
motions of group series tours,” 
said Leong, who recorded a 60 
per cent year-on-year surge in 
demand for series combinations 
in 1H2016.

Likewise, Jason Ow 
Yeang, managing di-
rector of Columbia 
Leisure, has seen a 40 
per cent hike for both 
Chinese group series 
tours combining Thai-
land, Singapore and 
Malaysia as well as Sin-
gapore-Malaysia tours 
in 1H2016.

He said: “These series tours in 
South-east Asia are very popular, 
especially for first timers from 
China travelling abroad for the 
first time.”

Chinese demand for group 
series tours to Malaysia was so 
overwhelming at the start of the 

summer holidays in July that 
MITA had to request for tem-
porary Mandarin-speaking tour 
guide licences from the Ministry 
of Tourism and Culture. 

The government ap-
proved 50 temporary 
licences from August 5 
to October 15, the first 
time that has happened 
since the MH370 inci-
dent. 

Strong growth from 
China is expected to 
continue for the rest of 
the year, especially as 

the new e-visa facility – reducing 
the visa application time from 
one week to one working day – 
launched in March this year has 
boosted Chinese outbound in-
terest to Malaysia.  

The e-visa facility has led to a 
10 per cent uptick in group and 

The quest to stay young

By S Puvaneswary
Two years after the disappear-
ance of Malaysia Airlines flight 
MH370 in March 2014, the in-
bound Chinese market to Malay-
sia is finally showing strong signs 
of recovery, with 1H2016 record-
ing a 32.1 per cent year-on-year 
growth in Chinese arrivals.  

Mint Leong, deputy president 
2 at Malaysian Inbound Tour-
ism Association (MITA), said 
the market has returned to the 
levels of three to four years ago, 
crediting the combined efforts 
of Tourism Malaysia and the pri-
vate sector to shore up Chinese 
arrivals following the MH370 
incident. 

“The recovery of Malaysia 
as well as the marketing efforts 
from players from all three coun-
tries (Malaysia, Singapore and 
Thailand) have helped the pro-

By Xinyi Liang-Pholsena
PATA may be a grand 65 years 
old this year, but the association 
is eager to put youth at the core 
of its engagement efforts in the 
coming months. 

The Bangkok-based asso-
ciation will officially launch the 
Young Tourism Professional 
(YTP) individual membership 
category for industry members 
in January 2017. 

“The introduction of the YTP 
category is something that has 
been discussed for quite some 
time,” said Mario Hardy, CEO of 
PATA. “We have identified a gap 
in the industry – young tourism 
professionals wish to have a voice 

PATA will roll out a new membership category targeting young tourism professionals

PATA Travel Mart
September 7, 2016

We have identified a gap in the industry – 
young tourism professionals wish to have 
a voice and with the introduction of this 
new (membership) category they will.
Mario Hardy, CEO, PATA

FIT travel to Malaysia for the 
March-August 2016 period, Ben-
jamin LP Yip, general manager 
for inbound and outbound at 
CITS Guangdong, told the Daily. 

Forward bookings to Malaysia 
for the upcoming Golden Week 
Holidays in October are also 
looking strong, he added. 

Leveraging AirAsia’s new daily 
Guangzhou-Johor Bahru service 
launched on May 29, Iskandar 
Regional Development Authori-
ty (IRDA) is keen to attract niche 
segments from southern China, 
including educational and health 
tourism. 

Said Mohammad Rosly Md 
Selamat, senior vice president, 
economic intelligence (tourism) 
at IRDA: “We’re also collaborat-
ing with Tourism Johor and the 
private sector to do more inten-
sive marketing in Guangzhou 
and the surrounding cities to 
attract more leisure traffic for 
short holiday breaks, especially 
during their long weekends.”

TTG Asia 
Luxury wins 
gold award

Chinese comeback to M’sia

TTG Asia Luxury has clinched 
its first award through a feature-
length article in the December 
2015 issue, The New Glamorous, 
written by senior editor Raini 
Hamdi and editor for Indonesia 
Mimi Hudoyo. 

The story wins a PATA Gold 
Award for Travel Journalism – 
Industry Business Article, which 
will be presented at the 2016 
PATA Gold Awards Lunch and 
Awards Presentation on Friday.

It studied how and why the old 
luxury of grand hotels, first-class 
air travel and limousine rides is 
simply not enough to satisfy a 
new breed of customers, and the 
extent to which the industry goes 
to provide out-of-the-world ex-
periences for wealthy folks seek-
ing deeper fulfilment in their 
travels. 

The bi-annual TTG Asia Lux-
ury is directly overseen by Ham-
di, who launched the publication 
two years ago. It is distributed to 
buyers of premium travel and 
luxury meetings in Asia-Pacific 
and has gained an international 
readership through an online 
presence on the  ttgasia.com 
platform.

In another win for TTG Asia 
Publishing, S Puvaneswary, TTG 
Asia’s editor for Malaysia and 
Brunei, recently took home an 
award for Business Events Jour-
nalism Excellence, Print/Online, 
conferred by the Sarawak Con-
vention Bureau. 

She was recognised for an ar-
ticle published on TTGassocia-
tions in April 2015, titled Watch-
ing And Waiting, which was a 
profile of Ravi Chandran, con-
gress president of the 24th Asian 
& Oceanic Congress of Obstet-
rics and Gynaecology, a conven-
tion held in Sarawak last year.

and with the introduction of this 
new category they will.” 

He added: “The challenge was 
that we didn’t have the necessary 
CRM in place to allow online 
registration. This is being devel-
oped and will be ready later this 
year.”

Open to tourism practition-
ers aged between 16-35 years 
old, the YTP membership will 
provide a platform for profes-
sional development, knowledge 
sharing and networking oppor-
tunities with industry leaders. 
The annual membership fee is 
US$50. 

This youth focus aligns with 
the UN General Assembly’s de-
claring 2017 as the International 
Year of Sustainable Tourism 
for Development, and will see 
PATA developing a blueprint 
for youth-oriented activities 
throughout the year in order to 
develop and implement effec-

tive training platforms for YTPs’ 
career progression and skills en-
hancement.

Playing a key role in PATA’s 
commitment and advocacy for 
YTP will be the 63 educational 
institution members across 25 
countries and the 15 PATA Stu-
dent Chapters comprising more 
than 700 members, providing 
“important grassroot links to the 
world of academia and tomor-
row’s tourism leaders”, stated 
Hardy.

“We had one new student 
chapter set up earlier this year 
in the Philippines at Far Eastern 
University,” he shared.

Expanding membership is key 
to PATA’s growth, as the associa-
tion welcomed 178 new mem-
bers in 2015 and expects an even 
bigger figure to join this year. 

Hardy told the Daily: The 
growth primarily came from our 
Industry Category of member-

ship, with many tour operators, 
travel agencies and travel tech-
nology companies joining to in-
crease their knowledge and reach 
in Asia.” 

The rising global interest in 
Asian outbound travel has ena-
bled PATA to spread its wings 
farther to Macedonia, Abu 
Dhabi, Ras Al Khaimah, Zim-
babwe and several provinces in  
China earlier this year, in addi-
tion to the Balkans – Slovenia, 
Serbia and Montenegro – in 
2015. 

Under Hardy’s helm, PATA’s 
thought leadership has evolved 
to place a greater emphasis on 
lesser-known destinations, with  
Legazpi in the Philippines’ Albay 
Province and Thailand’s Chiang 
Rai selected to host the PATA 
New Tourism Frontiers Forum 
(NTFF) and the Adventure 
Travel and Responsible Tourism 
Conference and Mart respec-
tively earlier this year, while the 
upcoming NTFF in Cox’s Bazaar, 
Bangladesh in November. 

“We sincerely believe that the 
best way for our industry to ex-
perience a lesser-known destina-
tion isn’t in a conference room 
talking about it, but to be in 
the field exploring it,” Hardy re-
marked. 

Yip: e-visa a 
draw for Chinese
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By Mimi Hudoyo
Panorama Destination, the inbound arm 
of Indonesia-based Panorama Group, is 
taking on a global market strategy to ex-
pand beyond its traditional Europe core.

Budi Tirtawisata, group CEO of Pano-
rama Group, said the company needs to 
“gain momentum to drive (more) in-
bound business”, especially as the Indone-
sian government has embarked on aggres-
sive international marketing 
efforts to meet its ambitious 
target of 20 million arrivals by 
2019. 

Renato Domini, CEO of 
Panorama Destination, said: 
“Europe has been our strongest 
market, with the majority (of 
business) coming from France 
and The Netherlands. 

“We definitely need to di-
versify and expand our (customer base) 
and need people on the ground to help us 
(penetrate into) the markets,” he added. 

To realise this, Panorama Destination 
this year created a new business develop-
ment director role in charge of Central 
and South Asia and the Middle East at its 
Jakarta head office. 

Panorama Destination has also ap-
pointed representatives in Vietnam, Chi-
na, India, the Middle East, the US and 
Australia, which are deemed potential 
growth markets for the DMC. 

India, for example, contributed five per 
cent of total business to the company and 
Domini seeks to grow the market to at 
least 10 per cent with new representatives 
appointed in Delhi and Mumbai.

The company, which already has a mar-

Growing markets drive 
Paronama’s wider views

ket in Canada, wants to expand into the 
US too.

“There is a growing number of air-
lines flying between the US and Asia and 
Garuda Indonesia plans to open services 
there too, so we see opportunities there,” 
Domini explained.

Apart from appointing representatives, 
Panorama Destination also revamped and 
tailored its products to suit different mar-

ket preferences.
“Panorama used to have a 

programme called Shocking Of-
fers, which were popular with the 
European and Canadian mar-
kets,” he said. 

“We are launching similar 
programmes with some adjust-
ments in India.” 

These itinerararies are shorter, 
spanning three to five nights, 

compared with seven to 12 nights’ pro-
grammes sold to Panorama’s European 
customers. 

In China, Panorama is targeting the 
end users and FITs, rolling out experien-
tial programmes such as cooking classes 
and farming activities to entice a new gen-
eration of Chinese travellers.

“We work closely with the Ministry 
of Tourism, supporting fam trips and 
sponsoring film making in Bali,” added 
Domini.

Meanwhile, Panorama Destination has 
also hired Mandarin-speaking staff at its 
head office.

Domini further stated the company 
will soon launch its Agent Portal, with 
products and packages available for its in-
ternational business partners.

Domini: diversifi-
cation in action

Gearing up for grand takeoff
By Mimi Hudoyo
The soft opening of the new Terminal 3 
(T3) at Jakarta Soekarno-Hatta Inter-
national Airport last month marked a 
major stride for the airport in becoming 
a main tourism gateway to Indonesia, 
upping expectations for industry stake-
holders to grow inbound traffic into the 
destination. 

The existing part of T3 has since been 
closed for upgrading and will be connect-
ed to the new terminal when completed. 
The entire T3 is expected to be up by 2017 
to boast an annual handling capacity of 25 
million passengers. 

When T3 goes into operation, Termi-
nals 1 and 2 will then undergo a major 
facelift with a target to be finalised in 2018. 

The combined annual capacity of both 
expanded terminals will double from 20 
million to 40 million, said Budi Karya Su-
madi, Indonesia minister of transporta-
tion, bringing the airport’s total passenger 
capacity to 65 million a year.

To ease congestion at Soekarno-Hatta 
Airport, a new runway slated for devel-
opment in 2017 will increase its current 
capacity from 72 to 100 flights per hour, 
Budi added.

