travel portals and websites, as well as social networking sites, such as
YouTube and Facebook, to expand the reach of our promotions.
Applications were also developed for the mobile platform.

Our other new venture was the Ding Ding Hong Kong Tram Guide,
available in both web and print versions. Highlighting the dining spots and
attractions along the tram route, the Guide has, since its launch, evolved to
become a valuable PR platform for promoting this culturally unique part
of Hong Kong heritage in various markets.

Deepening our partnership

We all recognise the importance of partnership, and this year the value of
strategic relationships was doubly important. In recognition of the hardship
faced this year by our local tourism industry, we extended a range of
measures to support our trade partners, helping them to get their voices
better heard at international trade shows and expand their market reach
through a series of travel missions.

Another important area of partnership has been collaboration with
tourism partners in the Pan-Pearl River Delta region, including Macau.
Through the years, the HKTB has been actively promoting itineraries
featuring Hong Kong and other Mainland cities, capitalising on our city’s
position as a regional travel hub and the gateway to Mainland China, and
taking advantage of the increased global trend for multi-destination travel.

This year, we saw the fruit of our effort. With the creative and committed
input from partners in both Hong Kong and Macau, we rolled out the “A Day
in Two Cities” itinerary, allowing visitors to enjoy the two SARs in a single
trip with ease and comfort.

Such valuable partnership is a key part of our strategy to position Hong
Kong as a ‘must-visit’ city in any China itinerary and indeed the hub to travel
around the Pearl River Delta. It was a genuine example of win-win, and a
direction in which we see a lot of future potential.
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Satisfaction of
Overnight Visitors
(Max score 10)

Average Length of
Stay of Overnight
Visitors (Nights)
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Building for the future

Also underpinning our market investment strategy was our commitment
to nurturing new emerging markets, namely India, the Middle East and
Russia. In October 2008, we appointed a representative based in Dubai.
Through market outreach activities, we built the networks that are so essential
to our future promotions.

Our other long-term investment is MICE (meetings, incentives,
conventions and exhibitions). In November 2008, we officially launched the
Meeting & Exhibitions Hong Kong, or MEHK, office, making use of the
additional funding from the Government. We steered ahead with this
important initiative to entrench our strong position as Asias preferred
MICE destination, so that we are ready to capture the opportunities when
the cycle turns.

Striving for the best

In 2008/09, we continued to look for ways of improving our standards of
governance and accountability through new and enhanced frameworks, and
to deepen the valuable relationship with our many stakeholder groups.

I would like to take this opportunity to thank each and every one of our
staff. They are all, without exception, committed to the work of the HKTB,
and dedicated to promoting the appeal of Hong Kong to the millions of
people who visit our city each year.

Equally, as a team we are hugely grateful for the wise counsel, guidance
and advice from the Members of our Board, all of whom bring so much
to the strategic direction of our work. Our heartfelt thanks also go to our
industry partners, trade associations and various government departments,
in particular the Commerce and Economic Development Bureau and
Tourism Commission, for their unfailing support and assistance.

Looking ahead into 2010, the economic uncertainty prevails. As we
confront the changing market dynamics, our future tourism success will be
deeply rooted in our ability to initiate change — to anticipate new trends,
develop fresh approaches and exploit burgeoning opportunities. By
challenging the status quo, we can sustain and create tourism growth for the
long term.

Executive Director
Anthony Lau
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