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The year 2011-12 proved to be another spectacular one for
Hong Kong's tourism industry. For the first time ever, yearly
visitor arrivals topped 40 million, generating over HK$263
billion of tourism receipts, 24% more than in 2010.

Capitalising on robust economic growth across Asia, we
intensified our marketing efforts in short-haul markets.

We also expanded our reach in the new markets of India
and the Middle East, increased investment in Russia, and
entered two more markets — Vietnam and the Netherlands.
Altogether, more than 70% of our market budget was
invested in the international markets, underscoring our
longstanding commitment to diversify Hong Kong's visitor
portfolio.
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The year saw a record performance in a number of short-
and long-haul markets. Equally encouraging, there was solid
growth in overnight vacation arrivals, which increased by
almost 15% year-on-year, while high-spending overnight
MICE (meetings, incentive travel, conventions and
exhibitions) arrivals rose by 9.3%.

Best Travel Experiences

A major focus of our work in 2011-12 was fortifying our
tourism brand, to build a stronger image of Hong Kong
among global travellers.

We rolled out a new global marketing campaign around the
theme 'Hong Kong. Asia’s World City' In sync with the SAR
Government's ‘Brand Hong Kong;, the campaign highlights
our city’s international setting, cosmopolitan lifestyle, unique
cultural fusion, trendsetting fashion and great diversity of
attractions, which culminate in some of the best and most
unique travel experiences available anywhere.

To convey our brand proposition that in Hong Kong every
moment is a different world, we developed a series of
compelling print and video marketing materials. High-profile
launch events were staged in major source markets, such as
the UK, where we turned the upscale South Molton Street
in London into a fairground showing Hong Kong's colourful
flying dragon motifs along with cultural performances.

Best Fun & Celebrations

Our campaign goal was to create stronger desire for travel
to Hong Kong. To attract and excite potential travellers, we
enriched our annual events calendar, increasing the number
of promotional windows from six to 10.

Each of these promotional windows featured a host of
events by different parties, including local festivals and
cultural celebrations, as well as mega events organised by
the HKTB.
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One of our new initiatives was the ‘'Hong Kong Mid-Autumn
Festival’ promotion in September 2011, which showcased
the colourful celebrations across the city during this popular
traditional Chinese festival, including a Lantern Wonderland
and a Guinness World Record-breaking lantern installation in
Victoria Park.

New elements were also injected into recurrent mega
events, such as a larger Grand Tasting Pavilion and themed
nights during the Hong Kong Wine and Dine Festival, a
carousel and tall Christmas tree in Central’s Statue Square,
as well as an outdoor ice-skating rink in Tsim Sha Tsui East
during Hong Kong WinterFest.

Best Marketing Channels

To communicate all these extraordinary experiences
embodied in our tourism brand, we substantially enhanced
our digital marketing efforts, leveraging web and social
media channels.

During the year, we revamped our global consumer website
www.DiscoverHongKong.com with a new design, enhanced
content and additional functions. Online campaigns were
developed for celebrations such as Halloween, while

social networking sites and influential blogs, including our
Facebook and Weibo page, were used to spread the word
and extend the reach of our promotions, especially to the
younger segment.

Our other strategy for building advocacy and word of mouth
involved PR and media promotions. Working together with
print, TV and online media around the world, particularly
reputable, high-rating TV shows, we brought the spotlight to
Hong Kong. Pan-regional PR campaigns were also organised
to maximise pubilicity for our destination offerings, such as a
food and wine campaign across major European cities in the
summer and the second staging of the 'Visa go Hong Kong
Super Shopper’ contest in August.
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Best Visitor Experience

Back in Hong Kong, we undertook a number of initiatives to
enhance the quality of the visitor experience, which is ever
so important to uphold our brand image.

We renovated our visitor centre at Hong Kong International
Airport to better serve visitors. For the third straight year,
our‘Hong Kong Pals' programme recruited local residents
to share their travel recommendations with travellers at our
visitor centres.

Riding on the popular mobile trend and high penetration of
smartphones, new mobile apps were created to provide in-
town visitors with convenient access to travel information.
In May 2011, we broke new ground and launched the
DiscoverHongKong Mobile App Series, one of the world'’s
first smartphone travel applications that makes use of
augmented reality technology.

Meanwhile, we continued our marketing push behind the
Quiality Tourism Services (QTS) scheme, which provides a
benchmark of service excellence for merchants in the retail
and dining sectors, hair salons and visitor-accommodation
facilities. To commend longstanding merchant members
for their quality services, we organised the first-ever QTS
Merchant Awards in June 2011.

Best Partnerships

Our other key focus during the year was building co-
operative partnerships. Throughout the year, our marketing
efforts were underpinned by a strong collaborative spirit —
whether it was rolling out tactical promotions with airlines
and travel agents in source markets, participating in
international trade shows and travel missions with our travel
and hotel industry partners, or staging mega events with
the support of our business community at home.
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In September 2011, we launched a new initiative, “Lantau
Island: An Inspirational MICE Destination’, together with the
attractions, hotels and venue operators on Lantau Island, to
promote the island as a MICE hub.

With the new cruise terminal at Kai Tak scheduled for
commissioning in mid-2013, we stepped up co-operation
with cruise lines and operators to promote Hong Kong's
offerings as a major cruise hub.

In the area of multi-destination travel, we furthered our
collaboration with the tourism organisations in Hainan,
Macau and six other cities in the Pearl River Delta to promote
the region to global travellers. Together we attended major
trade shows and hosted roadshows in a number of markets,
including the US, where we co-funded with Guangdong
and Macau a TV programme by famous traveller Richard
Bangs.

I am immensely grateful to the Government, the Travel
Industry Council of Hong Kong, our travel trade partners,
and other organisations in various sectors for their strong
support and collaboration during the past year.

My gratitude goes to the Chairman and Members of the
Board as well, for their invaluable insights, counsel and
advice.

Last but certainly not the least, | would like to thank all my
colleagues in the Head Office and Worldwide Offices for
their hard work, commitment and professionalism.

At the time of writing this report, 2012 is proving to be a
challenging year for Hong Kong tourism, as global economic
uncertainty continues to deepen. Nevertheless, we believe
our city holds great potential: we have attractive tourism
offerings, some of the most unique travel experiences
available anywhere, and a powerful brand.
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We will continue to address market changes with flexibility EHTHEE - RPGEERSEEMEME

and creativity, to foster partnerships and create business BRI - WhHNREERBHNESIEREAE

opportunities that will bring greater value to our industry i RERUNEHEZR  HFREAREZ

partners and the community at large. fm o

Together we will show to the world that Hong Kong is REFE R IR EE HF A [Hong Kong + Simply
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