With better air transport infrastructure 
in place, the trade foresees more interna-

An improved Soekarno-Hatta airport lifts inbound travel prospects to Indonesia

tional flights making stops in Jakarta and 
potentially bringing up visitor numbers.

“Currently, there are more than 15 mil-
lion travellers flying over Indonesia from 
China, India and other countries to Aus-
tralia, and from Australia (travelling long-
haul),” Budi elaborated. 

“If we can attract, say, five million (pas-
sengers) to transit in Jakarta, we might 
entice one million (passengers) to spend 
time visiting Indonesia.”

Looking forward to develop oppor-
tunities for the inbound market is Adjie 
Wahjono, operations manager of Aneka 
Kartika Surabaya, whose clients taking the 
Middle Eastern carriers like Qatar Airways 
and Emirates Airlines into Jakarta already 

have immediate connections to Surabaya, 
Jogjakarta or Makassar.

Furthermore, the rise of new hotels in 
the vicinity of the airport in the last few 
years have enabled travellers arriving late 
to stay nearby to catch flights the follow-
ing morning, he revealed.  

On the other hand, Ng Sebastian, man-
aging director of Incito Tour Makassar, 
opined that the new T3 might have been 
prematurely launched. 

“Travellers have high expectations and 
find shortfalls when the facility opens be-
fore all was ready,” he said. 

“The airport (also) needs to portray 
Indonesia’s tourism wealth but it does not 
show that at the moment.” 

M
im

i Hudoyo



Advertorial

Be moved by the magic of music this October in Macao 
when the Macao International Music Festival (MIMF) 
welcomes the world with a blockbuster line-up under 

the theme “Glorious 30. The Sinophone Rhapsodies”.
Organised by the Cultural Affairs Bureau, the 30th Macao 

International Music Festival will kick off on October 1, 2016, 
bringing together outstanding musicians and ensembles 
from Russia, the United States of America, Germany, 
France, the United Kingdom, Portugal, Mongolia, Mainland 
China, Hong Kong and Macao. A total of 27 extraordinary 
performances from 20 programmes will be presented at this 
grand annual musical event. 

The Festival will open with its own production, joining 
hands with internationally renowned Italian stage director 
Giancarlo del Monaco and acclaimed set and costume 
designer William Orlandi to present Giacomo Puccini’s opera 
in three acts Turandot from October 1-4. This production tells 
the story of the romance of life and death between Chinese 

Macao International Music Festival
Magnificent performances by artists from China and the world are set to mesmerise visitors and 
music enthusiasts at the 30th anniversary edition of Macao’s most acclaimed music festival  

Macao Government Tourism Office 
Alameda Dr. Carlos d’Assumpcao, nºs 335-341,
Edificio “Hot Line”, 12º andar,  Macao  
Tel: +853 2831 5566   Hotline: +853 2833 3000  
E-mail: mgto@macaotourism.gov.mo   
www.macaotourism.gov.mo 

1-30
OctOber

2016

Princess Turandot and Prince Calaf of Tartary. 
On October 29-30, renowned American conductor 

Timothy Brock will lead the Macao Orchestra on the live 
accompaniment of the silent films “City Lights” and “The Gold 
Rush” by comedy genius Charlie Chaplin, bringing to a close 
the MIMF’s pearl jubilee at Park of Dr. Carlos d’Assumpção 
under a starry sky.

Another headline act is the chamber opera A Dream of 
Fragrancy, an adaptation of playwright Tang Xianzu’s travel to 
Macao in 1591. Specially commissioned for the MIMF 2016, 

the production is a commemoration of 
the 400th anniversary of his death.

MIMF 2016 will also feature the 
Macao International Music Festival 
Forum and the launch of the 30th 
Macao International Music Festival Special 
Commemorative Edition.

Come to Macao this October for a 
truly extraordinary musical treat!

www.icm.gov.mo/fimm/30/en/ 

TTGPATAMart2016DailyMGTOMusic.indd   2 8/19/16   12:31:29 PM
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A steppe towards tourism
A growing appetite among dis-
cerning Asian travellers to ven-
ture into lesser-known frontiers 
will bode well for Mongolia, long 
perceived as an exotic destina-
tion reserved for the well-heeled 
and adventurous. 

Co-founder and managing di-
rector of Premium Travel Mon-
golia, Nyamsuren Geserbadam, 
said: “Aware that Mongolia is not 
a mass tourism destination, the 
industry is now paying more at-
tention on being authentic and 
professional.”

According to Geserbadam, 
the country’s tourism sector is 
“growing slowly”, with about 
500,000 international tourists 
arriving annually. 

While neighbouring China 
and Russia make up Mongo-
lia’s two key source markets for 
tourist arrivals, Geserbadam 
said other potential markets in-
clude South Korea, the US and 
Japan. 

“Mongolia’s new internation-
al airport, which is slated to open 
in 2017, is expected to help boost 
capacities as well,” Geserbadam  
remarked. 

Ulaanbaatar’s recent hosting 
of the 11th Asia-Europe Meeting 
in July has also greatly boosted 

Zimbabwe knocks on Asia’s doors 
By Paige Lee Pei Qi
The Zimbabwe Tourism Author-
ity (ZTA) is making its debut at 
this year’s PATA Travel Mart, 
with the goal of courting “in-
fluential source markets” from 
Asia-Pacific after joining PATA 
in a landmark move in June.

ZTA became the first African 
government member to join 
PATA in June 2016, hopeful that 
the newly forged relationship 
could assist its quest to draw 
more  Asian tourists.

Chinese visitorship to Zim-
babwe over the past 10 years 
has been “paltry”, described 
Karikoga Kaseke, CEO of ZTA, 
failing to surpass the 200,000 
mark – a modest number for a 
market projected to supply over 
120 million outbound travellers 
by 2016. 

He said: “Gone are the days 
when being a tourist destination 
was a selling point on its own. 
Now, with the growth of the 
digital world, destinations must 
be more innovative to get the 

much-needed attention from 
tourists in the face of growing 
competition.

“We have no doubt the jour-
ney that we are embarking upon 
with PATA will go a long way in 
penetrating the huge Asia-Pacif-
ic market,” Kaseke stated. 

Speaking to the Daily, PATA 
CEO Mario Hardy, said: “There 
is a wealth of tourism oppor-
tunities throughout Zimbabwe 
that will appeal to visitors from 
influential source markets such 
as Greater China, South Korea, 
Japan and Australasia.”

He added: “We are looking 
forward to playing our part in 
raising the awareness and over-
all visibility of travel experiences 
throughout Zimbabwe and as-
sisting ZTA in targeting tourists 
that are keen to enjoy the coun-
try’s unique brand of hospital-
ity.”

Visa facilitation, human capi-
tal development and the disper-
sal of tourists away from major 
cities to less densely populated 

awareness of Mongolia and its 
competitiveness, she added. 

Participating in tradeshows 
such as PATA Travel Mart will 
help to raise awareness of Mon-
galia as a travel destination, said 
Geserbadam. 

Meanwhile, outbound agents 
in Asia expressed mixed senti-
ments about selling this exotic 
destination.

Nancy Tan, managing direc-
tor of IK Chin Travel Services, 
is keen to promote Mongolia. 
“There are a lot of scenic areas in 
Mongolia and people are always 
looking for new destinations to 
travel so there is great potential 
there,” she said. 

Albatross World’s president, 
Crystal Sim, who started sell-
ing Mongolia in the past year, 
said that the destination appeals 
mostly to the middle- and high-
end travellers. 

Alicia Seah, director of mar-
keting communications, Dynas-
ty Travel, has not seen “a signifi-
cant increase” in the number of 
travellers to Mongolia. 

Poor infrastructure, long win-
ters and limited air access are 
challenges in the way of Mon-
golia’s tourism sector, she said. 
– Paige Lee Pei Qi

and lesser-known destinations 
are some advocacy themes PATA 
will be pursuing for Zimbabwe, 
Hardy elaborated.

There will be close collabora-
tion between the two organisa-
tions to support ZTA’s drive to 
attract more tourists from Asia-
Pacific and mainland China in 
particular. 

As well, Hardy is hopeful that 
ZTA’s membership could poten-
tially act as a catalyst for other 
NTOs in Africa to join the as-
sociation. It just entered into 
an MoU with the Africa Travel 
Association, a division of the 
Corporate Council on Africa, 
to strengthen tourism links be-
tween the continent of Africa 
and Asia-Pacific.

Michael Adams, director gen-
eral of Esprit A’venture Canada, 
sees rising interest in Zimbabwe 
with easier access. “Zimbabwe is 
definitely interesting as a safari 
destination and many will want 
to see the iconic Victoria Falls,” 
he said. 

1 Search for “PATA Travel Mart” in the App 
Store or Google Play

2 Enter the code “PTM2016” and click ‘Get 
Started’

3 Enter your email and create a password. 
Click ‘Sign Up’ to create your account

Have you dowNloaded?

eMarketingEye Sri Lanka’s Rajitha Dahanayake 
and Uthpalie Thilakaratna

Philippine Airlines Indonesia’s Andreas Yulianto, Kookai Silverio, Agnes 
Pagaduan and Sylvester Jehan

Beijing Xicheng District Tourism Development’s Lv 
Yanli and Guilin Municipal Tourism Development 
Commission’s Deng Rui Xi

Croatia Travel Agency US’ Boris Miketic, ECI 
Travel US’ Elizabeth Chin and Ros Business 
Travel Russia’s Artem Alekseev

All smiles to a fantastic start  Caleb Richard Lai

Above: Malaysia Tourism 
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Azizah Aziz and Maizura Abdul 
Hamid, and MTPB Indonesia’s 
Norshariza Mohd Saad

Right: TWX 
Nepal’s Sansay 
Mothema and 
PATA Thailand’s 
Andrew Jones
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Intelligence

Too much of a 
good thing 
International visitor arrivals have increased steadily year after year. Today, there are few corners of the globe 
where tourists haven’t reached. As tourists flood into historic city centres and remote islands, causing 
bottlenecks and environmental damage, how can the tourism sector avert disaster and turn the rising tide of 
tourism into an opportunity? By PATA’s Strategic Intelligence Centre 

F
or some years now, we have been on a trajectory of unprecedented growth in 
international travel, driven by a new generation of consumers who are more 
technologically connected and more globally aware. However, many destina-
tions across Asia and the Pacific are struggling to manage the growth in de-

mand, while others – more remote but equally as attractive – have barely noticed a rise 
in visitor numbers.

Nevertheless, if congestion at some locations around Asia is already a problem, and if 
PATA’s projections are borne out, then it is only likely to become worse in the next few 
years. China’s outbound market is one to watch in particular, given its volume and rapid 
rate of growth. There are few destinations in the world which have not registered an 
increase in IVAs from China in recent years as Chinese travellers start to explore the 
world in even greater numbers. Data from PATA’s five year forecast on international 
visitor arrivals shows that 10 Asia-Pacific (APAC) destinations1 are forecast to see  
an increased volume of arrivals from China of 500,000 or more over the period 2015 to 
2020.

Graph 1: Top 10 APAC destinations by volume increase of IVAs from China, 
2020/2015

What stands out about these 10 destinations is their considerable disparity in terms 
of their geography and level of economic development. Five of the destinations listed in 
the graph are advanced economies (US, Japan, Singapore, Australia and Korea (ROK)), 
while two of the countries listed in the graph are small island states (Sri Lanka and 
Palau) with relatively low GDP per capita. Thailand, Cambodia and Vietnam are each 
at different levels of economic development, but can still be considered as ‘developing 
countries’. 

