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Hong Kong's tourism industry has withstood the effects of economic uncertainty,
wars and terrorism in the past, as it did again in 2003, but it is doubtful that any
event has affected the industry so critically as the battle against Sars, which raged
from late March to late June. Indeed, for the Hong Kong Tourism Board, a review of
the year 2003-04 is essentially the story of Sars, the devastating effects of the
outbreak on tourism to the city and the means by which the HKTB, the industry and

the community rose to the challenges, turning what was by any definition a calamity

2 into a remarkable recovery.
0 Although there had been concerns at the beginning of 2003, following the October
2002 Bali bombing and with conflict in the Middle East looming, the year began as
0 2002 had left off, with record arrivals in January and February. By March, however,
incipient anxiety caused by the spread of Sars, as well as the outbreak of war in Iraq,
had begun to affect tourism to Hong Kong, and arrivals for the month were only
The Year 3
slightly ahead of those in the previous year. That slowdown rapidly turned into a
o
N / slump when, on 2 April, the World Health Organization (WHO) issued an advisory

against non-essential travel to Hong Kong and Guangdong Province. Visitor numbers

[
R eview 0 fell throughout the Asia-Pacific region, with Hong Kong's April arrivals dropping by

4

almost 65% compared with 2002, and those of May by almost 68%.

Faced with a worldwide reluctance to travel to the region, the HKTB suspended all
advertising and promotions, largely confining its activities overseas to a public
E relations-led communications role. Relationships with key media and travel industry

partners were nurtured through open and transparent meetings, supported by
releases and circulars outlining the true situation in Hong Kong, and explaining the

steps being taken by the industry and the community to counteract Sars. These
EE activities earned widespread respect for the HKTB's credibility, professionalism and

reliability.

Planning the recovery

Behind the scenes, however, the HKTB was working hard to ensure the rapid
recovery of Hong Kong's travel industry as soon as the city was delisted as a Sars-
affected destination. A recovery task force was set up with the travel trade to plan
for the revival, while a report on proposals to attract visitors in the wake of the
outbreak was submitted to the Hong Kong Legislative Council's (LegCo) Panel on
Economic Services in mid-June. This helped to gain LegCo approval for an additional
HK$417 million funding for the re-launch of tourism, HK$379 million of which was

allocated to the HKTB's planned Global Tourism Revival Campaign.
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Welcome Day activities kick off with an impressive flag-raising ceremony at
Golden Bauhinia Square

EEARSETHNABERAR#EAINEREDBRAFSE

Basketball giant Yao Ming lends his support at Golden Bauhinia Square
to the tourism revival campaign

B ERAZ AR I [2RERESE] - HEESEH
BEETHED

33



The Year in Review 2003-04 [ B

34

The travel advisory was lifted on 23 May, following a marked reduction in new infections, but it was not
until 23 June that the WHO removed Hong Kong from the list of Sars-affected destinations. This pivotal
event was marked by a press conference, staged by the HKTB, in which Hong Kong's Secretary for
Economic Development & Labour and the Chairman of the HKTB jointly announced the launch of the
Global Tourism Revival Campaign. The HKTB also shared the good news in a video news release sent to
more than 500 broadcasters worldwide, while Hong Kong mobile telephone operators circulated a text

message that subscribers were encouraged to send to relatives, friends and colleagues overseas.

The revival campaign was divided into two phases. Using irresistible offers and adopting a "Seeing is
Believing" approach, phase | was aimed at encouraging the rapid return of visitors, maximising their
spending and generating positive attitudes towards Hong Kong. More than 430 overseas members of the
travel trade and media were invited within a month of the WHO delisting to discover for themselves that
Hong Kong was again safe to visit. Among the invitees were 130 ethnic Chinese travel-trade
representatives from five European countries, as overseas Chinese were considered especially likely to
make early return visits to Hong Kong. Travel-trade missions were also dispatched to Shenzhen and South
Korea in early July, respectively attended by 200 and 300 trade partners from each market and

accompanied by 150 and 33 members of the Hong Kong tourism industry.

Meanwhile Hong Kong's strengths as a convention, exhibition, incentive and corporate meetings
destination were re-promoted, with letters and "e-blasts" sent to more than 8,650 event organisers,
as well as prominent members of the local business and professional communities, encouraging them
to bring new events to the city. A worldwide direct mailing and advertising campaign was launched
to reinforce Hong Kong's position as an ideal incentive and corporate events destination. The HKTB
also leveraged on major corporate events held in Hong Kong soon after the de-listing — for example,
a Louis Vuitton regional conference on 25 June — to generate "reverse publicity” for the city. As a

result, Hong Kong was able to retain most of the events confirmed for the remainder of 2003.

