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MARKET PERFORMANCE

2024 Total Arrivals

AUSTRALIA NEW ZEALAND
+55% +F9%)
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Source: Immigration Department, OAG/IATA



AI R CA PAC ITY Seat Capacity Recovery Against 2018
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| ARRIVAL BY SEGMENT

Multi-Destination Travellers & Repeaters Remain the Majority
Increase of Solo Travellers & Family Segment

9 _ T fo) o
Qi DESMI'lIJr\Il-;'II'ION @% REPEATERS ~ J soLO A AmILY
With kids 0-15
E 77% im0 L9 51% B 16%
(38% in 2018) (12% in 2018)

Lid 85% KA 70% KA 51% EA 15%

(41% in 2018) (12% in 2018)

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



KEY PERFORMANCE INDICATORS

Per Capita
Overnight Spealiy,

ot ingor
m 4.0 ngits $7.6K(+10%) e

’ ‘- \ _— IS (] [ ]
+0.2 ig t v 2)1o 2018 PCS: $6.9K $2.4K

ﬂ 3 | 7 nights ﬂ $7 . 1 K(+29%) $1.5K
2018 PCS: $5.5K

+0.3 nights vs 2018

Length of Stay

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



TRAVEL BEHAVIOUR IN HK

VISIT HK FOR...

“ “ THEME PARKS

BUSINESS | 14% L ~1/2 TRAVEL WITH FAMILY v-.7
THEME PARK DURING TH" TR *

EN-ROUTE 29%
39%

VFR/ OTHERS  14% C, TY EXPLORATION
(+8% vs 18) a
SIGHTSEEING S AU:28% NZ: 25%
SHOPPIN~ | .
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E. PE UNCE L /\\
OPEN-AIR  ARTS & CULTURE GREEN

MARKETS

Source: HKTB Departing Visitor Survey (DVS)



MULTI-DESTINATION - AUSTRALIA

7 7 % MULTI-DESTINATION

CONTINUE TO BE THE.HUFR@R E
___ conmmueToe gy () 4

EMERGING TREND

Visa-free to MAINLAND since 2024:

HK +

ASIA MARKETS

~ JAPAN, SEA (TH,
~_VN,SG), TW

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



MULTI-DESTINATION - NEW ZEALAND

8 5 % MULTI-DESTINATION

CONTINUE TO BE THE HUB 0'. 1

HK + HK +
ASIA MARKETS

EMERGING TREND

Visa-free entry to Mainland since 2024:

JAPAN, SEA (TH,
VN, SG), TW

She rt- 21.n noosted by better air supply to Guangzhou

;l X NZ <> CAN : ~80% % ~30% more

SEAT CAPACITY NZ <> HKG : “55%  AVG. AIR FARE ex!oen5|ve than
(24 vs 18) (2024) tickets to GZ

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



MARKET OUTLOOK

MEDIA
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| MARKET OUTLOOK

TRAVEL IS A MUST - 43% will travel more in 2025

 Qutbound recovery now at 103% vs 2019

e Asia Mania continues JP +74% | VN +60% | TH +50% | IN +41%% " D +.1%
* Inbound travel to Australia still recovering rea~hiy 27 " vs “01)

* Cruise sector is up 206% vs 207Q

e Peaktimetotre . 'i. J\l-.ep

e Avgig: ‘ime aw.y 17.7 days | Visit 3.1 countries

 (Jnporate and SME travel growing

* Airfares declining resulting in lower TTV for agents

e Cost of living starting to impact some travel



CONSUMER TREND

Passion-Led Travel

Australians favour immersive travel driven by
personal passions like sports, food and art. Travellers
seek experiences that resonate with their interest,
not just relaxation.

Solo Travel

Stopover

A rise in stopover travel for Aussies who war* ¢ .
opportunity to "double dip" or "triole tr 7' tc 3ev
bang for their buck an *'c! .ng . he HL nt . st.

W\l

Al-driven personalised planning is changing the Seccter Lesl el
way we book travel, by optimising itineraries and
predicting the best times to visit destinations.