Graph 2: Thailand: Forecast visitor arrivals, 2016-2020

Source: PATA Asia-Pacific Visitor Forecasts 2016-2020

Graph 3: Thailand: Forecast top five source markets from Asia by volume,  
2016-2020

Note: P = Preliminary; F = Forecast
Source: PATA Asia-Pacific Visitor Forecasts 2016-2020

Thailand, in particular, faces a dilemma. Decades of investment in infrastructure and 
product development have helped to position Thailand as the leading destination for 
IVAs in South-east Asia. Bangkok has become established as the crossroads of air traffic 
in the region, and the country’s main resorts and city destinations are well connected to 
the country’s leading overseas markets, notably China. 

In 2015 Chinese visitors to Thailand accounted for around one quarter of all for-
eign travellers to the country, and this share is expected to increase significantly. While 
growth from China and other inbound markets could provide a well-needed boost to 
Thailand’s economy, if it is not managed adequately it could cause lasting damages to 
the country’s environmental and cultural resources, thereby compromising its attrac-
tiveness as a destination in future decades. 

Graph 4: Thailand: % share of IVAs from China, 2015 and 2020

Source: PATA Asia-Pacific Visitor Forecasts 2016-2020

IVAs to Thailand: % 
share of IVAs from 

China, 2015P

IVAs to Thailand: % 
share of IVAs from 

China, 2020F

Source: PATA Asia-Pacific Visitor Forecasts 2016-2020

Thailand

20

25

15

10

5

0

Sri Lanka

US

Singapore

Japan

Australia

Korea (ROK)

Palau

Cambodia

Vietnam

13.05

1.22

2.31

1.20

1.70

1.02

0.88

0.68

0.80

0.59

IVA volume increase (in millions)
0 2

N
um

be
r o

f a
rr

iv
al

s 
(in

 m
ill

io
ns

)

IV
As

 (i
n 

m
ill

io
ns

)

50.0

35.0

20.0

45.0

30.0

15.0

40.0

25.0

10.0
5.0

0
2015P 2016F 2017F 2018F 2019F

2015P

China IndiaMalaysia Lao PDR Korea (ROK)

2016F 2017F 2018F 2019F 2020F

2020F

China 
43%

China 
27%

Rest 
73%

Rest 
57%

4 6 8 10 12 14



07.09.2016  TTG Show Daily  PATA Travel Mart 7

About the report
Stepping Out of the Crowd was released ear-
lier this year by PATA. It was authored by 
Peter Jordan, a leading expert on millennial 
traveller trends, and produced in partner-
ship with Visa Inc. and Toposophy Destina-
tion Marketing Agency. 

The report draws on unique consumer 
research on the millennial generation car-
ried out among 13 Asian outbound mar-
kets, expert opinion, case studies from lead-
ing travel brands and data from PATA’s own 
forecasts on cross-border travel. It also pro-
vides practical recommendations on where 
to start when putting a dispersal strategy in 
place.

For more information, and to download 
the full report, please visit www.pata.org/
store.

Crucially, the rate of growth is just as (if not more) important as the volume. According to PATA forecasts, 17 APAC destinations are set to receive an average annual growth rate 
(AAGR) from China of more than 10 per cent per year over the forecast period. The Pacific island nation of Palau stands out, because it is forecast to receive an increase of Chinese 
arrivals of nearly 52 per cent every year over the forecast period, rising from 96,850 in 2015 to 780,055 in 20202. This is significant because the country’s population was only 21,000 
in 20153, and its land mass is only 459km² (approximately equivalent to the land area of the Seychelles), leaving many to question at what point its physical and social carrying 
capacity will be reached before limits on growth have to be applied.  

Yet China is not the only source market in the region that is undergoing rapid expan-
sion. In Asia and the Pacific, Korea (ROK), Hong Kong SAR, India, Thailand and Viet-
nam are just a few of the rapidly growing markets that will see strong growth in the near 
future, each with its own distinct market profile. Of course visitors will not just pour 
into APAC destinations from the region itself. Beyond APAC, growing outbound mar-
kets from Latin America and West Asia are also starting to make waves, while demand 
from Europe is expected to remain steady. 

In summary, too many destinations in the Asia-Pacific region are suffering imbal-
ances in the profile of their inbound visitor arrivals: depending too strongly on one or  
two markets, suffering the effects of acute seasonal changes in demand or quite sim-
ply unable to cope with crowds of tourists who flock to see the same sites in the same 
places, in ever-greater numbers. As the leading catalyst for the responsible development 
of travel and tourism to, from and within the Asia-Pacific region, PATA has a huge re-
sponsibility to ensure that this growth does not ultimately create more problems than  
it solves. This is one of the main reasons why we decided to analyse this subject  
in detail, and propose concrete solutions on how destinations could promote tourism 
dispersal.

1Hong Kong SAR and Macau SAR are actually forecast to receive a much higher volume of 
arrivals, but have been omitted here due to the unique nature of high volume and purpose 
of travel between mainland China and the two Special Administrative Regions.
2In accordance with the Palau government’s statistical method, arrivals figures from China 
to Palau are for China and Hong Kong SAR combined.
3UNDESA Population chart, July 2015

Graph 5: APAC destinations forecast to receive % AAGR of IVAs from China of >10%, 2015-2020

Source: PATA Asia-Pacific Visitor Forecasts 2016-2020
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Haydn Long, investor and media 
relations, Flight Centre Travel Group 
Limited 
The Chinese market has been an impor-
tant source of inbound traffic and I sus-
pect that it will continue. I think we may 
also see some growth in inbound from 
the UK if there is ongoing uncertainty sur-
rounding Brexit. Sometimes, people take a 
gap year or a working holiday when there 
is uncertainty and they travel to places 
where conditions are more stable. We saw 
that to some degree during 2009.

I
t has been just eight months since 
Tourism Australia launched the new 
iteration of its There’s Nothing Like 
Australia campaign, showcasing 

Australia’s aquatic and coastal assets, off 
the back of the hugely successful Restau-
rant Australia. 

Restaurant Australia, launched in De-
cember 2013, has seen spending on food 
and wine by international visitors increase 
by nearly 25 per cent to more that A$1 bil-
lion (US$7.6 million), according to figures 
released by the national tourism body. 
Needless to say, while Restaurant Aus-
tralia continues, the aquatic and coastal 
campaign had some big shoes to fill.

As such, Tourism Australia pulled out 
the big guns and employed Aussie actor 
and Hollywood heart-throb Chris Hems-
worth as the global ambassador to help 
share the aquatic and coastal story.

According to managing director of 
Tourism Australia John O’Sullivan: “Hav-
ing Chris involved gave us an authentic 
Australian voice to help share the coun-
try’s experiences with the world in a genu-
ine way.”

However, Hemsworth alone isn’t the 
sole driver of the campaign. O’Sullivan 
said a key contributor has been making 
the use of Virtual Reality and 360 technol-
ogy widely available to consumers, indus-
try and trade partners to give them a more 
immersive experience of what a holiday in 
Australia has to offer.

“Since its launch, the new campaign as-
sets have been viewed more than 10 mil-
lion times across Facebook, YouTube and 
Australia.com. Significantly, leads to in-
dustry partners have grown 85 per cent,” 
added O’Sullivan.

The campaign was first launched to 
the American market at the end of Janu-
ary, and in mid-April it was rolled out in 
China during Australia Week, specifically 
targeting the FIT and premium markets.

O’Sullivan said that over a 10-week 
period, the campaign reached 13.4 mil-

Which source markets will perform 
best for you this year and why?

1  Explore Perth and the Swan River
Explore Tours Perth has created the ulti-
mate day out in Western Australia’s capital 
city with the launch of its new tour, Ex-
plore Perth and the Swan River.

The 10-hour tour departs from mul-
tiple city locations and includes a stop at 
Kings Park, a ferry ride on the Swan River, 
a Segway tour and lunch on the riverbank, 
visits to Mosman and Freshwater Bays 
before making its final stop at Cottosloe 
Beach for sunset drinks. Prices start at 
A$159 (US$121) per person.

2  Camels and Canapes
Camel milk is said to have 10 times more 
iron and triple the amount of Vitamin C 
than cow’s milk. Visitors to the Sunshine 
Coast can learn about camel milk and 
more on Live It Tours’ new excursion, 
Camels and Canapés.

The three-hour experience transports 
guests to the QCamel Farm to meet cam-
els Maxi and Gracey, and visit the first 

Thor lures tourists Down Under
Two campaigns by Tourism Australia have been successful in attracting tourists to the country. By Rebecca Elliott
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7.6 million   
The number of international visi-
tors to Australia in the year ending 
March 2016, up 8.7%

17%     
The percentage increase in over-
night expenditure by international 
visitors in Australia to A$37.9 billion 
(US$28.8) in the year ending March 
2016

2,000      
The number of global media stories 
generated by employing Chris 
Hemsworth as the country’s aquatic 
and coastal ambassador
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dairy in Australia credited with producing 
pasteurised camel milk. 

Set against the backdrop of the Glass-
house Mountains, guests can sip cham-
pagne and try camel’s milk panna cotta 
with fresh pomegranate or camel’s milk 
tzatziki and zaatar bread. Prices start at 
A$110 (US$84) per person.

3  Kombi Surf Tours
In a new tour by Coast Capers, wannabe 
surfers can now learn all about the sport 
while cruising the Gold Coast in a fully re-
stored 1969 Kombi bus. With seating for 
seven, the half-day tour departs daily from 
Surfers Paradise and takes guests to prom-

From left: Explore Tours Perth; Coast Capers

A whale off The Mackerel Islands

Sydney, Australia

Destination Australia

inent National Surfing Reserves as far as 
the border of New South Wales. A visit to 
the Surf World Museum is also included 
in the price of A$89 (US$68) per adult.

4  Jupiters Hotel and Casino
Jupiters Hotel and Casino on the Gold 
Coast has unveiled the first of its refur-
bished Superior Deluxe Rooms as part of 
the hotel’s A$75 million (US$57 million) 
transformation.

Located on the 5th to 17th floors, the lux-
urious rooms were designed by Steelman 
Partners and feature bespoke bedheads, 
local artwork and natural wood finish-
es, along with The Star Entertainment 

lion Chinese consumers via out of home, 
print, digital and social media platforms. 

“There were more than two million 
unique visitors to australia.cn during the 
campaign period, of which more than 
200,000 clicked into partners’ sites for fur-
ther travel conversion activities,” he said.

O’Sullivan said that working with in-
dustry, in market Key Distribution Part-
ners (KDPs) and Aussie Specialist Travel 
Agents have been important to the success 
of the campaign, and converting interest 
into visitation.

For example, KDPs in China extensive-
ly promoted FIT and premium packages 
with new aquatic and coastal experiences. 
Based on preliminary statistics, they have 
sold more than 15,000 aquatic and coastal 
themed travel packages during the cam-
paign period, valued at A$52 million.

Local operators have also been enjoying 
the spoils of the campaign. 

A spokesperson for One&Only Hay-
man Island said: “Millions of Chris Hems-

worth fans on Instagram, Twitter and Fa-
cebook were able to follow the actor and 
his family on their recent trip throughout 
Australia. This has translated into an in-
crease in bookings from around the globe 
to One&Only Hayman Island.”

