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MARKET PERFORMANCE

2023
ARRIVALS

INDIA 208K

(549% rcluvery)
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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
ARRIVALS

GCC 16K

(4250 recovery)

Source: Immigration Department, Cirium
Note: Provisional figures for Feb'24 based on arrivals by Nationality
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15% 46% 43% 74% 61%
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33% 45% 49% 46% 53%



MARKET PERFORMANCE

PER-CAPITA SPENDING PURPOSE OF VISIT
$8.3K ——
VFR 5% \
VS.2018 $6 N 1% oW 7024
7, ciight: 2023 H2 vs FY18 1\1@ VS Vacalon
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52+, O nights

(2018 LOS at 3.8 nights)
Overnight: 2023 H2 vs FY18 Overnight: 2023 H2 vs FY18

Source: HKTB Departing Visitor Survey (DVS)



MARKET PERFORMANCE

PER-CAPITA SPENDING PURPOSE OF VISIT

$11.3K:3%...

VS.2018 $8.8K

Over~igi: 2023 H2 vs FY18

fi-3 (§12pt vs FY18)
L.eMNGT 2 O & &)Y & \/ _
. Business

A i ’\'24 32%
23 H2 LI' - .I. nights

(2018 LOS at 4.3 nights)
Overnight: 2023 H2 vs FY18 Overnight: 2023 H2 vs FY18

Source: HKTB Departing Visitor Survey (DVS)



AIR CAPACITY

INDIA e

Delhi
106%

64%

Mumbai
47T %

Benn=2!4,
57%

U Chennai
31%

Seat Capacity recovery — Q1 2024 vs. Q1 2018

Seat Capacity Recovery Q1 2024 vs 2018

GCC
5R0%5

# 0% Recovery for Kolkata / Hyderabad in India and Saudi Arabia in GCC

Source: Cirium



MARKET OUTLOOK: INDIA
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Affluent C

l.e. earnings of more than
$10,000 to be reached over
next 3 years
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Outbound travellers

In 2023, signalling revival of
tourism and positive

consumer spending

J

Key Takeaway: More Indians are turning affluent with increased
discretionary income — and willing to spend on travel



CONSUMER
TREND

Number of Indians travelling abroad to treble
by 2025

Swieading of demand to Tier 2 and Tier 2
cities — consumption ro larger cent2'ed in
metros

Largest cohort of Millennialc &u Gen Z
audiences n'zoany

Exposure to exotic Bollywood shoot locales
and international media creating desire for
more curated, experiential travel

INDIA

Tk

Looking for
events an-
cxperiences

y S

East As

tifiqtio
SIkg visa

processes

Solo, friend groups
and young couple
travellers

D O
VA
‘&0 db
Outdoor and Social media-
wellness friendly, visual
activities experiences

Increased spending
power of local companies

— MICE potential



5 STRATEGIC FOCI NDIA

Key Message Key Channels
Plan repeat visits to Social media,
HK to savour a range Bollywood Cel~L,,
0 1 of Events, Outdoors, 0 3 Z1As and local 0 5
Arts and GBA brands with strong
following

—
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ey R |
Core TG High Visibility Additional
Afflueart *Ziicnnials High impact Opportunity
and Gen Zs

campaign to raise Stimulate and sustain
destination profile MICE demand and growth



MARKETING PROGRAMMES NDIA

SUSTENANCE

HERO BRAND CAMPAIGN
BOLLYWOOD-LED BRAND FILM OOH REDISCOVER HONG KONG CAMP" 5y
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Instagrammable Hong Kong Create repeat reasons to visit with quarter-wise
S VAo na s =t Kl themed installations at major themes anchored around Mega Events and GBA,

shorter cuts which can be QTN CRNCT NI T SRU I 5 mplified through social media, media buys, PR
amplified by social media/ PR malls and OTA partnerships selling themed packages




CONVERSION PROGRAMMES """

OTA SALE SPONSORSHIP CO-BRANDED PARTNERSHIP

cLuB
vistara g vistara

ESCAPADES™

\l GAmN

Sale. ¢

Association with major travel sales of leading Work with an airline brand to co-create content
OTAs like Nation on Vacation by Cleartrip or and packages, including FAM trips and video
Summer Travel Sale by Make My Trip productions




B2B PROGRAMMES NDIA

HKTB India Travel Mission

Covering four Indian Cities (Delhi, Mumbai,
Chennai, Ahmedabad) in August 2024

g =

Contract Hong Kong

On the sidelines of HKTB’s FAM" {,ips tor
Product Develr~".ciin Managers & Business
r\‘.‘-.; ICIS
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B2B Trade Show

HKTB’s Pavilion at SATTE (19-21 February 25)
to meet pan-India trade buyers

Incentive Planner Workshops

Trade launch of MEHK’s New Incer*:
Playbook in Delhi & *_,..wal In Q2 2024




MARKET OUTLOOK: GCC
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Strong Bi- : New Travel
latera' ties Non-oil GNP giuwth Segments
For trade and investment Diversification of economic With KSA opening up and
seing established betweer activities securing growth increased freedom of travel
Hong Kerg wiu GCC stability to women and families

\ countries j \ / \ /

Key Takeaway: The highly affluent GCC nationals are looking to travel abroad,
and Hong Kong, with growing economic ties is well poised to attract them




CONSUMER
TREND

> Growing interest of GCC nationals to trave!
to non-MENA and European 2Zsunations

> Juvo social media penetration

> New tra /el ohicra frotn KSA and more
censervative GCC geographies

GCC

Luxury experiences
and cultural
aoriersion

Unlque

end offerlngs

vialls visits as an
important channel
to reach

W~ o as the main
decision makers for
travel options

Social media-
friendly, visual
experiences

Look for halal options,
prayer rooms and

women-only facilities



5 STRATEGIC FOCI S

Key Message Muslim Readiness
HK offers Promote Muslim
differentiated cultural, friendlir~Z_ and work
0 1 luxury and outdoor 0 3 parallelly to expand n 5
experiences - facilties. -’

Core TG High Visibility GBA Gateway

Junuent Arabic

High impact Cross promote HK
speakers, couples campaign to raise e '
s GBA and Mainland to
and families destination profile

attract long haul
travelers



MARKETING PROGRAMMES S

HERO BRAND CAMPAIGN SUPPLEMENTARY CAMPAIGN

MALL ACTIVATIONS/ OUTDOOR EXPERIENCES

=1 ! | ,

OTA supported video production in HK
showcasing myriad options for Muslim
travellers, supplemented by PR, social
media and media partnerships

“he Tiscover Hong Kong Harness the food truck
maze — signature mall trend in Dubai create a HK
activation at Dubai Mall food led food truck at high

footfall areas



CONVERSION PROGRAMMES | ©“¢¢

AWARENESS CONSIDERATION CONVERSION

Wl QWU R I CIINEHGETCRIICRANE[JM Create destination excitement Partner with local travel trade to
(R e[S [eREWWETET SIS To ol (Mg [OVAEISAIE  through immersive video content develop and sell custom packages

Is to plan a trip to Hong Kong for Hong Kong and GBA




B2B PROGRAMMES oLt

PARTICIPATION IN ATM/ MALT/ KBLT EMIRATES CO-BRANDED PARTNERSHIP —

Engage local trade and increase contacts through Emirates Airline partnership to include Trade, Media
participation in major trade shows. and KOL FAMs along with destination promotion and

content creation




TANKRYOH

DIVYA SUREGH
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