SOCIAL OUTREACH

Active Users 5- 5M 0 1 - Y S M ~*ye users
1
Average Monthly Hours 42 e 2 1 Average Monthly Hours

+u 2 Llsers 1 9M
Average Monthly Hours 20 0

1 2 M Active Users

1 1 Average Monthly Hours




STRATEGIC FOCUS

01 + > 03
Amplify Maxiri e

Visibility in special interest [ 1a ki . pe . tion

target segments and tro 1g.. partnership
products to convert E collaborations and

incremental visiters initiatives to pursue
quality growth.

Expand

Capitalise on increased air
capacity to fuel travel

momentum




PROGRAMMES

Tactical
Co-ops

Leverage key par+- 2. .

todr e v alit
conv ... Nt 9ugh
stron_, brand loyalty
and trust

4

Airline
Part~e;s| i} =

Be< Yo ~ r~ apaigns that
focus on filling increasing

and new air capacity to
extend reach and
maximise conversion

)

toLovr
w Multi-D

40% of travelers want
to break their journey
and capitalise on lower
airfares for indirect
travel - 2 holidays in 1

'5,:’“

Trade
Engagement

Continue image
building "seeing is
believing", increase
destination awareness
and agent education

Media
Partnerships

Target the right
audience with the right
media through
multiplatform content,
broadcasts and KOLs



PROGRAMMES - Tactical Co-op

Drive quality conversions via pariners with strong brand loyalty and trust

Key Target Segments

* Cruise: FlyCruise co-ops and new
opportunities

* Multi-gen: Products and experiences that
appeal to family

* Luxury: Campaigns with luxury offers and
value-adds

.
M

: car “HONGKOI  ISCOVL <3 ‘;

. - i
i 18 NIGHT FLY, m ‘- up TRRO0 BONUS VALUE |
g fom

92 Ac

Hong Kong Sevens
6 Night Rugby, Racing & Macau Package

FROM PER PERSON
$ 4 5 twin share

Special Interest New Target Segments
Capitalise on trend of travelling for Bespoke products to .. 3.d ffors that
concerts and specialised events: appeal tr tt :sewa 2 =re

o Sports Yo'..y Adventurer
o Culinary o Solo Travel
o Season='*v o Accessible Tourism

AWAKEN
YOUR SENSES IN

HONG KONG
TOURISM BOARD

P

KEITH PROWSE

$459° BONUS VALUE

ciold &
37|95

-night seay at Harbour Grand Hong Kang 4-night seay at Kewloon Harbourfront Hotel
i W3 ek ik W4 ek

HARBOUR PLAZA NORTH POINT

=i FLIGHTS, 4 NIGHTS,
4 — ey | BREAKF 'AST & SIGHTSEEING

ar nartzn shars s



PROGRAMMES
Airline Partnerships

* Launch new services to SYD (HKA)

Implement year-round consumer and digital activities

Utilise strong owned assets

Targeted media and trade FA"/1 » > rau,

[ ]

In e ate 't r ical co-ops to drive conversions

Promote key themes and events

Discover Hong Kong and save S$75

Enjoy $75 off return flights to Hong Kong, departing from anywhere
in Australia (via Sydney or Melbourne direct), when you use the
code TAKEOFF75. Hurry, offer ends 11.59pm [AEST) 30 September
2024.*

DISCOVER MORE AND BOODK NOW

Hong Kong

economy fram

one way

- aﬂ

. ! i ‘g'l ) E:;;i;i;;:g-i:tntzsnusust Book now
'HO"QKOHQ / From Auckland, Welinglon & Chitis : »

Caj:-a\rrz-tf fﬂ._&q;;- ’ ’ - — —
Hong Kong!

Gold Coast =+ Hong Kong

From 17 January to 15 February 2025




PROGRAMMES -Stopover Multi-D

Maximise conversion by ensuring Hong Kong is included as part of any trip

Airline

* CX new integrated search panel on
homepage promoting Hong Kong
Stopover

* Indirect carriers for Mult-Destination
(MLC)

* Partner with NTOs (Asia and UK/EUR)

o 1 B M

St Hoverin Hung Kong

r stopover in Hong Kong. Explore and urwind - all while breaking up your journey for
Sk

bie stay.

Add a Hong Kong stopover to your journey

If you planto stay or transit in Hong Kong for less than 24 hours, exclude it from your searct

Where would you like to go?