Hong Kong Welcomes You'!

Although some early small-scale tactical consumer measures were undertaken soon after the de-listing
in markets considered amenable to early travel to Hong Kong — such as Australia, South Korea, the
Philippines and Thailand — the Global Tourism Revival Campaign began in earnest with the launch of the
two-month Hong Kong Welcomes You! promotion on 13 July, held to coincide with Hong Kong's hosting

of the Boao Forum for Asia and World Tourism Organization Revitalising Asian Tourism conference.

The Hong Kong Welcomes You! promotion received unprecedented co-operation and support from
the normally fiercely competitive travel trade. Cathay Pacific, Dragonair and other airlines provided
some 28,000 free air tickets to be used in conjunction with the HKTB's trade and media
familiarisation programmes and consumer promotions. All major hotels in Hong Kong also
participated in a three-nights-for-two Be Our Guest programme, in which 100,000 room nights were
sold during the promotion period. Six new ground tours were also made available to early arrivals,

offering visitors an expanded range of sightseeing options.
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Tourism Ambassador Jackie Chan gives a warm Hong Kong welcome to
the Real Madrid football team

[BRREBEAR] REANBUERFERRBGE

Members of the Liverpool football squad enjoy sightseeing from the Peak Tram

INBEERERERLBEEINEEL

Chinese astronaut Yang Liwei takes a cruise aboard the Star Ferry with
Tourism Ambassador Jackie Chan
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To drive early arrivals, more than 100 promotions were launched under the Hong Kong Welcomes You!
umbrella in key markets around the world. In Taiwan, for example, four major airlines and 12 travel
wholesalers co-operated in a "two-for-one" promotion that coincided with the lifting of quarantine
restrictions in the island, and which attracted 21,000 bookings within a single week. Promotion partners
offering packages in other markets included South Korea's Kookmin Bank and Sogo in the Mainland, while
Octopus cards, Metro Radio and Heli Hong Kong were enlisted locally to provide value-added extras.

Such efforts resulted in the sale of some 226,000 travel packages during the promotion period.

All visitors to Hong Kong received welcome letters and, for those using roaming mobile telephones, messages on
their handsets. Some 950,000 "Welcome Packs" were also distributed during the Hong Kong Welcomes You!
promotion. The pack contained special privileges and offers at more than 150 merchants, and the redemption

of approximately 60,000 vouchers contributed an estimated HK$10 million to the Hong Kong economy.

As a further stimulus to arrivals and visitor spending, a two-month Hong Kong Super Draw was launched
on | August. A number of sponsors offered high-value prizes worth in excess of HK$15 million and the
event was supported by some 10,300 merchants, 37 shopping malls, 170 travel agents, major public
transport operators and 24 taxi associations. The almost one million entries received were estimated to
have generated spending of at least HK$300 million, making the Hong Kong Super Draw the biggest-ever

promotion of its kind in the city.

Star attractions

Positive coverage for Hong Kong was also gained from reverse publicity from high-profile celebrity
visits to the city by the Real Madrid and Liverpool football teams; the Chinese national men's basketball
team, including star player Yao Ming, and the Melbourne Tigers; Olympic skater Michelle Kwan; and
Japanese superstar Yumi Matsutoya (Yuming). On 7 August, extensive overseas media coverage was also
devoted to the personal welcome extended by Hong Kong Tourism Ambassador, actor Jackie Chan, at

Hong Kong International Airport to 200 fans from Japan, Europe and the US on "Meet Jackie" packages.

With more than 520 overseas media members visiting Hong Kong during the two-month period of the
Hong Kong Welcomes You! promotion, total media activities were estimated to have earned HK$565
million-worth of coverage. The 31 July return of the cruise liner SuperStar Leo to Hong Kong also

offered an opportunity to revitalise cruise traffic by arranging a "homecoming"celebration for the ship.

Travel-trade activities at this time included familiarisation visits for more than 1,500 overseas representatives,
Contract Hong Kong workshops for the Southeast Asian, Taiwan, Australasian and Mainland markets, and Imagine
Hong Kong visits for incentive agents. The HKTB co-operated with the exhibitions sector by hosting the first
Asian Exhibition Forum in Hong Kong, which attracted some 400 organisers and industry leaders, while more than
630 local industry representatives joined roadshows to Australia and Japan, taking the recovery message
overseas, as well as to Beijing and Fujian on the Mainland. The HKTB also participated in 12 major international
trade shows, with increased presences of more than 50% in terms of booth scale. The waiving of participation fees

for Hong Kong trade participants until March 2004 ensured the presence of large local delegations at all shows.



