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Ei Twilight of the Warriors:
A
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ing Academy Award to compete for Best Inter-

Walled In, a Hong Kong-pro-
duced martial arts blockbuster,

will represent the city in the com-

national Feature Film. From 8th October,
many 1:1 scale models of scenes from the
walled city in the film have been recreated at
Hong Kong International Airport. The exhibi-
tion not only allows citizens and visitors to ex-
perience the bygone splendour of Kowloon
Walled City but also provides insight into the
meticulous craftsmanship behind Hong Kong
films, rekindling a passion for Hong Kong cin-
ema. The exhibition aims to leverage the influ-
ence of films to promote the integration of
film culture and tourism and the development
of the film tourism industry.

Hong Kong, an international metropolis
where Eastern and Western cultures converge,
has seen its films and television works capti-
vate global audiences. By repackaging these
cultural treasures, it is possible to develop new
cultural tourism products with a distinct Hong
Kong flavour. Combining these products with
casily accessible transport infrastructures such
as airports and ferry terminals, and leveraging
the promotional power of social media and in-
ternet influencers, will vigorously promote
cross-industry collaboration and actualise the
concept of "Tourism is everywhere in Hong
Kong", injecting vitality into Hong Kong tour-
ism.

The Hong Kong film and television indus-

try once produced numerous classic works,
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Packaging and promoting local culture:

forming an important part of collective cultur-
al memory and containing the vast potential
for tourism development. By effectively utilis-
ing this, unique cultural tourism projects can
be created, allowing more tourists to appreci-
ate the allure of in-depth cultural tours in
Hong Kong.

Twilight of the Warriors: Walled In, a re-
cent critically acclaimed and popular film, of-
fers scenes that enable citizens and tourists to
experience the ambiance and history of Hong
Kong's walled city in the 1980s. The recre-
ation of many movie scenes at Hong Kong In-
ternational Airport, with meticulously detailed
setups, will attract citizens and tourists to take
photos and immerse themselves in the experi-
ence, leaving a lasting impression of their visit
to Hong Kong. This exhibition is a successful
attempt to promote tourism through film cul-
ture by organically combining local culture
and local films.

Hong Kong film and television works en-
compass unique local culture and have success-
fully infused many internationally renowned
films with Hong Kong elements and inspira-
tion over the years. American films such as
Transformers: Age of Extinction and Godzilla
vs. Kong have featured Hong Kong scenes,
showcasing the city's tourism appeal to global
audiences and attracting them to visit Hong
Kong and experience its diverse tourism
charm firsthand.

Taking the exhibition of Twilight of the
Warriors: Walled In scenes as an opportunity

to promote Hong Kong tourism, and develop-
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ing filming locations or constructed scenes re-
lated to classic Hong Kong films into tourist at-
tractions will allow tourists to appreciate and
explore Hong Kong through the lens of cine-
ma. More appealing tourism highlights for
both domestic and international visitors can
be created by actively developing new tourism
routes and products.

Hong Kong's cultural works, fashion, and oth-
er resources are equally rich and colourful. If
they are reshaped, they will enhance Hong
Kong's tourism appeal.

To commemorate the centenary of the birth
of martial arts novelist titan, Jin Yong (Louis Cha
Leung-yung), numerous themed exhibitions
were held earlier, including an exhibition of
sculptures of characters from Jin Yong's novels in
various districts of Hong Kong, attracting a large
number of citizens and tourists. Among the visi-
tors were cruise passengers from the United
Kingdom. A series of arts and cultural activi-
ties related to Jin Yong's works also included a
costume exhibition of Jin Yong's works, piano
performances of famous songs from Jin Yong's
novels, street music performances by artists,
cultural talks at museums, guided tours for stu-
dents, etc. These activities helped more over-
seas tourists understand the profound Chinese
cultural heritage carried by Jin Yong's works,
encourage tourists to explore various districts
in Hong Kong, stimulate cross-district con-
sumption, and promote the development of lo-
cal tourism and the economy.

The Hong Kong Fashion Design Week will

be held for the first time at the end of Novem-
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Unlocking Hong Kong's tourism potential

ber this year. The international fashion brand
Chanel will host a fashion show in Hong
Kong, which will not only serve as a signifi-
cant boost to the Fashion Design Week and
create a stronger festive and fashionable atmo-
sphere, but also attract a large number of in-
ternational celebrities, renowned designers,
and tourists with high spending power to
Hong Kong, thereby bringing about synergies
with peripheral industries such as tourism and
trade.

New and attractive tourism projects should
be promoted as effectively as possible.

It is undoubtedly a smart choice for the first
stop of the exhibition Twilight of the War-
riors: Walled In to be located at the airport.
Hong Kong International Airport is the gate-
way to Hong Kong, bustling with internation-
al and local travellers daily, making it one of
the best platforms for promoting Hong Kong
tourism. In the future, other transport hubs
such as the Kai Tak Cruise Terminal and
West Kowloon High-Speed Rail Station can
be actively considered as platforms for promot-
ing Hong Kong tourism. On the other hand,
leveraging online marketing is now the prevail-
ing trend and indispensable. The government
and the tourism industry should actively use so-
cial platforms commonly used by citizens and
tourists, inviting influencers and travel experts
to globally promote new Hong Kong tourism
projects and features, thereby polishing the
"gilded signboard" of Hong Kong's tourism.
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Everyone was talking about the stock market during
lunch but it was Greek to me.
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You wouldn't expect seniors to understand these legal
terms and jargons. It will be Greek to them.
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Our rival company is offering a joint venture. We have
to think very carefully and beware of Greeks bearing gifts.

WG 24 R I PR R BT AN AL 5 2 > AT AL JH A I
B2 UUBIAHE o

She has always been hostile. I don't quite believe she
would buy you this present. Beware of Greeks bearing gifts!
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The discount may be a Greek gift. There may be some
unfavorable terms and conditions.
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The loan turned out to be a Greek gift. Business didn't
improve and the company was in greater debts.
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