Looking at the bigger picture, Tourism 
Australia has been working towards grow-
ing overnight visitor expenditure to more 
than A$115 billion per annum by the end 
of the decade as part of its Tourism 2020 
strategy. 

According to Tourism Research Aus-
tralia’s latest Tourism Forecasts 2016, the 
total annual overnight spending is fore-
casted to reach A$127 billion by the year 
2020 – well ahead of the original A$115 
billion target.

“The latest figures show that interna-
tional spending is currently growing at 
more than twice the rate of visitor arriv-
als, accelerated by the growth in visitation 
from key markets in Asia,” O’Sullivan con-
cluded.

Group’s custom-created ‘The Cloud’ mat-
tress topper. All 600 rooms in the hotel are 
on track to be completed by the end 2016.

5  The Mackerel Islands
Made up of 10 islands, The Mackerel Is-
lands – located 22km off the coast of On-
slow in Western Australia – are now open 
for business after a partial closure for 
renovations. 

Thevenard and Direction Islands offer 
accommodation, with Thevenard home 
to 13 refurbished beachfront cabins, while 
Direction has just one cabin for up to 
eight people. Activities include diving, 
fishing and kicking back on the beach.
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Jo Crisp, general 
manager, Peak 
Cambodia DMC 
Given the relative 
ease of travelling 
from Australia to 

Cambodia, the Austra-
lian market will continue 

to be a key market for the Intrepid Group 
(which houses a portfolio of brands includ-
ing Peak Cambodia DMC). For short break 
adventures and Urban Adventures, we see a 
growth in visitors from surrounding countries, 
including Singapore, India, China and Hong 
Kong, who are choosing to take mini-breaks 
that allow them to experience the country.

Pierre-André Romano, 
general manager, 
EXO Cambodia 
China is the fastest 
growing market 

here, as is the case 
in most other coun-

tries. The trend may be 
starker in Cambodia because of the Ministry 
of Tourism’s efforts.  Americans benefit from 
Cambodia being a dollarised economy, while 
Europeans have to face exchange rates 
issue, especially now as consequence of the 
Brexit. Asian markets in general are interest-
ing, with travel professionals working with 
airlines companies and airports on short-stay 
outbound travel to Cambodia.

C
ambodia is well on its way in 
transitioning from backpacker 
haunt to exotic boutique des-
tination as it prepares to wel-

come more business travellers and tap 
into the eco-tourism market.

In 2015, Cambodia welcomed 4.77 mil-
lion international travellers – a 6.1 per cent 
increase on the previous year – generating 
US$3.1 billion. This accounts for 10.5 per 
cent of the GDP. By 2020, the government 
aims to attract 7.5 million international 
visitors and generate an annual income of 
US$5 billion.

Once renowned for its cheap guest-
houses, bars and eateries, the last five years 
has seen Cambodia – Phnom Penh in 
particular – plant itself on the map as the 
jewel in South-east Asia’s boutique hotel 
crown. 

And in the coming years, the country is 
looking set to welcome a swathe of global 
luxury hotels, with the likes of Okura Pres-
tige, Rosewood and Shangri-La adding to 
the current handful available, including 
Sofitel, Raffles le Royal and Intercontinen-
tal. The country’s first Marriott is also set 
to open in Siem Reap come October.

As well as catering to luxury travel de-
mand, the flourishing of five-star accom-
modation is poised to serve the growing 
international business and MICE markets.

“Phnom Penh is an up-and-coming 

Which source markets will perform 
best for you this year and why?

1  Six Senses Krabey Island
Six Senses is gearing up to make its Cam-
bodian debut with the opening of Six 
Senses Krabey Island in 3Q2014. Sprawled 
across an intimate island, just off the coast 
of Sihanoukville, the resort comprises 40 
pool villas dotted across the 30-acre is-
land. Outdoor showers, private plunge 
pools, mini wine cellars, fine dining and 
a spa complete with a meditation cave and 
outdoor yoga sala are just a handful of 
treats that will be on offer.

2  Rokku Sushi Lounge + Bistro
Co-owned by Khmerican pop star, Laura 
Mam, Rokku Sushi Lounge + Bistro is set 
in the heart of the Phnom Penh’s business 
district. As well as serving sushi and Jap-
anese-Western fusion fare, it also features 
a bar, rooftop terrace and entertainment 
options ranging from an open mic kara-
oke stage to live bands and DJs. Floors are 
available for private hire.

3  T Galleria
DFS Group, the world’s leading luxury 
travel retailer, celebrated its first outlet in 
Cambodia with the opening of T Galleria 
in Siem Reap in June. As the largest duty 

Luxe expeditions beckon
Cambodia may not be backpacker haven for much longer as it spruces up for luxury travel. By Marissa Carruthers
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1 million   
The number of tourists landing in Sihan-
oukville in 1H2016 – a record high and 
17 per cent YOY increase

14.5%     
The YOY increase in Chinese tourists 
visiting Cambodia, prompting the Minis-
try of Tourism to launch a five-year plan 
to attract more visitors from the country

972,753      
The number of visitors to Angkor Wat 
Archaeological Park. The weak 0.25 per 
cent increase has agents calling for the 
promotion of other local attractions
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free luxury department store in the coun-
try, T Galleria offers a total of 170 leading 
international high-end brands and lo-
cally handcrafted products spread across 
7,990m2, in addition to Crystal Jade res-
taurant serving Chinese cuisine and dim 
sum. 

Bulgari, Cartier, Tiffany & Co, Bottega 
Veneta, Fendi, Gucci and Giorgio Armani 
are some brands featured.

4  Garden City Hotel and Golf
Set to open in October, Garden City Ho-
tel & Golf is spread across 3,000ha about 
20km outside Phnom Penh. The 254-
room property features a range of meeting 
rooms and conference space – including a 
ballroom that can host up to 1,500 peo-
ple – a business centre, spa, fine dining, 
spacious pool and a kids’ club. An 18-hole 

From left: Rokku; Garden hotel  & golf

Tuk Tuks and cars rush in front of cafe and hotels on the main 
road along the Mekong river,  downtown Phnom Penh

Destination Cambodia

championship golf course sits next to the 
hotel, while there are plans to open a per-
formance zoo and waterpark by the end 
of the year.  

5  Sokha Siem Reap Resort and 
Convention Centre
Homegrown hotel brand Sokha is prepar-
ing to open its latest venture in the form 
of Sokha Siem Reap Resort, located close 
to the entrance of iconic Angkor Wat Ar-
chaeological Park. 

In September, the first phase of the 
property will be complete with the open-
ing of 224 rooms, the swimming pool and 
conference centre – the country’s sec-
ond largest hotel conference facility after 
Sokha Phnom Penh. By the end of the 
year, the resort will be fully open, with a 
total of 776 rooms.

destination for business and large corpo-
rations,” said Daniel Grau, managing di-
rector of Rosewood Phnom Penh, citing 
Asian Development Bank, Manulife, AIA 
Group, Hitachi and Diethem Travel as ex-
amples of businesses that have existing or 
soon-to-open offices in the CBD. 

Cambodia’s heritage, culture and natu-
ral sites have also led to a surge in expe-
riential travel with eco-tourism elements. 
Amy McLoughlin, cofounder of Ayana 
Journeys, said: “Visitors worldwide are 
searching for authentic experiences as 
they travel, and Cambodia holds many 
opportunities in this area.” 

This has seen growing demand for 
more off-the-beaten track tours into re-
mote areas of Cambodia, such as trekking 
through the rainforest in the Cardamom 

Mountains, visiting elephants in their nat-
ural habitat in Mondulkiri and meeting 
tribes that live in the jungles of Ratanakiri.

Jo Crisp, general manager of Peak 
Cambodia DMC, said: “Infrastructure de-
velopment, such as bridges, roads and ho-
tels, are making it possible to venture out 
in relative comfort to sections of Cambo-
dia which only a few years ago were only 
visited by die hard adventure seekers who 
could endure 10 hours on the back of a 
truck driving through mud.”

However, the challenge is ensuring the 
development is sustainable, with Cambo-
dia’s culture and environment protected, 
environmental issues tackled, and wealth 
shared across all communities. “The fu-
ture of not only tourism but the country 
itself is in our hands,” added Crisp.  

In a bid to hit its 2020 tourist target, the 
Ministry of Tourism is focusing efforts on 
the Chinese market, launching a five-year 
Chinese ready plan, which includes hav-
ing Chinese speaking staff in every hotel 
and restaurant, Chinese signs in airports 
and tourist spots, three-year multiple en-
try visas and direct flights.

Beautification schemes have also been 
carried out to get more people to the 
coast. Campaigns to clean up the beach 
and open more upmarket offerings has 
seen Sihanoukville shake off its seedy 
reputation, while similar initiatives in 
the nearby Kep and Kampot have helped 
boost tourism. In November, Cambodia 
Tourism Federation and travel organisa-
tions will hold a forum to discuss how to 
develop the coast into the future.
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Justin Jacob, managing director, Connectworldtours.com
We see a strong showing from India and China, particularly with many 
new parks and malls opening. Many are high spenders, and the length 
of stay is expected to increase, to four nights from three, starting from 
November. The markets have been growing but this year we expect 

a sharp rise because of many developments in Dubai, in particular 
the opening of new and exciting entertainment infrastructure. In other 

markets, trends are good from Vietnam, Indonesia and the Philippines.

Kulwant Singh, CEO and managing director, Lama Group
India, Saudi Arabia and the UK remain the top source markets for Dubai 
from January to May 2016, and these will continue to do well for the 
rest of the year. India has proven to be a very lucrative market with 
1.6 million people visiting last year, which is a 26 per cent year-on-
year increase, despite currency fluctuations and a slowdown in the 
global economy.  We are very confident that it will stay this way and 
the UAE travel industry will continue to thrive, thanks to the opening of 
new hotels, tourist attractions and theme parks.

Destination Dubai

D
ubai is well placed to remain a 
highly competitive destination 
and will continue to attract in-
creasing numbers of travellers 

from Asia, tourism officials have said. 
The state’s growth was 7.5 per cent last 

year, double the projected 3.4 per cent 
global travel growth as predicted by the 
United Nations World Tourism Organi-
sation. As of May 2016, Dubai welcomed 
6.57 million international guests in the 
first five months of 2016. 

The city’s burgeoning growth is thanks 
to the continuous infrastructure devel-
opment, product offering enhancement 
across festivals and events, new accom-
modation, attractions and visitor expe-
riences, as well as increased destination 
marketing investments. 

This is supported  by an ever-increasing 
air connectivity and seat capacity deliv-
ered by Emirates. Moreover, the airline has 
142 A380s on order.

Dubai’s Department of Tourism and 
Commerce Marketing (Dubai Tourism) 
said it is working across the travel and 
trade ecosystems to encourage more visi-
tors to the emirate and drive repeat visita-
tions. 

Dharmendra Sharma, director of sales 
and marketing at Shangri-La Dubai, not-
ed that most Asian travellers stay for two 
to three nights, unless they are travelling 
for business. 

“However, with Dubai Parks and Re-
sorts and other tourist attractions open-
ing soon in Dubai, we believe the average 
length of stay will increase as a result of 
the developments,” he said.

In terms of visitor numbers, both the 
Far East and South-east Asian markets 
have experienced strong growth since 
Dubai’s Tourism Vision for 2020 an-
nouncement – which aims to welcome 20 
million visitors per year by 2020, doubling 
the number welcomed in 2012. 