FAESRBREDRIBDRG  KARDEZTEERBNRETEFHYE
BOAE - E[FERUR I DEDERE  RERLRLEQSEN [RUEE |
BERNBEE1S0SRERRUNEHES  MEAFTEEHBERLN60,000%
BES AT BEETRNERMN1,00088T -

RE-SROIKERBRABEMEE  KBERESA1BELEADWE
ANTHZHEAME | BEAMBEHEE10,300REF ~ 37THEES -
TTORMATRER TENAARBERBRU4ENTHENIE  AFER
BRBEYDZHAEER1 50088 INRm - REFAWKRIL1008RHR
5 MAARIRABICREANEE ¢ [DEHEAHR | AT RERRK
HHEEHREE -

ERXER

FHNEACBEHENREARARE  TRABBEERZERE MEXS
BERAMNMBERE  EREESAEANTEERS FERE 28
AERE  REBKFFHEAR URBFABEREENEABHES 58
B7R: [BEREAGE| BEREEREAEERBIFTEERKS
MEREEX -BMNAXE 2m [EfEEE ] KRETEREN200
TR EEEIEREZRE -

BBS20NERERETEABWEAN [FEBLL)] FHHBFHE A5 H
EBTREEN5.65BBINEENE - HFEXBRAETAAERSE
B RERBABNBRREZEIATEZN RERULABRETRANE
WER -

MEXRNEDTEERT  EB1,500BEKRXRRREBREZE
KRERXARABZ 88 BN FEARKRBALFHLE  URAM
THENERETHRERRE ERFSHRBIKENKEE 2 & Imagine
HongKongZ 2% 8 - REREEBNREXRSHE  BEM2BERE
[ENREWRE] REINIZABERBREABESE  BH  630
SUEBNERRRSMARN  BXA AN LERNBREETHKE
RE HYEBEE-IMENAE - HREBFSMT12AZTENE
BREREES DREELERUBTBENRAL BUERYBEAES
50%  MERBTHRREBERZ2004F3A2HELRHEENER
AREBMHFELEHNEERAREALR -

Olympic skater Michelle Kwan waves her support for the Hong Kong
Welcomes You! promotion
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Jackie Chan fans travelling to Hong Kong on “Meet Jackie” packages get
a personal welcome from their hero
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The 17 August Welcome Day extravaganza served as a spectacular high point of the Hong Kong
Welcomes You! promotion, enabling visitors to see for themselves that Hong Kong was back to its
dynamic best. The event, which showcased the very best of Hong Kong, introduced guests to one of
its core product strengths — dining. Some 3,000 guests, including industry leaders and politicians from
overseas, consular representatives, government officials, celebrities, overseas media representatives
and consumers travelling on special packages, attended a lavish Welcome Banquet featuring Best of the
Best Culinary Award-winning dishes, the first time such a large event had ever been used to highlight the
Awards. Prior to dining, guests were treated to the premiere of Strato-Fantasia, the first multimedia light
and sound show of its kind in Asia and the biggest in the world. The show spearheaded the enhanced
Mega Events programme, which formed a core element of the Global Tourism Revival Campaign, and

subsequently won the 2004 Multimedia Show Award of the International Laser Display Association.

The first phase of the Global Tourism Revival Campaign created more than HK$! billion-worth of
media coverage for Hong Kong, sold some 226,000 packages, ensured that 93 major events would be
held in the city by the end of the year and stimulated some HK$300 million in spending through the
Hong Kong Super Draw. It also ensured a rapid return of visitors to Hong Kong in the short term.
After receiving just 427,000 arrivals in May, Hong Kong welcomed more than three times that
number in July, and celebrated a record August with |.64 million visitors — then the second highest
total ever achieved in a single month. Hotel occupancies rose from the May low of 17% across all
categories (with the same figure for high-tariff hotels) to 88% percent in August (with high-tariff

properties rebounding to 84%).

Hong Kong - Live it, Love it!

With these remarkable achievements under its belt in little more than two months after the Sars
crisis was declared over, the HKTB moved to the campaign's second phase. This was aimed at
sustaining the revival into the long term and restoring long-haul arrivals — which were expected to
take longer to recover than those from the Mainland and short-haul markets — to pre-Sars levels of
growth. Phase 2 was spearheaded by the |5 September Hong Kong premiere of the new Hong Kong
— Live it, Love it! global brand marketing campaign and its keynote television commercial in which

Jackie Chan welcomes visitors to his hometown.

