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Integrated Public Relations Activities

Through different public relations (PR) activities, HKTB extensively publicised Hong

Kong’s tourism appeal. During the first-ever “Visa go Hong Kong Super Shopper” contest,
international media was invited to follow the eight teams of contestants from various visitor
source markets and captured their heart-racing shopping expedition in the city. The resulting
media coverage helped to spread the message of the city as a shoppers’ paradise.

In another example, the HKTB collaborated with the local film industry and an illustrator

to create an animation based on the Hong Kong-produced film “Mr and Mrs Incredible’,
highlighting Hong Kong’s appeal during the winter season to consumers in the region.
Meanwhile, the HKTB and Animax jointly invited cosplayers from various Southeast Asian
countries to a Halloween function in Hong Kong to showcase the spooky fun in the city via a
programme of the network.
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STRATEGIC FOCUS // ACHIEVING UNLIMITED MILEAGE WITH PR ACTIVITIES
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Promoting Hong Kong through
Different Media Channels

The HKTB strived to maximise publicity through cost effective PR
campaigns in collaboration with the media. Not only was the media
invited to publicise its mega events, but the HKTB also organised
familiarisation tours so that the media could learn more about Hong
Kong. For instance, TV station Discovery Channel and pop stars from
Korea were invited to introduce the traditions and customs during the
Hong Kong Dragon Boat Carnival.

Meanwhile, popular bloggers were also invited to experience Hong
Kong, so that they could recommend the city to their fans.
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STRATEGIC FOCUS // ACHIEVING UNLIMITED MILEAGE WITH PR ACTIVITIES

Showcasing Hong Kong’s
Diversified Appeal

The HKTB flew the Best of the Best Culinary
Awards-winning chefs to France, where they
demonstrated the pairing of Chinese delicacies
with Bordeaux wines to visitors and media at
the Hong Kong Pavilion. Back in Hong Kong,
the HKTB arranged for these chefs to indulge
special guests and media executives from both
Hong Kong and overseas with their signature
Chinese dishes.

The HKTB published A Guide To Hong Kong
Arts & Culture, in which Hong Kong artists and
cultural workers share stories of Hong Kong art
and culture in selected districts, for visitors to
appreciate the distinctive fusion of Oriental and
Western cultures.
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