Which source markets do you think will perform best this year and why? 

Dubai’s skyline at night

1  Dubai Opera
The spanking new Dubai Opera is a 2,000-
seat performing arts centre located in the 
heart of the Opera District in Downtown 
Dubai. It officially opened on August 31, 
and the opening night was graced by leg-
endary Spanish tenor Plácido Domingo.

2  La Perle by Dragone
Featuring a cast of 65 artists performing 
aqua and aerial stunts is the La Perle show 
produced by cultural creative company 
Dragone. Staged at the Al Habtoor City on 
a tailor-made state-of-the-art aqua stage, 
it will be the region’s first permanent show 
with around 450 performances per year. 
La Perle is set to preview in late 2016.

3  IMG Worlds of Adventure
The world’s largest indoor theme park 
recently opened on August 15 this year. 
Situated a 15-minute drive from central 
Dubai, the theme park will have four 
zones – Marvel, Lost Valley, Cartoon Net-
work and IMG Boulevard – with more 
than 20 rides and attractions. Tickets will 
be priced 300 dirhams (US$82) for adults 
and 250 dirhams for children.

Fresh desert developments

India has been a strong market for 
Dubai and continues to have solid growth. 
The segment is further strengthened by 
Etihad-backed Jet Airways increasing 
capacity on flights to the city. One of Jet 
Airways’ five daily flights from Mumbai 
to Dubai, initially operated by a 168-seat 
twin-class Boeing 737 aircraft, has been 
replaced by a wide-body Boeing 777 since 
August 6. 

Dubai’s accommodation sector con-
tinues to diversify thanks to the signing of 
numerous mid-market hotel brands such 
as Studio M and Hampton by Hilton, and 
the opening of luxury hotels Palazzo Ver-
sace and The St Regis Dubai.

As of May 2016, there were 673 estab-
lishments in operation representing a to-
tal of 99,211 rooms across the hotel and 
hotel apartment categories. 

Moreover, the signing of a Memoran-
dum of Understanding between Dubai 
Tourism and Airbnb has led to a further 
increase in accommodation spaces. 

Under the new guidelines, private 
home owners can now apply for a holi-
day home licence without having to go 
through an approved Dubai Tourism op-
erator (as earlier required), provided they 
meet all criteria. 

“We are continuously looking at how 
to enhance our overall offering to ensure 
Dubai remains competitive and appeals 
to an evolving diversity of travellers,” 
said Khaled Bin Touq, executive director, 
Tourism Activities & Classification Sector, 
Dubai Tourism.

On the events front, Dubai Business 
Events – the city’s official convention bu-
reau – won the bid to host the 69th World 
Real Estate Congress in 2018. The annual 
event organised by the International Real 
Estate Federation, FIABCI, makes its de-
but in the Middle East and is expected to 
attract more than 1,000 real estate profes-
sionals from over 60 countries.

The city is constantly creating new experiences that appeal greatly to their target markets, writes Feizal Samath
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6.57 million
The number of international guests 
Dubai welcomed in the first five months 
of 2016

4  Dubai Parks and Resorts
The mega project, spread across 2.3 mil-
lion square metres, comprises six differ-
ent areas: Motiongate Dubai, Bollywood 
Parks Dubai, Legoland Dubai, Legoland 
Water Park, Riverland Dubai and Lapita 
Dubai. Multipark annual passes that cost 
2,495 dirhams (US$680) have been re-
leased ahead of the October opening. 

5  The Outlet Village
Dubai-based holding company Meraas 
will be opening The Outlet Village in 
3Q2016. Located adjacent to Dubai Parks 
and Resorts, the indoor mall will offer 
discounted high-end brand merchandise 
from over 100 retail brands.

6  Meydan One
Developer Meydan has announced the 
launch of Meydan One, a project featur-
ing a 711m-high tower, a mall, the world’s 
largest indoor ski slope, a 25,000m2 in-
door sports facility, the largest dancing 
fountains in the world, a beach and a civic 
plaza that can host up to 60,000 people. 
The first phase of the project is scheduled 
to be completed before 2020.

12.1 million 
The number of occupied room nights in the 
country as of May 2016, up 5.8 per cent 
from 2015

90 million
The maximum annual capacity of Dubai 
International Airport after the opening of 
Concourse D in February 2016

98%
The percentage of international travellers 
who rated their Dubai experience in a 2015 
visitor survey a seven or higher (out of 10) 

shutterlk/shutterstock

IMG Worlds of Adventure

Legoland Dubai
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Sugumaran Nair, 
Manager, Inbound & 
MICE Division, Freme
China, which has 
always been the top 
performer for Freme. 

China is also a year-
round market. We hope 

the introduction of visa-on-arrival will boost 
numbers further. 

Leslie Chiang, managing director, 
BorneoGuide
We see good business 
coming from FITs 
especially from 
Germany, UK, 
Australia, Japan and 
South Korea because 
they enjoy eco-tourism 
and soft adventure products 
that we are promoting.

Destination Brunei

C
hinese visitors to Brunei Darus-
salam can now more easily ob-
tain visa-on-arrival for single 
entry over a maximum stay of 

14 days, a change implemented in an at-
tempt to encourage Chinese visitors – who 
form Brunei’s second largest inbound 
market – to stay longer in the Sultanate.

Previously, tourists from China had to 
book a package and get approval for the 
same visa through an agency. 

Peter Chieng, managing director of 
PJ Majestic Tours, said: “Visa-on-arrival 
helps as it removes the time consuming 
process and hassle of (us) applying for a 
visa. It makes it easier for wholesalers to 
sell Brunei and receive last minute book-
ings just before departure. The Chinese 
are spoilt for destinations as there are so 
many countries trying to woo them.”

Inbound agents have found it is easier 
to sell short Brunei trips as part of multi-
destination itineraries.

Which source markets are likely to 
perform well this year?

Jame’Asr Hassanil Bolkiah Mosque, 
Bandar Seri Begawan

1  Parkview Hotel Brunei
This 123-room hotel in Jerudong, for-
merly known as LR Asma Hotel, last year 
got rebranded as Parkview Hotel and came 
under a new management, Times Square 
Group of Companies. Located at Jeru-
dong, the hotel has six meeting rooms; a 
banquet hall; a gym, an outdoor pool; and 
separate Jacuzzis and saunas for men and 
women.
 
2  Escape Square

Escape Square is a home-grown business 
with a similar concept to the global Escape 
Room franchise. It features four rooms, 
each with a different theme – Murder in 
the Office, Kidnapping in the Classroom, 
the Scorpio Killer’s Residence and The Pi-
rate Ship: Blackbeard’s Treasure. At Escape 
Square, groups of up to six are tasked to 
solve puzzles within 60 minutes. Escape 
Square is located on the first floor of Ab-
dul Razak Complex in Kg Gadong.

3  Waterpark at Jerudong Park
Attractions at the waterpark include water 

Finding keys to the kingdom

Executive director of BonAsia Holiday 
Management Services, Caroline Ang, said 
it is easier to pair Brunei with Labuan in 
Malaysia rather than sell Brunei as a mo-
no-destination. The Brunei leg is usually 
over one or two nights out of the full five 
night package.

Century Travel Centre (CTC) general 
manager, C P Foo, agreed it could be a 
challenge to sell Brunei as a mono desti-
nation over a one-week period. Century 
Tours hence combines Brunei with Bali 
or Kota Kinabalu as part of a charter tour.

Also in favour of inbound agents, Royal 
Brunei Airlines (RBA) commenced week-
ly scheduled charter flights to Zhengzhou 
from July 1 for a three month period. 
This is in addition to daily flights to Hong 
Kong from Bandar Seri Begawan and 
thrice weekly flights to Shanghai.

On Brunei’s allure to the Chinese mar-
ket, Cheing said: “The Chinese market in 
particular are interested in Bruneian Roy-

Brunei saw visitor numbers decline in the first quarter, but inbound agents are hopeful that the recent easing 
of visa requirements for one of its top source markets will turn things around. S Puvaneswary reports

 Products

 viewPoints
Destination in numbers

56,431
International visitors to Brunei via 
Brunei International Airport in 1Q2016. 
Of this, a total of 42.2 percent visited 
Brunei for leisure and holiday, 17.4 per 
cent travelled for business. In-transit 
visitors formed 15.8 per cent

2.2 days
Average length of stay in the first 
quarter of 2016 compared with 2.1 
days in the same period last year

40.7 per cent
Hotel occupancy rate in Brunei in 
1Q2016 compared with 37.3 per cent 
in 1Q 2015

slides, waterfall jet, water gun, water mill, 
umbrella jet, tipping bucket, pipe fall, net 
bridge, water volcano, interactive arching 
jets and floor jets. Jerudong Park also has 
a ferris wheel, roller coaster and mini-golf 
course.

4  Freme Travel’s Eco Adventure Park; re-
furbished Rainforest Lodge
Both these facilities promise exciting ac-
tivities and the modern comforts of home 
in a pristine rainforest environment. 

The lodge can accommodate over 40 
pax in new wooden bunker beds and a 
further 15 or so in large tents. It also boasts 
a new terrace dining area and new kitchen.

The new park’s adventure course in-
cludes a 135m flying fox, a high rope 
bridge course, a hanging bridge across 
the river and a canopy platform for bird 
watching and a tower for viewing.  

5  Kg Sungai Bunga homestay
Kg Sungai Bunga fishing village has al-
located a few houses for homestay tour-
ism, where guests can learn about the local 

Vincent St. Thom
as/shutterstock.com

alty and we take them to the Royal Regalia 
Museum and outside the palace... They 
(also) love soft adventure and nature and 
we promote nature tours to see the pro-
boscis monkey along the Brunei River and 
visits to Ulu Temburong National Park.”

Similarly, Foo said Brunei’s strength 
remained on eco-tourism and culture and 
this was what CTC was pushing for the 
Chinese market.

He added: “There are new products at 
Ulu Temburong National Park such as 
Ulu-Ulu Resort and just outside the na-
tional park, at Batang Duri, the Freme 
Rainforest Lodge was recently upgraded 
(with) more teambuilding structures.”

For BonAsia’s Ang, clients from China 
are middle and upper middle class and 
usually opt for four- or five- star proper-
ties. The group considers Kampong Ayer 
and the Royal Regalia Gallery among the 

culture over short stays with a local family. 
Tourists can also request for demonsta-
tions on preparing prawn crackers or to 
watch a local music performance known 
as mukun, where traditional drums ac-
company a group of local singers. For de-
tails, email mpksungaibunga@gmail.com

must-see attractions in Brunei.
And while Brunei is not a place that 

comes to mind for shopping, some af-
fluent Chinese tourists will leave Brunei 
with luxury goods like Rolex watches, said 
Michael Lee, managing director of Freme. 
This year, the company will do a couple 
of sales calls to Hong Kong, Shanghai and 
Guangzhou, to keep agents updated. 

Brunei saw a slight drop in tourist ar-
rivals in 1Q2016, with visitors totalling 
56,431 compared with 58,038 in 1Q2015. 
The Tourism Development Department 
under the Ministry of Primary Resources 
and Tourism attributed this decline to an-
nual seasonal fluctuation, an overall fall in 
travel demand and negative growth from 
the main source markets. 