Select dates >

Trade

OTA/Wholesale package offers
GBA leverage Visa-free to China
Push Fly/Cruise

Value added multi-Destination
experiences

Themed stop-~ ~rp *ck ig »

2 night stopover for FREE!

when booked in conjunction with selected Wendy Wu Tours group tours

*

CELEBRATING
e our 2025-26
HONG KONG 3 China Brochure
OURISM BOARD Launchivih
Early Bird
discounts of up

OFFER ENDS 7 OCT 2024

Offer available when booking any group tour of 12 days or more,
flying Cathay Pacific or Air New Zealand

@WendyWuTours 0800 936 3998

Consumer/PR

* Media FAM.
= U2 tparaa taps
So al nedia

Itinerary examples

Travel Advice

World's best bang-for-buck stopover cities

Want to squeeze as much value as possible out of your holiday? A jom-packed, multi-day stopover
could be just the ticket.

Fiiidiicial Review Magazine

How to nail a Hong Kong stopover

Many find the Middle Eastern stopover cities a tad too futuristic. But Honkers still charms. From the February 28 edition of Highflyer magazine.

Travel Advice  airTravel Tips

Online trick to booking yourself an excellent
flight stopover

Make the most of your holiday by squeezing in a cheeky extended stopover. Here's how to DIY (without
involving a travel agen t).



PROGRAMMES -Trade Engagement

Continue image building ‘seeing is believing’ and agent education

Focus on the Unique

e Disneyland’s 20th
anniversary

* Ocean Park’s pandas
* Events and festivals

Be Present

MICE/Cruise/Trade conferences
Webinars and F2F training

Events & meetings for business
leaders

* Hotelier & retail symposiums
* Travel group conferences HKG

Connect to the Retail Agent

* Mega fam opportunity
* Sales mission
e S 1es 1t tives “Tlers

NG KONG

)
TOURISM 80ARD



PROGRAMMES - Media Partnerships

Partner with mass market and special interest media to increase SOV and target

untapped market segments

"*OLs «» Advocates

“oncinue our Always On creator strategy
to produce locally relevant content and
highlight what's viral worthy in Hong
Kong.

G@<DF WD
& WINE SHOW

N\

- Uy

Brand Partnerships

Leverage brand recognition and loyalty
to expand reach and target new and
highly engaged niche target segments.

A/-GW'(' foevz
goL

InStyle

Content Campaigns

Partner with mass media and special
interest publications to increase SOV and
promote core themes to relevant
audiences.



PROGRAMMES - Broadcast

Target motivated special interest audiences including wine & dine, sports and luxury

Y

LUXURY
ESCAPES

v eyl'a ' Sourmet Sky Racing Dreams Luxury Escapes TV

Justine Schofield, one of Australia’s Viewers will go inside Hong Kong's Two Australian celebrities will discover

. . .« . . = i i i 1 H
favourite home cooks will be joined in Neree el Seene Wil eeluee ehiees Hong Kong's most luxurious hotels,
to renowned trainers, owners and

Hong Kong by an array of amazing guests, jockeys while highlighting must-do great places to eat, drink and explore.
including celebrity chefs and local food destination experiences along the way. The best part? Onscreen experiences
specialists. are bookable on Luxury Escapes.



PROGRAMME PARTNERS

-

RETAILER AIRLINES WHOLESALER E-RETAILER

FLIGHT & pr—’ 4 P @ 1L 2 ISC ARES

CENTRE CATHAYPACIFIC webjet.comau E Wendy W' T urs.

TRAVEL AIRNEWZEALANDW . 7 Expedl":I /Q n. lli.y

ASSOCIATES Holidays = =
Z 3 E -
helloworld : \om' S ‘"7 ﬂLJﬂ : INSPIR: @NG: ALDIHolidays |
m— a klook: YACATIONS: -
. < -
s g rave NG “= "J “ \ ElngAASYs -
o dem AIRWAYS Trlp com E :

&, HONGKONG AIRLINES E e Skysccmner - exoticca

HOU&E@ETRAVELEW EEME - -
\_ : ;  Mhopper : /







THANK YOU

KAREN MACIZALLAN

DIPZ(vOR!, AUSTRALIA,
NIV ¢EALAND AND SOUTH PACIFIC
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