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The HKTB continued to instil creativity in
media publicity programmes to generate
exposure for Hong Kong. In 2011, the Board
adopted a new format and used “fashion” as the
theme of the second Visa go Hong Kong Super
Shopper contest to demonstrate the city's image
as both a shoppers’ paradise and a fashion capital.

Throughout the year, the HKTB also highlighted
Hong Kong's culinary excellence, especially in
wine and food pairing, through public relations
activities in various markets. In addition to
participating in the Bordeaux River Festival in
France and the Food and Wine Classic In Aspen
in the US, it showcased Hong Kong's culinary
flavours in markets like Germany, Taiwan and
Beijing. Besides, the Board arranged a special
"Hong Kong menu”, jointly created by chefs from
Hong Kong and London, as part of the two-week
“Hong Kong. Live in London!” promotion.
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