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Capitalising on the popularity of smart phones,
the HKTB and Cathay Pacific Airways jointly 4 .
produced the DiscoverHongKong Mobile D ISCove rH on g Kon g M 0) bl I o Ap p
App Series, which was among the first travel TRk T .
app series in the world that utilised the : : ! AN
augmented reality (or AR) technology. .

Combining the AR technology with the global
positioning system (GPS) and camera of the smart
phone, the “DiscoverHongKong « AR” application
shows points of interest, shops accredited under
the Quality Tourism Services Scheme and award-
winning restaurants, in visitors' vicinity. Another
application, “DiscoverHongKong - City Walks”,
leads visitors through four themed walking trails
in the city’s urban areas.
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STRATEGIC FOCUS RS E 2

With social media fast becoming a mainstream marketing channel, the HKTB has
harnessed the power of this new media to engage potential visitors around the world

at multiple stages, from building brand awareness and desire, to cultivating brand
‘ambassadors” by encouraging visitors to share their travel experience of Hong Konag.
Leveraging such online channels as travel portals and social networking sites, including
Twitter, Facebook, YouTube and Weibo, the Board extended the reach of its promotions
to a wider audience. In addition to enabling consumers to research destinations and plan
trips, digital innovations have made it easier for travellers to satisfy their desire to connect
on the road and share their travel experience instantly.

Besides, the HKTB launched segment-focused promotional campaigns, such as those
themed on Hong Kong's cartoon character McDull, targeting the family visitors in
Mainland China and Taiwan.
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