The Hong Kong — Live it, Love it! campaign was progressively rolled out during September and October
across the 16 markets that provide Hong Kong with more than 90% of its visitors. It adopts an
emotional approach, positioning Hong Kong in the face of intensified competition as a sophisticated and
diverse destination that promises a wide variety of unique experiences and touches the senses of all
visitors. The Hong Kong — Live it, Love it! theme remains the HKTB's principal marketing and promotional
platform, which, by showcasing the city's four "core strengths" — its shopping, dining, a culture and
heritage that fuses elements of both East and West, and its unique combination of city, harbour and
greenery — demonstrates just how much there is to see, do and enjoy. By urging potential visitors to

take a fresh look at Hong Kong, it effectively combats the "seen it all, done it all" syndrome.
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HKTB Chairman The Hon Selina Chow picks the winners in the Hong Kong Super Draw
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The Strato-Fantasia multimedia show lit up the Wan Chai harbourfront
from mid-August to mid-September

%ﬂi@qlégﬂ RETHNEHTHHRYALER | CEFEZNRIEMER

39



The Year in Review 2003-04 [ B

40

Besides the commercial, which was screened in 30 cities around the world, the consumer
campaign was supplemented by an integrated global marketing programme, including high-
profile launch promotions, newspaper and magazine advertising, public relations activities,
roadshows, participation in consumer fairs and an online game to expand the campaign's
reach via the Internet. The latter was visited by 1.34 million surfers and received more
than 300,000 entries. Major Hong Kong — Live it, Love it! activities around the world
included roll-outs in New York's Times Square, San Francisco's Union Square and London's
Covent Garden, and subsequent market research confirmed that the campaign effectively
reinforced Hong Kong's position among Asia's leading destinations. Further publicity was

gained through live broadcasts from Hong Kong by UK and US TV and radio stations.

Maintaining the momentum

The HKTB's Mega Events programme continued during September with the Mid-Autumn
Lantern Celebration, capitalising on one of Hong Kong's most popular traditional festivals.
Reinforcing the Hong Kong — Live it, Love it! message by creatively promoting the city's
"core strengths", generating immediate short-haul arrivals and maintaining interest in the
city in long-haul markets, the event was widely marketed and publicised overseas. To
leverage on the event, |4 special packages were offered by operators in the Mainland,
Japan, South Korea, Southeast Asia and Taiwan, with further promotions organised in

France and Germany.

Momentum was maintained into October through the International Musical Fireworks
Competition. This Asian first featured a contest between award-winning fireworks display
teams from Hong Kong, Italy, Japan and the US, symbolising the city's role as a cultural
meeting point, and highlighting the spectacular harbour setting. Three events were staged
on |, 5 and 12 October, attracting combined audiences of more than 1,160,000, and
helping to boost October arrivals to an outright monthly record of 1.7 million. Covered
by 65 local and 30 foreign media, and broadcast live on Mainland and Japanese TV, the

competition reached an estimated 240 million viewers.

Special packages from the Mainland, Taiwan, North and Southeast Asia, and the US were
offered during the 38-day Hong Kong WinterFest, which lasted from 28 November until 4
January 2004. Arrivals during Hong Kong WinterFest reached almost 2.2 million and helped
to boost the December total to 1.79 million, a second outright monthly record since the
Global Tourism Revival Campaign began. Total arrivals for 2003 stood at 15.54 million,
just 6.2% below 2002's record total of 16.57 million, while the December hotel occupancy
stood at 88%, bringing the average for the year to a respectable 70%. Given the

circumstances, these were highly satisfactory achievements.
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Singer Kelly Chen featured in a TV spot publicising the Hong Kong Super
Draw during August 2003
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Teams from Italy, Japan and the United States took on Hong Kong in the
International Musical Fireworks Competition
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With some 200 trade and media representatives invited to the city to experience the
event, Hong Kong WinterFest is estimated to have generated local and overseas publicity
worth HK$55 million. Moreover, the Passport to Amazing Offers distributed with 900,000
copies of the Hong Kong WinterFest Activities Guide stimulated expenditure of around HK$6
million, with a further HK$2 million generated through a related Shopping & Dining

Delights promotion.

