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MARKET PERFORMANCE

2023 TOTAL
ARRIVALS
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Average Monthlv
(4255 1ecovery)
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Source: Immigration Department, Cirium
Note: Provisional figures for Feb'24 based on arrivals by Nationality
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MARKET PERFORMANCE

2023 TOTAL
ARRIVALS

NZ 44K

(400~ rCeovery)

Source: Immigration Department, Cirium
Note: Provisional figures for Feb'24 based on arrivals by Nationality

A 697
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2023 124
Q1 Q2 Q3 Cct Nov e Jan Feb

Averar'~ Month’,

9.4k 10.0k 7.2 10.8k 10.9k
2018 T3¢ < 8.0k
- 4.5k
2023-24 35k 3 1k 4.4k 3

1.7k

Latest Recovery

47%

% Recovery (2018 level)



MARKET PERFORMANCE

2023 H2

Australia
Overnight visitors

179K....

(41% recovery;

Vacation

LIzNC'iHd OF STAY

\ 24— > Leisure visitors improving
23 H?2 4 nlg htS > Recovery of MICE visitors is faster than 2018

> VFR is the second main purpose of the visit

(2018 LOS at 3.8 nights)

Source: Immigration Department, HKTB Departing Visitor Survey (DVS)



MARKET PERFORMANCE

2023 H2

New Zealand
Overnight visitors

31K-... a3

(42% recovery; ' (2018:56%)
. (201.-1%)
LIZNCTH OF STAY /,\

: v W
e 9 \ 24 e Leisure visitors gaining ground
23 H2 « ; . nights > Recovery of VFR and stopover visitors is faster

> Business travel on par as 2018

(2018 LOS at 3.5 nights)

Source: Immigration Department, HKTB Departing Visitor Survey (DVS)



MARKET PERFORMANCE

Australia
Overnight visitors
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(total)
SPENTING SATISFACTION: AVE AGE: 39.7 REPEATERS:

More on F&B 8.8 /iopis -2.2Y.0. 87% +17%

Gender: M55%/ F45%
Note: recovery is 2018 vs H2 2023

Source: Immigration Department, HKTB Departing Visitor Survey (DVS)



MARKET PERFORMANCE

New Zealand
Overnight visitors
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(total)
SP=NDING ON SATISFACTION: AVE AGE: 39.6 REPEATERS:
Entl\élrot;?non?ent 89 / 10pts _Z'y'O' 71% +5%

Gender: M55%/ F45%
Note: recovery is 2018 vs H2 2023

Source: Immigration Department, HKTB Departing Visitor Survey (DVS)



AI R c APAc I TY Seat Capacity Recovery Against 2018

Brisbane

AU

Perth
Avuckland

Sydney

Melbourne
Christchurch

Source: Cirium



MARKET OUTLOOK
ECONOMIC

» 4.1% Unemployment: slightly increasing

» 4.1% CPI Inflation: steady and ea<ing
e Food, hoticing and insurance costs are driviing taflalion
e Holiday travel and accumiv cdeatcrn (-7.1%)
> _OW cor suinz c:oimiuence with reduced snenZing on household
coods
» 1.4% = jowest annual growth rate since the COVID-19 pandemic
» AUD remains sluggish against USD/HKD at USD$0.65 and HKD5.10



MARKET OUTLOOK

» Qutbound travel recovered to 88% of 2019 levels, with Syverall air
capacity at 92%

» Indonesia overtziies New Zealand as the ton travel dasoniauon

» 10p 5 destinations: Bali, New Z2a and, US, UK, Japan

» nbound @2 ta Austrahia had a slower recnv'Ciy reaching 76% of
2019 levels

» Srending un overseas holidays fell 9%

» Shorter booking window for flights to Hong Kong

» Travel is a priority



MARKET OUTLOOK
MEDIA

Positive destination coverage up by 117%

» Ongoing focus on political news

» Australia's news dominatcg vy 3 publishing houses, limit'ng 1igh-
reaching vutlets

» (3rowing popularity ci intc=2pendent media for unbiase? news agendas

» Key Vedia Houses

Newws &*.7,/ Australia
::Ni . o0
o000
o00 Ine P o SEVEN WEST
wi?




CONSUMER

Al-driven personalised planning, sustainability
and reprioritisation of travel budg i wo
continue.

Peisonalised experiences will *oriain a faocal
point, with sclc travel corunuing to gain
pop L2rit..

