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A platform for Hong Kong’s many faces

Promoting Chinese New Year in the UK

To promote Hong Kong’s Chinese New Year (CNY)
celebrations, the HKTB launched an integrated CNY
Big Bang Campaign in the UK in January 2009,
comprising print advertising, online contests, and
many other activities. In particular, advertising in
conjunction with the free Metro newspaper reinforced
Hong Kong’s unique living culture and featured tactical
travel offers. Branding activities were centred on two
London mainline stations where 30,000 pieces of
fortune cookies with Hong Kong messages were
distributed, creating awareness of the campaign. The
overall promotion reached an estimated 1.3 million
people.

Attracting Canadian TV viewers

To reinforce Hong Kong’s profile, the HKTB
organised an integrated campaign in Ontario, Canada,
targeting the 25- to 54-year-old group. This integrated
campaign was centred on a TV broadcast, the popular
morning show “Breakfast TV”, supported by a
customised mini-site on Citytv.com and a print
advert on MacLeanss. Five special Hong Kong episodes
were broadcast in early October with 30-second
promotional spots throughout the month. The
dedicated mini-site provided information on travelling
to Hong Kong and an online contest with the prize of a
free trip to Hong Kong.
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Call 0208 BI4EREA or visit www.cathaypacific.co.uk to book your Hong Kong holiday
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Distributing fortune cookies in the
London underground to build
awareness of Hong Kong’s Chinese
New Year celebration.
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A print advertisement promotes travel
to Hong Kong during the Spring
Festival.
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The HKTB's marketing campaign
themed “Live it, Love it!"
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Enticing visitors with Halloween treats

For the first time, the HKTB repackaged various
Halloween activities in town as well as trade offers,
launching a month-long promotion in selected
short-haul markets such as the Mainland, Taiwan,
South Korea and the Philippines to target the young
adult segment. The campaign comprised a number of
consumer promotions, tactical co-op programmes,
press conferences and online marketing campaigns.

As a result, a number of special tour packages were
successfully sold and wide publicity was achieved for
Hong Kong in related markets. In Southern China
alone, the Halloween promotional campaign reached
some 118 million people, with a publicity value of
RMB 13 million, and more than 2,500 packages were
sold. As for Taiwan, 30 million impressions were
achieved through various marketing channels, while
HK$6 million publicity value was generated and a total
of 3,000 packages were sold.
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Introducing “hip” Hong Kong to
young Japanese

In Japan, the HKTB conducted an integrated
marketing campaign including online promotions with
MSN and a print advert campaign that targeted the
young adult segment with a key focus on females. The
campaign aimed at reinforcing Hong Kong’s
destination image and stimulating travel desire by
providing information on the latest trends, hip
happenings and hidden treasures of Hong Kong.

Using online blog page “word-of-mouth” effects and
advertorial exposure in fashionable magazines, the
promotion provided consumers with “live”
information instead of typical advertisements. In
parallel with the online platform, full-scale advertising
and in-depth advertorials were placed in newspapers
and top ranking magazines angled towards young
office men and ladies. The gross impressions achieved,

principally among those aged over 18, were more than
46.8 million.
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1-4 Promoting Hong Kong’s Halloween
activities in short-haul markets via
various marketing channels.
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5 With an eye on Japan’s young
female market, promotions
highlight the *hipside of Hong Kong.
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Harnessing the power of the Internet

Given the immense popularity of the Internet for
travel-related research and bookings, the HKTB
expanded the use of various digital channels and
means to market Hong Kong worldwide.

Revamping DiscoverHongKong.com

The revamped website not only refreshed with a new
outlook, improved user-friendliness and its visibility in
search engines, but also enhanced consumer engagement
by introducing a number of web 2.0 and content sharing
features, such as digital map, photo sharing, social
bookmark and RSS feeds. Besides, with the employment
of Content Delivery Network technology, the websites
stability has been greatly improved and download time
was reduced substantially. The revamped website
won the “Standard of Excellence” award in the Travel
category of WebAward 2009 which recognised the
excellence of DiscoverHongKong.com in different
aspects from design, content to ease of use. The
DiscoverHongHong.com website now is available in
13 languages and 19 versions.

Launching dedicated sites for
promotional campaigns

A number of award-winning mini-sites like Hong
Kong Halloween Treats were created. In addition, the
HKTB launched related search engine campaigns on
popular search engines like Google, Yahoo! and Baidu.
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The Board continued to ride on social network
channels like Facebook and YouTube to promote Hong
Kong. For example, a “Hong Kong Fun Challenge”
Facebook game was launched to promote local
attractions. A pan-regional co-op campaign with
Tripadvisor was also launched in early 2009.

Repackaging Hong Kong’s strengths

The Board made use of the Hong Kong Tram, a
century-old mode of transportation, to organise an
integrated marketing campaign based on the insights
of popular local food critic and writer Craig Au Yeung.
Targeting worldwide travellers looking for in-depth
cultural experiences, the Hong Kong Tram Guide
programme promoted Hong Kong’s local dining culture,
cultural offerings, interesting sights, as well as providing
tips on where to shop and dine along the tramway.

Some 800,000 copies of the guidebook were produced
in three language versions as well as websites for various
markets, including Taiwan, Singapore, Malaysia, Japan, the
UK and the US. The project successfully spun off extensive
publicity both overseas and in Hong Kong.

In addition, the HKTB continued to promote Hong
Kong’s magnificent scenery and cultural and heritage
attractions via its Nature Kaleidoscope and Cultural
Kaleidoscope programmes, further enriching in-town
visitors’ experience.
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1-2 Every channel of electronic media is

used to exploit the increasingly
popular Internet.
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The Hong Kong tramway—with a
century of history—is the ideal
transportation for experiencing
genuine Hong Kong culture.
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The "Ding Ding Hong Kong Tram
Guide"targets visitors who seek a
deeper cultural experience.
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The HKTB strives to attract a wider
spectrum of visitors by strengthening
its promotion of culture and heritage.
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Driving global PR publicity

Nothing could be more important to the HKTB’s
promotional efforts than hosting members of the
global media to experience the sights and sounds of
Hong Kong, using a broad spectrum of strategic PR
initiatives to gain extra publicity mileage.

In 2008, the HKTB continued to develop its media
familiarisation programme, inviting journalists from
all over the world to acquaint themselves, their
viewers and their readers with Hong Kong’s unique
living culture. Altogether, these activities generated
coverage worth close to HK$9 billion in publicity.
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