6  Glamping at Sumbiling Eco Village
Sumbiling Eco Village has enhanced its fa-
cilities to include four glamping tents for 
those interested in camping in the Tembu-
rong rainforest. The glamping accommo-
dations vary in size, with the largest being 
able to accommodate up to four people. 

Parkview Hotel Brunei
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Cooper Zhang, 
manager, CITS 
Macau 
So far, India has 
been our best 
source market, 

putting in good traffic 
this summer. Most of 

them are family travellers and I reckon the 
government’s promotion in India is paying 
dividends. Hotel rates could be another 
possible reason, as rates have not been as 
high as before given the existing economic 
condition.”

Johnny Choi,  
director of sales, 
Estoril Tours
Thailand has been 
the best performer 
in terms of growth 
rate. It will do better 
than last year. New air 
connections between Thailand and Macau, 
new integrated resorts and affordable tour 
packages being promoted in Thailand are 
helping to grow this market. It also helps 
that the Macau government has been 
subsidising agents’ advertising expenses in 
destination promotions, which in turn gives 
group tour business a big boost this year.

A 
challenging macroenvironment 
has led Macau to see a slight 
decline in international arriv-
als. Numbers fell 0.8 per cent 

between January and May this year, with 
Chinese arrivals taking a downward trend. 
Fortunately, growth is seen in other major 
source markets – Thailand (33.2 per cent), 
Japan (10.3 per cent), Vietnam (10.3 per 
cent) and Taiwan (10.2 per cent).

To keep international visitors coming, 
the Macao SAR Government will con-
tinue to cooperate with the travel trade, 
offering tourist packages alongside festivi-
ties to unleash a synergetic effect between 
tourism, culture, sports and events.

Differentiated destination promotions 
have been created for China, Asia and 
longhaul markets this year, and activi-
ties include conducting travel marts and 
roadshows, product presentations and fa-
miliarisation trips. 

A spokesman with the Macao Govern-
ment Tourism Office (MGTO) told the 
Show Daily that it will support travel agen-
cies by launching themed packages with 
value-added products such as romantic 
3D mapping tours and culinary tours.

“We will also continue to arrange for 
local performances at various tourist sites 
to showcase Macau’s culture. For instance,  
we will debut the Macao Light Festival in 
December to enrich tourists’ night-time 
agenda. Also new this year is the 1st Inter-

Which source markets will perform 
best for you this year and why?

1  Banyan Tree Macau
Fancy picking up some Thai culinary 
skills while in Macau? Banyan Tree Macau 
is now offering a fun course that teaches 
participants how to whip up Thai favour-
ites such as yum ruam mit talay (spicy 
seafood salad), tom yum goong (spicy 
and sour soup) and gaeng kiew wan gai 
(braised chicken with green curry). Each 
class accepts 10 to 30 people, and a cus-
tomised cooking competition for groups 
can be arranged with three days’ advance 
notice.
 
2  Anim’Arte Nam Van

Launched in June, this new leisure area at 
the Nam Van Lake combines sports, arts 
and culture to keep visitors busy. There 
are creative shops to peruse, a weekend 
craft market to visit, weekend cultural 
performances and activities to partake in, 
and swan-shaped pedal boats to rent for 
a fun ride on the lake. And when a rest is 
required, head to the café run by the Insti-
tute for Tourism Studies.

3  Planet J, Sand Cotai Central
Planet J in Sands Cotai Central is said to 
be the world’s first player-centric Live-
Action-Role-Play theme park. It features 
role-playing games where players can 

Partnership approach

national Film Festival & Awards Macao.”
The MGTO spokesman added that “a 

number of outstanding new hardware 
coming up in the next six to 12 months, 
including revitalised heritage venues and 
integrated resorts, will continue to expand 
the list of attractions in Macau and offer-
ing more reasons for visitors to come and 
to extend their length of stay in the city”.

Heritage venues that will get a new lease 
of life include the Maritime Workshops 
near A-Ma Temple, which will be con-
served and transformed into a contempo-
rary art centre for the display of outstand-
ing visual art works. It will also function as 
an experimental theatre and a visual arts 
education venue. 

Restoration is also ongoing at the 
120-year-old Chong Sai Pharmacy which 
is a residential building typical of its time, 
with the lower floor used for business and 
the upper floor for living. It is due to reo-
pen to the public this year. 

Tourism authorities are 
working with travel 
agents to create unique 
experiences and products. 
Prudence Lui reports

 Products

 viewPoints

Destination in numbers

1.2 days     
The average length of stay in January 
to May 2016, up 0.3 day compared to 
the same period in 2015

14.1%
The year-on-year percentage decline in 
per capita spending of visitors during 
1Q2016, arriving at MOP1,547. 
Overnight visitor spending suffered the 
biggest loss, tumbling 21.8 per cent 
year-on-year to MOP2,525. Same-day 
visitor spending slipped 3.9 per cent to 
MOP679

33.6%    
The year-on-year percentage decline 
(to 2,833,000 people) in package tour 
arrivals from China to Macau during 
the first five months of 2016. Interest 
in group tours has given way to 
independent travel preferences

12,405,950     
The total visitor arrivals to Macau in the 
first five months of 2016, down by a 
slight 0.8 per cent year-on-year. Visitor 
arrivals by land and by air rose 3.8 
per cent and 9.3 per cent respectively, 
while those arriving by sea fell 14.1 
per cent

physically act out the actions of fantasy 
characters, and pursue goals and interac-
tion with other adventurers between real-
istic and virtual settings. Connecting the 
players with the park is a mobile device 
called Magic Scroll, a personalised mobile 
gear that connects to over 200 whimsical 
games. Blending state-of-the-art technol-
ogy and experiential storytelling, it takes 
players into an immersive experience, 
from fun games to exhilarating quests for 
individuals, and grand adventures to daz-
zling performances for group challenges.

4  T Galleria by DFS, City of Dreams
City of Dreams is expanding its retail at-
traction, with openings phased across 
June to December.  The new and im-
proved T Galleria by DFS will be connect-
ed to F&B, casinos, shops, entertainment 

The Patane Library, a row of seven an-
cient low-rises in Rua da Ribeira do Pa-
tane, is the last of the three current resto-
ration projects in Macau. It will reopen as 
a new library space.

The destination is further growing 
its collection of integrated resorts, with 
Wynn Palace and The Parisian Macao 
coming online this August and September 
respectively. MGM Cotai and the luxuri-
ous THE 13 hotel are also on the horizon.

For Maggie Mak, operations manager 
for group and FIT with Goldfield Travel 
Services, the new integrated resorts do not 
bear much appeal for her dominant fam-
ily travel segment.

“There aren’t enough non-gaming op-
tions for family groups in Macau that can 
keep encourage them to stay on longer. 
While Hong Kong has a lot to offer like the 
countryside and summer camps for kids, 
Macau hardly has the same draws,” Mak 
lamented.

and hotels within the integrated resort 
complex. Shopaholics can look forward to 
the first-ever shoe salon as well as a multi-
brand lifestyle shopping area dedicated to 
men’s fashion and grooming.

5  Royal Flight
Royal Flight, based in Abakan, Russia, has 
begun operating chartered flights between 
Moscow and Macau in May twice a week. 
The 10-hour flight is the airline’s first 
route into Greater China. 

6  El Gielo
This new outdoor lounge is Pacha Macau’s 
latest gem. The venue has six cabanas with 
approximately 120 seats and offers access 
to the pool area of Studio City hotel, mak-
ing it the perfect party central for holiday-
makers as well as event planners.

From left: Banyan Tree Macau’s Thai cooking class, and the new and improved T Galleria by DFS
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Meet the buyers

Judith Anglim
Destination specialist 
Asia – product man-
ager, Infinity Holidays, 
Australia
What does your com-
pany specialise in? 

We  specialise in the leisure market selling 
most worldwide destinations through our 
own Flight Centre retail brands. We have 
over 900 stores Australia-wide. Asia is a 
very important part of our business and 
we are always looking for new products to 
offer.

What are you shopping for at PATA Travel 
Mart 2016? We are looking to cement cur-
rent relationships and also seek new inter-
esting opportunities with the destinations 
we have contracted: Indonesia, Sri Lanka, 
Myanmar, the Philippines, Thailand, Sin-
gapore and Hong Kong.

Michelle Alves
National sales man-
ager, Nexus Holidays, 
US
What does your com-
pany specialise in? 
Nexus Holidays is a 

tour operator specialising in Asia. For 
more than 20 years we have being sell-
ing group tours to China, Taiwan, Hong  
Kong, Japan, South Korea, Vietnam, Cam-
bodia and Thailand. We also handle a 
variety of FIT tours to Indonesia, India,  
Myanmar and other destinations by re-
quest.

What are you shopping for at PATA Travel 
Mart 2016? We are looking for suppli-
ers able to accommodate large groups, 
and companies offering a singular prod-
uct. With plans to expand our portfolio, 
DMCs from destinations other than the 
ones we already work with are also wel-
come to contact us.

Jane Stark
President, Travel Inter-
national Group, US
What does your com-
pany specialise in? 
We are experts in the 
design of international 

tour programmes to South-east Asia, Eu-
rope, Africa, South America and the Holy 
Land. Domestically, we also offer tours 
across continental US and Canada. We 
also offer nature and honeymoon tour 
products.

What are you shopping for at PATA Travel 
Mart 2016? Trend shows, product presen-
tations and panel discussions; networking 
and renewing contacts; personally meet-
ing the sellers; updating new product 
knowledge; and taking advantage of the 
post tour so as to be able to sell the rel-
evant products better.

Klaus Ludwig
General manager, 
KulturenLeben GmbH, 
Germany
What does your com-
pany specialise in? 
For 30 years, we have 

been offering tailor-made programmes 
for groups. We have built up a high degree 
of competence on destinations and on the 
social background of our customers – as-
sociations, parties, communities, compa-
nies, schools and universities.

What are you shopping for at PATA Trav-
el Mart 2016? We hope to deepen our 
knowledge on destinations and services 
and look for new ones. This is especially 
since we do not publish packages but sell 
to customers we’ve known for years and 
who almost never opt for repeat visits to 
the same destination. 

Chris Ellis
Product manager, Ex-
plore Worldwide,UK
What does your com-
pany specialise in? 
We have been run-
ning small group ad-

ventures for 35 years. We run over 500 
tours in over 120 countries. Our range of 
activities and experiences, award winning  
tour leaders, commitment to responsible 
travel and a pinch of Explore spirit, keep 
our customers coming back year after 
year.

What are you shopping for at PATA Travel 
Mart 2016? I am looking to meet with 
inbound ground agents and multi-coun-
try DMCs who currently operate small 
group, guided trips within Asia, with a 
view to discussing product ideas and pos-
sible future collaboration.

Roberto Mulas
Director, South-east 
Asia sales, A.G.Y. 
Travel, Argentina
What does your com-
pany specialise in? 
We are a wholesale 

tour operator and have been developing 
travel business to Asia since 1995. We are 
also the exclusive representative of Asian 
Trails (Kuoni Group) to Argentina and 
Uruguay. Our main focus is in FIT up-
market travel and group travel.

What are you shopping for at PATA Travel 
Mart 2016? We are seeking new products, 
destinations and business opportunities 
and high level services within Asia.

Anthony Hill
CEO & founding 
director, Adventure 
Travel, Australia
What does your com-
pany specialise in? 
Adventure Travel 

Group (powered by eRoam.com) are 
specialists in FIT for both B2B and B2C. 
Our intelligent technology enables users 
to create multi-destination itineraries in 
under 20 seconds (including all accom-
modation, transport and activities).

