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Capturing Opportunities Through Closer Partnership
T A1 |

The HKTB reaches out extensively and regularly to iR 3% JR) A5 L BRL R A0 A R AT 2 R A
various stakeholders, including the tourism-related TR B R 1 B A E BRI
sectors and other partners. During the preparation, 1 30 OUE S 1 A RO B o ik B R TE
implementation and evaluation of its annual work plan, 5T~ VAT B A 4R B AR Rl - IR
the HKTB also arranges a series of consultation with HEAT 2 UK BRLR O # OR R o
these stakeholders.

il 2 R AL D
Embracing challenges with trade partners I 5 0 O 122 B G T I

In view of the establishment of cross-strait “direct BT B PR TS > v A S T o
links” and the gradual expansion of charter flight A7 SR S8 12 B R o A L U >
services, which affect the position of Hong Kong as iR R RS 3 WA K e A s - B
a transit hub, the HKTB has strengthened its FrBA R YT 5 Sl DA S R B
promotion of Hong Kong in Taiwan. The Board aims H AN BRI B R S| 2
to open up new visitor source cities, attract more TR Bk A » R AL AE VB B
visitors with high spending power from the business, (R ] -
family and youth sectors in the island, as well as extend T Bk BE R AT 2 SECE R Bl
their period of stay in Hong Kong. J20094F 37 56 48 3 Ft 3K [ 21 3y

To further this objective and to reinforce Hong Kong’s B8 o A i e AR 0 6
position as a must-visit short-break destination, the Z e
HKTB organised a market visit to Taiwan in March 2009. = U B AR A #5044 3k

Together with some 50 representatives from 40 local O3 FIA B 4O M 6 47 P I ~ S5 86 A0 i 7
travel organisations, including hotels, attractions and FEAE TR A o 58 S R SRR A 80 13

travel agencies, the HKTB met with more than 80 HEAGAL G R E AR TAL I 1 TheHong Kong wavel trade
travel agency representatives from Taipei, Taichung FG T L AR B R R Zifﬁ::;z gl;r,:egg/mn (0 boost
and Kaohsiung. This was the largest-ever market visit IS ﬁ %73 a ﬁ‘ﬁj o jﬁiﬁ fE%‘ j(/?g ;;j(‘o BHERERCKEE 5 6L %
to Taiwan organised by the HKTB. Representatives of ES VR E S LN R {DIE S SRt EEEE °
the local travel trade were able to provide their Taiwan i A8 b O B BT AR B RT AT Unique tourism products serve to
counterparts with the latest market information 155 B 5 (19 3 2 o LA B B 4 B LA attract Taiwan’ female segment.

U ENEERRS EEL]
on Hong Kong’s products, as well as discuss the gg‘é;iﬁﬁ/%m wE s A

development of new products and promotions for the
Taiwan market.
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1 Tourism products targeting
Indian family travellers.
FEEE F RN & IS
1Bk 2 m ©

2 HKTBorganises the largest-ever,

India-bound travel trade

delegation.
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3 HKTBleads a travel trade

delegation to open up the

Middle East market.
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Exploring emerging markets together

To tap the opportunities arising from the bilateral
aviation agreement between India and Hong Kong, the
HKTB arranged for Hong Kong travel trade partners
to meet with their counterparts in New Delhi and
Mumbai in May 2008. This was followed by the
largest-ever travel trade delegation to four key Indian
cities in September 2008.

In October 2008, the HKTB appointed a
representative in Dubai to capitalise on opportunities
in the affluent Middle East market. Working with
different partners, the HKTB continued to cultivate
awareness of Hong Kong in this growing market and to
expand trade and media networks.

In Russia, the HKTB expanded its marketing reach
and trade network through its representative office set
up in August 2007. To enhance consumers’ awareness
of Hong Kong, the HKTB launched public relations
activities, co-op promotions with the travel trade and a
new Russian website on DiscoverHongKong.com.
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28 R L 15 2

7 i B E JE 5% 25 M 00 i 2 W A%
ik 8% J5 12 2008 47 51 % P il i 2 S Hi
7L o 7 LR o o L M [ S %
A o HAR > IRRI4EON - iR B SR 22 PE
JER ARG di R K5 A 14 ik 2 51X 3% T P
I B R T T AT - R B iR
e 3 T B

RN D B R LR I T
AP > 20084E 107 - TR ¥R TEALFE 2R
AT o S A AT o i % SR L B [
WA 5 VR R 1 > BE AR TH B i AR 1S
A 7 SR T 855 1A 1 R 45 R Sl 0
SERM B A -

BE A - ik 8% R 48 A5 R R 2007 4F
8 1 7 Mk A M & AL 19 b [ AR A
fRe 1M 40 J& T B A0 3K B A A o B Uk
Z AN o R R SR SUAE MR A U R B B
6 B o BLSE R O A A R NI HE
DiscoverHongKong.comf i 44t »
MU BEBHAEEHEFEN



Offering support to the travel trade

In view of the economic downturn, the HKTB
announced in November 2008 a scheme to offer
concessions to members of the travel trade joining
HKTB’s promotions with effect from 1 January 2009.
The HKTB has allocated HK$21 million from its
reserve for providing these concessions across two
fiscal years of 2008/09 and 2009/10. This was aimed at
helping them reduce their marketing expenses.

