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Festive Hong Kong 2010 at a glance...
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Rolling Out Impactful
Thematic Promotions

Using the “Festive Hong Kong 2010”
marketing platform, the HKTB launched a
series of publicity campaigns based on various
festivities. With the thematic advertisement
“Hong Kong. A World of Celebrations’, the
HKTB highlighted the exciting year-long
sequence of festivals and events, and the
unique fusion of Chinese and Western cultures
in Hong Kong. Visitors were encouraged to
immerse themselves in the festive ambience
during their stay in Hong Kong.

B i S arketing

LA (2010 FHSHEI A ) WIERET-& -
fife B R i — R S BR AR B AR R RER E

(I [ o %8 ) 7E 2 BR A L T oh P lat O
Fl - MEKS R | B DR > R l l l l l

ISR R AR AN AR 00 TP T B B A R
ZE B AU P P UL E AR > SRR
FOREAEAL T RF I ACHE - #RBERNZ B il
TR 1Y B BESRUR -

HONG KONG TOURISM BOARD ANNUAL REPORT 2010/ | 35



It’s All Happening

EREE AR BHRR : in Hong Kong!

Cattural Celebrations

» Diversified Promotional Channels

“bdyoTaty oMy The HKTB promoted Hong Kong’s festivities through a number
cult“ ral ey of channels, such as producing different types of visitor’s
- |Paracie of Colowrs) . . . . .
Celebrations pTowscning e guides, consumer v1deo§ and posters, to hlghhght happe“mng.s
“BthdayolTumiing 21Ny taken place during the six promotional windows under “Festive
ey 2910 FRTRTR SN Hong Kong” The HKTB also rolled out campaigns in a number

of overseas markets leveraging on events such as World Expo
2010 Shanghai.

In addition, the HKTB continued to adopt creative
communication approaches, such as publishing the Hong Kong :
Living Culture Guide based on the Chinese tung shing, and —
introducing family-friendly attractions using the Hong Kong

cartoon character McDull as the ambassador for the first time.
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A marketing campaign invited
“cool dancers” to take part in the
Hong Kong Summer Spectacular
Music Video and share the videos
on the Internet, a fun and effec-
tive way to promote the mega
event through the Internet.
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Dedicated “mini-sites” were created to high-
light different offerings in the six promotional
windows under “Festive Hong Kong 2010".
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Integrated Digital Marketing

With growing popularity of digital media, the HKTB expanded its digital
marketing efforts, including the ‘Hong Kong 365’ section on website to
showcase all events and festivals in a single timeline, and online games for
Hong Kong Halloween Treats that leveraged on the impact of the Internet.

Many visitors now like to get travel recommendations on social media
platforms. In view of this trend, the HKTB developed the “Through
Visitors’ Eyes” platform to showcase photos, videos and blogs related to
Hong Kong, helping to stimulate visitors’ interest to travel to Hong Kong.
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Rlaktg E . =2 a number of mobile games
themed on traditional festivals
were developed to raise visi-
tors’ interest.
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HONG KONG. BEST PLACE. BEST TASTE.
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