What are you shopping for at PATA Travel 
Mart 2016? We are looking for DMCs, 
tour operators, transport providers and 
activity suppliers to partner with as our 
local product experts in locations globally.

Kanako Miura
Product manager, Ap-
ple World, Japan
What does your com-
pany specialise in?  
We are a B2B hotel 
reservation system for 

FIT, mostly for the Japanese and Asian 
markets.

What are you shopping for at PATA Travel 
Mart 2016? We would like to meet and 
catch up with our partners and find new 
products especially in South-east Asia.

Sanjeet Singh Joher
Vice president – com-
bined buying group, 
Cox & Kings, India
What does your com-
pany specialise in? 
Cox & Kings’ history 

began in 1758 when it was appointed as 
general agents to the Foot Guards in India. 
Today, we are a premium brand in all trav-
el related services in the India, employing 
over 5,000 trained professionals.

Besides travel management services 
like business travel, Forex, NRI and insur-
ances, we specialise in outbound tourism, 
destination weddings, incentive and con-
ference solutions and domestic/inbound 
holidays.

What are you shopping for at PATA Travel 
Mart 2016? We are on the lookout for re-
liable and competitive DMCs who main-
tain service standards and deliver flawless 
travel arrangements to the end customer. 
We are also looking at partners including 
attractions, hotels, channel partners at 
upcoming destinations to maximise out-
bound tourism from India for MICE, des-
tination weddings etc. and boost inbound 
tourism through them.

Mark Xiaodong Huang
President & CEO
Access China Tours/ 
Dba Access Asia Tours, 
Canada
What does your com-
pany specialise in? 

Access China/Asia Tours is specialised in 
planning and organising group and pri-
vate FIT tours to East, South-east, and 
South Asian countries such as China, 
India, Japan, Thailand, Indonesia, Myan-
mar, Mongolia and Vietnam.  We work 
with agencies and organisations in the US  
and Canada to serve their clients who are 
looking for a special tour experience in 
Asia.

What are you shopping for at PATA Travel 
Mart 2016? I am interested in finding 
high quality and experienced boutique- to 
mid-sized local tour operators and suppli-
ers that we can work with closely to deliver 
the best possible ground service to our 
prestigious clients who come to Asia for 
an unforgettable tour experience.

Fukiko Kawanami
Senior product director 
JHC, Japan
What does your com-
pany specialise in? We 
are a wholesaler for 
Japan outbound agen-

cies and sell hotels, optional tour, hotel 
and flight plans, etc. We sell through both 
online and offline platforms and com-
municate with many affiliate suppliers all 
over the world.

What are you shopping for at PATA Travel 
Mart 2016? We are shopping for hotel 
contracts, new optional tour ideas, new 
suppliers as well as destination trends to 
help us sell to the Japan market.

Tero Norvio
Managing director/
owner, Aventura Tour 
Operator and Aventura 
Latina, Finland
What does your com-
pany specialise in? We 

specialise in cultural tours and tours close 
to nature for clients looking for high qual-
ity, eco-friendly services. In addition to 
group tours, we offer tailor-made services 
for individuals. We have a lot of experi-
ence in mountaineering and trekking and 
are also experts in diving and liveaboard 
diving trips.

What are you shopping for at PATA Travel 
Mart 2016? I am looking forward to meet 
high quality service providers, eco-lodges 
and hotels that would suit our exclusive 
product portfolio.

Bob Daniel
Manager – product 
development & group 
tours, Guidepost Tours, 
Australia
What does your com-
pany specialise in? 

Guidepost Tours is an online and retail 
tour seller representing operators in niche 
market destinations around the world. We 
specialise in cultural and historical tours, 
rail tours, religious pilgrimages and well-
ness packages.

What are you shopping for at PATA Travel 
Mart 2016? We are seeking tour operators 
and wellness resorts based in new destina-
tions that are now opening up to tourism. 
If you require representation in Australia 
we would like to arrange a meeting.

John Ching
COO, Albatross World 
Travel & Tours, Sin-
gapore
What does your com-
pany specialise in? 
Albatross has been a 

dealer for Asia Travels and a wholesaler for 
Bintan Packages. We have started offering 
adventure itineraries that include trekking 
in Bhutan and Nepal to name a few. Wine 
trips has always been a top plan for our 
VIPs. We recently brought them to Serbia, 
Montenegro and Croatia. 

Northern Lights photography in North 
America and ice diving in Greenland 
appeal to the younger crowd and cruise 
or fly-cruise products to families. And 
of course, we also offer beach getaway 
packages to islands in Thailand, Bali, the 
Philippines, Maldives, etc.

What are you shopping for at PATA Travel 
Mart 2016? I am looking for a new and 
exciting destination itinerary from sell-
ers. We are expanding in our MICE and 
corporate travel segments. Further to that, 
it’s also about meeting suppliers and col-
leagues from this industry.

Luisa Yu
Vice president, Westch-
ester Travel, US
What does your com-
pany specialise in? We 
have been in business 
since 1992 and special-

ise in leisure, cruises, corporate, incentives 
and meetings, FIT, groups, cultural, ad-
ventures, religious, special interest tours, 
wellness and weddings. 
 
What are you shopping for at PATA Travel 
Mart 2016? In general, I specialise in Eu-
rope, South-east Asia and Asia, but I am 
also looking to sell exotic and unusual 
destinations as well as cultural tours in 
Africa. 
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Meet the sellers

Legian Beach Hotel and 
Candi Beach Resort
Legian Beach Hotel and Candi Beach Resort are among the very few beachfront hotels in Bali 
with Balinese architecture and vast gardens. The hotels are especially catered to FIT, honey-
mooners, couples and families.

Legian Beach Hotel is well regarded among Australian and European travellers for its great 
location and high service standards which have won many prestigious awards.

Candi Beach Resort has more to offer, having recently added Ocean View Pool Villas and 
Ocean View Suites to its room inventory. Guests are promised a new breathtaking experience 
during their stay.
Contact: info@legianbeachbali.com

Hong Kong based Shun Tak Holdings will be promoting both TurboJET and Macau Tower at PATA 
Travel Mart 2016.

TurboJET provides speedy, comfortable and reliable ferry services, and spearheads an inter-
modal transportation platform that connects the world to Pearl River Delta. TurboJET’s signature 
Premier Grand Class is the leading luxury sea travel service in the market. 

TurboJET is eager to partner with global corporate clients, MICE planners, PCOs and inter-
national travel agencies from around the globe to provide a sea and land connection to link up 
Greater China’s five airports – in Hong Kong, Guangzhou, Shenzhen, Macau and Zhuhai – in the 
Pearl River Delta.

Meanwhile, Macau Tower remains an iconic landmark and major tourist attraction in Macau. 
Soaring above the Peninsula of Macau, the Macau Tower is a one-stop destination with a wide 
range of entertainment, leisure, MICE and banquet offerings. Within, the AJ Hackett features the 
Guinness World Record’s highest Bungy Jump, SkyJump and Skywalk which are unique adven-
tures and excellent corporate teambuilding opportunities.

Macau Tower targets all shorthaul markets like China, Taiwan, South Korea, Japan, Singapore, 
Thailand and India, and is eager to make connection at the Mart with travel agents specialising in 
corporate meetings and banquets as well as OTAs, PCOs, DMCs, event companies and corporate 
end-users.  
Contact: alcuinli@turbojet.com.hk for TurboJET / (853) 8988-8894 / 2893-3339 for  
Macau Tower

Shun Tak Holdings

Charmission Travel, headquartered in Beijing and with a branch office in Zhengzhou, special-
ises in inbound travel to China. It does great trips and takes good care of its travellers, and can 
entertain tour requests from Europe and all English-speaking markets.

At PATA Travel Mart 2016, Charmission Travel will highlight sustainable tourism opportuni-
ties and showcase tours that contribute to the protection of the environment and culture, for the 
benefit of both the local people and travellers. 

Tours will pay attention to security, benefit of choice and ease of access, while providing 
travellers with free time to explore the destination on their own.
Contact: sales@charmission.cn

Cox & Kings operates across four continents and 25 countries, specialising in tour operations, 
ground handling services, activity centres, hotels, visa facilitation etc. It also has a special focus 
on incentive travel, leisure travel, corporate travel, MICE, trade fairs and destination management 
services.

The company, headquartered in India, is regarded as the longest established travel company in 
the world since 1758. As a premium and well respected brand in all travel related services, Cox & 
Kings employs over 1,400 professionals.

At PATA Travel Mart 2016, Cox & Kings will highlight exciting products in the Indian Subconti-
nent and especially The Deccan Odyssey train’ and The Ultimate Travelling Camps’ in Ladakh and 
Nagaland. These are signature experiential products that discerning travellers will appreciate.
Contact: contactus@coxandkings.com

Khiri Travel is Asia’s leading DMC for tour operators seeking to provide clients with quality, 
authentic, and sustainable experiences. Its mission is to provide the most innovative and sustain-
able travel experiences and champion the people, culture, and natural sites in destinations it 
specialises in.

The company will be promoting Bali’s Forgotten Mangroves at PATA Travel Mart 2016. 
The mangroves that ring the bay of Tanjung Beneo have long been overlooked by visitors. Near 

to Jimbaran, Nusa Dua and Benoa, beaches are the popular tourist draw. However, move just a 
little farther from these gorgeous beaches and tourists will encounter the serene and beautiful 
mangrove forests. These areas can be explored responsibly with unmotorised transport including 
an easy paddle on placid waters, which will bring one closer to this naturalist paradise. Lucky 
folks will spot the majestic monitor lizard.
Contact: contact@khiri.com

Charmission Travel

Khiri Travel

Rembrandt Hotel Bangkok
Located in the Sukhumvit area of Bangkok, the Rembrandt Hotel Bangkok is well known for its 
award-winning restaurants such as Rang Mahal and Mexicano.

Sixty per cent of its business are from leisure traffic from Europe, Latin America, the US and 
Asia. It also serves corporate clients from South-east Asia, Europe, India and China who book 
through their local offices in Thailand. 

PATA Travel Mart 2016 buyers will be able to cast their eyes on the hotel’s recent revamp of 
Mexicano, plus hear about further plans to remodel Rang Mahal to ensure it maintains its reputa-
tion as Bangkok’s best Indian restaurant, and to improve other hotel facilities.
Contact: info@rembrandtbkk.com

Founded in 1999, the Asian Trails Group has been on the forefront of operating cutting-edge 
travel proposals to seamless operational standards that is second to none in Asia. Headquartered 
in Bangkok, the group continues to provide client-focused destination management services in all 
of its destinations in East and South-east Asia.

With a continuous stream of innovative product delivery, Asian Trails never sits on its laurels; 
it latest ventures cover an exciting new line of products that follow the market demands. Its 
well-established Explore label says it all – Out of the Ordinary Tours for Everyone: it delivers 
that additional add-on or turns around that new corner that no one else even thought of. 