Throughout 2009, the local travel trade could enjoy
a 50% discount on the participation fee for joining
booths set up by the HKTB at travel trade shows, as
well as for overseas travel missions organised by the
Board. The fees collected were re-invested in campaign
activities in respective markets for the promotion of
Hong Kong and the travel trade. With the
implementation of these measures, the number of
planned travel missions in 2009 was increased from 6
to 12. Besides, the number of participants in travel
missions doubled. Merchants of the Quality Tourism
Services (QTS) scheme also benefitted. The
certification renewal fee for existing QTS merchants
was waived in 2009, and for new QTS applicants a 50%
reduction of the application fee was applied.

Capturing Opportunities Through Closer Partnership

iR A A

travel trade representatives joined
HKTB's familiarisation trips
to Hong Kong in 2008.
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1 Travel exhibitions enhance
Russian consumers’
awareness of Hong Kong.
BBHRLER - D15 A
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2 HKTB's newly launched
Russian website.
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Establishing partnerships with non-travel
trade partners

To further showcase Hong Kong’s reputation as the
Culinary Capital of Asia, the HKTB supported the
Dining With Stars programme, which was spearheaded
by Hong Kong Tatler and sponsored by American
Express. 30 local and international celebrities
supported the campaign, and their endorsements of
50 top-notch Hong Kong restaurants were published
in a special booklet.

A number of other food-related marketing
campaigns were organised with trade partners
worldwide, leveraging the publication of the Hong
Kong/Macau version of the Michelin Guide, in order
to arouse visitors’ interest in visiting Hong Kong and in
exploring the city’s diverse gastronomic experiences.

In addition, the HKTB leveraged on its non-travel
trade partners’ network and customer database for
targeted consumer promotions. For example, the
Board partnered with China UnionPay in promoting
“Hong Kong Halloween Treats”, making use of the
latter’s customer database to attract young travellers in
Southern China to experience the fun of Halloween in
Hong Kong. Building on the platform of other Mega
Events throughout the year, the HKTB executed
various promotion programmes with QTS merchants
to offer visitors attractive privileges and ensure their
patronage.

i )R 2008/ 09

HHAS AT 45 L B EBAR

AUEREA (B e 2 #0 ) A9 &
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(Hong Kong Tatler ) ¥ i - 3% [ i
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1-2 HKTB fully supports the Dining
with Stars programme.
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Fostering two-way tourism with Japan

The HKTB partnered with various neighbouring
destinations to develop new tourism products. For
example, the Board, the Tourism Commission of the
Hong Kong SAR Government, the Japan Tourism
Agency and Japan National Tourism Organization
jointly announced the Hong Kong-Japan Tourism
Exchange Year promotion in January 2009. The Hong
Kong SAR’s Chief Executive officiated at the launch
ceremony in Tokyo. Comprising a series of tourism
and cultural events, the programme aimed to enhance
the bilateral relationship between Hong Kong and
Japan and to foster tourism and cultural interflows.

Capturing Opportunities Through Closer Partnership

R 11 F 7S HE o, B[] Je 5

i % Jm — . B 2 R R A0 i 2 A B
1 > B % 475 7 8 7 R0 B4 i 2 907 8 i
0 > i % Je Wi 7] A 8 4 [ IR UA ik 7
HEE - AARBE 3@ B ERMA
A B SR A SR 7E 2009 4F LH ELAf - # i
5y TR W AR BB 38 AR ) R 3k i
EE) - BB B R R AT
mEERFERESTEREE E R -

[FHEHABOCRE] FEHEZ %
o — B R R &M
SALEIH > AU R T FEEME AR
B8 BRAR > [5] IR 2 o 79 iR 702 A SC Ak

I
ALY ©

RUNG, LIVE T1. LOVE]

N RS- Ty

iR A A

1 Jackie Chan, Yoshino Kimura

and Hiroki Narimiya join
hands to publicise “Hong
Kong-Japan Tourism
Exchange Year”
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Discount booklet for

"Hong Kong-Japan Tourism
Exchange Year”
[&EAXRE L F
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The “Hong Kong-Japan Tourism
Exchange Year” kicks off.
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