Affordable
LuUxury

Travelling for
Events

niclusive and
responsible
tourism

Food tourism

TV tourism

"Set-Jetting"



4 STRATEGIC FOCI

Maximise Leverage
Market penetration and Key _partners’ brar<
increase visibility through 0 Z reconiLon and loyalty to n 4
mass media, trade & extend reach and drive -
tactical activities momentum

A—

WA

Conversions
Pursue quality growth

Target

RIGHT
audience/ channel/ key
themes/ time



TARGETED KEY THEMES

Dining, Shoppin
Sporting and Mega Events and Iglight \I/Diltj)esg Affordable Luxury Great Outdoors



PROGRAMMES

m

Tactical Co-ops
Quality growth and
conversions

E''cadcasts
Increase visibility &
mass market qppeal

I' e

Stopover &

M u-pestination
Extend reach & drive
momentum

Airline
Partnerships

Extend reach and
maximise conversion

Media

Paiinerships
Target the right
audiences with the
right content at
right time



PROGRAMMES

Tactical Co-ops
Strategic Focus: Pursue quality growth and conversions

Leverage key retail partners owned asset< *Z ..uspire with HKTB content to convert
OTAs, e-retailers and cruise '»wuiesalers to provide best deals

Showcase nrr2Gos & value adds

Touyeted luxury travel campaigns offeriry 2esncke ~roduct and distribution channels

Helly
s Hong Kong
CHRISTMAS & NEW YEAP® =~ _.oc

ELIGHT
CENTRE

Experience our experience




PROGRAMMES

Broadcasts

Strategic Focus: Increase visibility and mass market appea

» _.ght hah-nour in destination
eplsodes

« Every episnde .. include an
Zaporation of Hong Kong with

a particular focus on its food
culture

» Series Reach: 800K+

One 60-minute i» Zcsunation

ArizLue

The episode will showcase up
to 12 activities and
experiences provided in Hong
Kong

No. 1 travel show in Australia

Episode Reach: 1M+

MasterChef

AUSTRALI"N

Three 45-60 minute in
destination episodes

Every episode will showcase a
different experience in Hong
Kong

Broadcasted in over 180
countries

Series Reach: 11.2M+



PROGRAMMES

Stopover & Multi-Destination
Strategic Focus: Extend reach and maximise conver<:Sii ny ensuring
Hong Kong is included as part of anv tri5 w Asia

Fly Cruise n2rthcisnips

Tniemed stopover packages (foodie iamilv, shopning, great outdoors )
GBA/Corporate — ‘Bleistrz’

Joint activity virlh £ sizin Bs and NTOs

\'e:.1e adued muulti-destination experientzs

Affordable Luxury

L)

SwportndBy

HONG KONG
TOURISM BOARD

Multi-city / Stopover

B




PROGRAMMES

Airline Partnerships ,

Strategic Focus: Use partners’ brand recognition and loyalty to > CATIiAY PACIFIT
extend reach and drive momentum

Noeanvras

Airline

* Implemert year-round consumer and digital activitics
Utilise strong owned assets o )
Comprehensive aid tar¢etea nedia and trade FAM program ‘ F:LJ'JII AIRWAYS
Conrcincue Ir t=qraceu tactical co-ops to drive conversiuns

» Framote key themes and events

L
AIR NEW ZEALAND o~

[ ]
NV

* >CATHAY Fliah+~ ~uwys Shopping Wellness Dining Payment Membership Signin/ up e
- r

Catch the world’s best
Rugby Sevens moments

Join us for the Hong Kong Rugby Sevens for the
o 30th year at the iconic Hong Kong Stadium from 5 to
| 7 April 2024 - an exhilarating celebration of rugby’s
- finest moments. Score your event ticket plus airfare
package, and let's celebrate some epic wins at the
gripping, heart-stopping event!

erms and conditions apply.




PROGRAMMES

Media Partnerships
Strategic Focus: Target right audiences with right content
promoting key themes at right time

EAEYAISHVEI Rt and acee:

v - r

al felr]e]v]o]ifofol

[2letaleioinlifh]i]
Edit cover [

KOLs

« Strategic collaborati~5 witn influential content
creatrrs Target key themes: Events, Food, Great
Outdoors, Affordable Luxury

~—

Media

« Es:2blish dynamic partnerships for comrrZiicnsive,
multi-channel content camzZuyns aimed at
spotlightint 122y (nemes, events, and programmes

Digital Always On
« Content campaigns, social media, SEM, display




PROGRAMMES

FLIGHT
CENTRE

TRAVLL

ASSOCIATES

S CATHAY PACIFIC

S\Q@ANTAS
helloworld .,

| Le=="" TRAVEL B8

THE TRAVEL PROFESSIONALS

(FIIN arways

N TravelManagers

@& As individual as you are

| travelmanagers.com.au

\_

L2
AIR NEW ZEALAND \&~

mmmwﬂ'!

2% Wendy Wu Tours
webpt.oomau U?E,URYESCCAPES,
- ’") Infini
(J’ fu(L) EL. .Cl k HO“dCI\,I/!y
v LA INSPIR: NG
KA AR VACATIONS

) & klook

Trip.com
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