Record January figures of 1.75 million — the second-highest total for a single month — marked the
beginning of 2004. This was partly the result of the 22 January 2004 International Chinese New Year
Night Parade, held for the first time both after dark and in a new Tsim Sha Tsui location. Coinciding
with a Lunar New Year "Golden Week" holiday in the Mainland, the parade attracted some 280,000
spectators, and was covered by more than 100 media guests from |7 markets. It was also relayed to
viewers across the Mainland by Shanghai TV, and broadcast by 15 stations overseas, with an estimated
audience reach of 340 million. Some 7,500 special packages were also sold to travellers from the

Mainland, Taiwan, Japan, Southeast Asia and the US.

The opening of the Avenue of Stars in April 2004 wrapped up the second phase of the Global Tourism
Revival Campaign. Conceived after HKTB surveys showed that many visitors were highly interested
in movie locations, this new permanent attraction on the Tsim Sha Tsui waterfront leverages on the
growing international appeal of Hong Kong cinema and stars, enhances the city's image as a
fashionable and cosmopolitan destination, and provides an additional marketing platform for tourism-

related businesses to promote Hong Kong overseas.

The Mainland factor

The steadily closing gap between pre- and post-Sars arrivals from overseas markets clearly
underlined the effectiveness of the Global Tourism Revival Campaign during the second half of 2003.
While these markets continued gathering momentum, however, arrivals growth was driven by the
Mainland, which posted month-on-month increases between July and December that never dropped

below 22.6% and rose as high as 43.4% in August.

Although the strong demand to travel among Mainland consumers continued to play an important
part in this growth, Hong Kong also benefited from a number of measures stimulating cross-
boundary travel. The Closer Economic Partnership Arrangement (CEPA), for example, was
implemented on | January 2004 to strengthen economic co-operation between the Mainland and
Hong Kong, eliminate tariffs and other barriers, promote trade and investment, and liberalise trade in
services, while a provision that permits individual travel to Hong Kong to Mainland residents has had
an especially dramatic effect on cross-border arrivals through the implementation of the Individual

Visit Scheme (1VS).
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The 3rd annual Best of the Best Culinary Awards attracted 380 entries from
157 Hong Kong restaurants
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The HKTB tailored several publications for the
fast-growing Mainland market
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Launched on 28 July 2003 to residents of four cities in Guangdong province, IVS was
quickly expanded so that individual travel was available to some 158 million Mainland
citizens in Guangdong province, Beijing, Shanghai and nine other major cities, within less
than a year of its introduction. In March 2004, more than 331,000 IVS permits were
issued, while the scheme's long-term implications are underlined by the fact that IVS
accounted for 3.64 million visitors in the first nine months of 2004, 33% of all Mainland

arrivals.

2004 and beyond

The success of the HKTB's Global Tourism Revival Campaign was evidenced not merely in
sustained arrivals growth from the Mainland. The first quarter of 2004 saw impressive
increases in arrivals from long-haul markets, and by the middle of the year the majority of

Hong Kong's key markets had returned to pre-Sars levels of month-on-month growth.

Uniting the travel industry and the entire community behind the HKTB's efforts to
restore tourism to pre-crisis levels, the Global Tourism Revival Campaign ensured a V-
shaped recovery across most major markets, enabling the industry to bounce back rapidly
from its worst crisis ever, and to do so faster and stronger than any other regional
competitor. A tribute to the flexibility and responsiveness of the HKTB and the industry
as a whole, this achievement also underlined a spirit of co-operation that should stand

Hong Kong tourism in good stead in years to come.



[MEAE] BEA200357A28B XA ERRE4AATHT  REES
BR H-F2zr CEMEREERRE LR LBREMIEZEH
o XENARERET.G8FA - H2004F38  FHETAEEER
331,000 TMEA¥E ] %X 2004 FHIER  AREZFUBEAS
HRBHHIABAR  ERERELHMNIY%  ERBEERRNRESE -

2004 RKRKEE

[2HREHEETE] OB RRERSRBREARSELR » £2004F
F-F RERFEZEM ZF20045%  ABIIENFETERAE
2 BEEE [DL] AIHKFE-

RERH [2RRBELEENE | EERBEXRREAULBNNIECIKE
XEAZ DL AMKFE SABITENRBEVERE  EPER
CEERUNZREAARERRE  ESEALERHEMBEHFES
BERERY HANGEAEERE  2ERBERREABABLE -
HNBERE EOBIGENEERS  AEBREXNARERE
ETRERE -

Shopping remains one of the most popular activities among visitors to Hong
Kong, with dried seafood being a favourite purchase
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Fun and relaxation are the keynotes in Hong Kong's stylish nightlife areas
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