Asian Trails’ latest feat will see a further diversification of themed programmes that suit niche 
travel segments. These new Trails programmes continue to set a benchmark of cutting-edge 
ideas within the Asian DMC industry.
Contact: marketing@asiantrails.org

Cox & Kings

Asian Trails Group
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18-20 April 2017
Shanghai • China  

Shanghai Convention & Exhibition Center 
of International Sourcing

The Leading International 
MICE Event In China

中国首屈一指的专业会议、奖励旅游、
会议和展览的商业和交流平台

The event was very successful. I met potential suppliers who gave detailed explanations 
about their products and I gained updated knowledge about their offerings.
PT. Multi Holiday, Indonesia 
Rudy Techrisna Satyadi, Managing Director

这个展会给我们搭建一个很好的平台。这个平台有很多我们需要的供应商，也非常适
合我这一块业务的发展。
深圳新景界国际会议展览有限公司
吴立辉, 会议文化交流中心主管

It was the fi rst time that we participated at IT&CM China and I felt that the 3-day event was 
organised effi ciently. I interacted with many professional Chinese and International buyers 
and media and look forward to developing my relationship with them in the future.
Daimaru Matsuzakaya Department Store, Japan 
Li Meng Ying, Project Manager

眼见为实。作为本次开幕典礼及欢迎晚宴的主办方，我们借此机会邀请有影响力的业
内人士前来参观我们的酒店，以及我们举办这种活动的能力。所以我相信这次合作会
给我们带来巨大的惠宜。
上海宝华万豪酒店，中国
Johnnie Chen, 驻店经理

For outbound, inbound, and domestic travel in China
汇聚了出境、入境及中国国内MICE 

Contact 联络方式:

Follow Us On WeChat For The Latest Updates 关注我们的微信号 
WeChat ID: ITCMCH 

For International Delegates 国际代表
Email: itcmchina@ttgasia.com | Tel: (65) 6395 7575

For Chinese Delegates 国内代表
Email: itcmchina@citsmice.com.cn | Tel: (86-10) 8522 7997

To Learn More About Participating 
已获取更多参展信息
Hosting Programme For Buyers and Media Available. 
为买家和媒体特设的招待计划现已开放申请。

Buyers 买家  |  Exhibitors 展商  |  Media 媒体

Over 70 business, education and 
networking sessions 
超过70场商务, 教育和社交活动

Over 440 Buyers from MICE, 
Association and Corporate Sectors 
超过440名买家 (MICE，协会，
企业差旅)

80% Chinese to 20% 
International Buyers 
大比率 (80%) 的中国国内买家; 
20%国际买家

400 Hosted Delegates 
400名特邀买家及媒体享受全程
招待的特邀权益

USD 170 million of Procurement 
Value Generated On The Show Floor 
2016年展会预计将产生超过
美元1亿7000万采购价值

76% of Exhibitors Expect Orders 
After The Event
超过76% 的参展商预期在2016年
展会结束一年内获取订单

Variety of Educational and 
Networking Platforms for Exposure:
各种教育及交流平台的接触机会：

Association Day Forums, Campfi re Sessions, 
Destination Presentations, Media Briefi ngs, 
Hosted Luncheon, Dinners and Cocktails, 
Pre- and Post-Event Tours and more!
协会日会议论坛，专题讨论会，目的地推
介演讲会，媒体见面会，招待午宴，晚宴
及鸡尾酒会，展前及展后旅游等活动！

BUYER 买家 EXHIBITOR 展商

Supported By 支持单位: Onsite Technology Partner 展会科技伙伴单位:

Offi cial Media 官方媒体:

Scan This QR Code 扫描此二维持码
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Snapshots

Floressa Bali Tours’ Paul Edmundus and Risma Dewi, and 4 Seasons Travel US’ Anthony Tozzi Tourism Selangor’s Fatimah Husna Bt Razalee and 
Khuzaimah Binti Jamaluddin

PATA Thailand’s Paul Pruangkarn and Halona 
Padiachy

Easy Tour China Travel’s Charlie Chen and Yi Yang
 

Global Asia Tours & Travel Nepal’s Mahendra Paudel Plataran Hotels & Resorts Indonesia’s Iwan 
Sitompul, Arman Suparman and Ari Asfaro

Merlynn Park Hotel Indonesia’s Siddharth Panjwani
Neptune Travco India’s CP Sharma and Wonder Ways 
Bangladesh’s Syed Qadir

Anapuri Pabean Beach Indonesia’s Gunthur Anderson and 
Sakaria Kadir

Asfalea Travel Netherlands’ SH Oei

PATA breaks the ICE By Caleb Richard Lai

Guam Visitors Bureau’s Colleen 
Cabedo, Regina Nedlic and Pilar 
Laguaña



Special report

A complete package
singapore

By Paige Lee Pei Qi

MArinA BAy SAndS 
Home to a 2,561-room hotel, 
a 120,000m2 convention cen-
tre, a casino, some 300 retail 
and F&B outlets, and three 

57-storey towers that have been hailed as 
an architectural marvel, Marina Bay Sands 
(MBS) has been a key icon in the city sky-
line since its launch in 2010. 

Tour East’s senior vice-president sales 
& marketing international market Judy 
Lum said: “The success of MBS is really 
the amazing design of the building itself. 
This, together with the infinity pool on 
the rooftop that gives an illusion of a swim 
in the clouds, has made MBS a bucket list 
item (for many travellers).”

MBS’ central location that is easily ac-
cessible by public transport also makes it 
a top draw among tourists, pointed out 
Daniel Goh, manager at Siam Express. He 
added: “Moreover, MBS is within walk-
ing distance to another tourist attraction, 
Gardens By The Bay.”

High room rates and strin-
gent booking conditions 
make MBS, already one of the 
world’s most expensive inte-

grated resorts, a harder sell for travel 
agents. 

Said Goh: “There are additional hotel 
booking conditions for (travel agents). 
For example, name changes are not al-
lowed after the cut-off date of about 30 to 
45 days prior to check-in, and they are not 
flexible with their cancellation policy.”

Star Holiday Mart general manager, 
Dominic Ong, agreed: “They have inflex-
ible policies and the premier rate does not 
provide a (full) luxury experience. Hotel 
guests may find it too crowded because 
apart from the house guests, there are 
crowds that come for the shopping and 
attractions nearby.” 

reSortS World 
SentoSA

Resorts World Sentosa’s 
(RWS) compelling selection 
of attractions – including 
South-east Asia’s only Univer-

sal Studios theme park, Adventure Cove 
Waterpark, Dolphin Island and the SEA 
Aquarium – keeps the destination con-
stantly on the radar among families. 

Tour East’s senior vice-president sales 
& marketing international market Judy 
Lum commented: “The resort has numer-
ous types of hotels that cater to various 
markets and price brackets, and they are 
constantly coming out with activities to 
attract the family market.”

Daniel Goh, manager at Siam Express, 
said: “There is the matter of convenience 
too as theme parks are located within the 
premises, which plays an important role 
in attracting tourists. Secondly the room 

rates are also reasonable and easy trans-
portation makes RWS very accessible.”

As gaming makes up a major 
component of its overall rev-
enue, RWS has a tendency to 
“place priority on markets 

more inclined to gaming”, observed Lum.
Star Holiday Mart general manager 

Dominic Ong agreed: “RWS is very mar-
ket-focused and certain nationalities will 
get the most attention, hence there is a 
case of limited inventory to split between 
the leisure tourists, MICE clients and 
gaming (visitors).”

For Goh, on the other hand, the main 
factor that hinders him from selling RWS 
to clients is the crowd, as the public areas 
in the hotels are often overcrowded. 

MaLaYsia
By S Puvaneswary

reSortS World 
GentinG

Resorts World Genting’s 
(RWG) attractiveness will be 
further enhanced when the 
destination rolls out new 

products in the coming months, as part of 
the RM5 billion (US$1.2 billion) Genting 
Integrated Tourism Plan Investments an-
nounced in December 2013.

The Genting Skyway recently opened 
in August, and the new 2.8km cable car 
system now links the mid-hill Awana Ho-
tel to the hilltop. The system comprises 
106 gondolas and can carry up to 2,000 
passengers per hour.

Saini Vermeulen, executive director, 
Within Earth Holidays, said: “(Genting 
Skyway) provides repeat visitors to RWG 
a different route and scenery by cable car. 
It is also fast, thus reducing the queue dur-
ing peak periods.”

Inbound agents are also looking for-
ward to the opening of two large shopping 
outlets: Sky Avenue (2H2016) and Gent-
ing Premium Outlets (end-2016). 

Confidence Travel & Tour executive 
director, Law Wai Shyang, said: “(The 
shopping outlets) will bolster demand 
from China and make it easier to sell. De-
mand slowed down over the last two years, 
mainly due to the closure of the theme 
park, a main highlights for families.”

As well, the world’s first 20th Century 
Fox World theme park is slated to open at 
the end of 2017. The 10ha family-friendly 
destination will boast attractions themed 
around movies such as Ice Age, Rio, Epic 
and Aliens vs Predator.

Delay in the opening of the 
much-anticipated 20th Cen-
tury Fox World, originally set 
for 2016, had upset the mar-

keting plans of Luxury Tours Malaysia, 

Universal Studios Singapore, located within Resorts World Sentosa

which had used the theme park as a main 
draw in multiple packages. 

The company’s manager Ganneesh 
Ramaa, said: “We had to redo our market-
ing strategy where the emphasis was not 
on Genting. Apart from the casino, there 
are not many activities for overnight tour-
ists. There are very limited indoor amuse-
ment activities for children. Our challenge 
is how to keep families who wish to stay 
overnight at RWG occupied.”

Ally Bhoonee, executive director of 
World Avenues, added: “Genting brands 
itself as a City of Entertainment but it 
has not kept its tag line. Major construc-
tion work is currently in progress and a 
lot of shopping outlets and attractions 
are closed. The casino is still open but this 
does not appeal to our main market seg-
ment of Middle East tourists.”

Macau
By Prudence Lui

SAndS reSortS 
CotAi Strip MACAo

The addition of the first ‘live-
action-role-play’ theme park 
Planet J, the Monkey King – a 
Mythical Theatre Show and the  

3,000-room Parisian Macao this year will 
spur a wave of new entertainment, hotel 
and dining opportunities for Sands Re-

Hotels, casinos, celebrity restaurants and family-friendly attractions often go hand in hand at Asia’s integrated resorts. 
TTG Show Daily speaks to a number of travel agents to find out what’s hot and what’s not at these destinations
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City of dreAMS 
MAnilA

City of Dreams (COD) Ma-
nila’s three hotels – Crown 
Towers, Nobu and Hyatt – of-
fer accommodation and at-

tractions to different market segments, 
said Marlene Insigne, manager – tours di-
vision, Southeast Travel Corporation.

COD’s quality clubs are a pull factor  
for Insigne’s clients. Chaos boasts world-
class DJs and high-tech sound and light-
ing effects, which can cater to different 
parties and events. Pangaea, on the other 
hand, is favoured by a more mature audi-
ence due to its exclusivity and lavish in-
teriors.

Meanwhile, the educational and in-
teractive DreamPlay by DreamWorks, 
according to Insigne, plays the role of an 
“equaliser” for the casino, attracting fami-
lies with kids. The recent reduction in its 
entrance fees has made the attraction even 
more affordable, she added. 

DreamPlay’s professional calibre in 
handling children further elevates its sta-
tus as a family destination, observed Bay-
ag. “Parents would be very comfortable in 
going there with their kids or leaving their 
children in that safe and secure place as 
they shop or snack,” he said.

As the latest entrant in Ma-
nila’s integrated resorts scene 
– COD just celebrated its first 
year anniversary in December 

– trade members opined that it’s too early 
to assess its weak points.

austraLia
By Rebecca Elliot

CroWn MelBourne
Crown Melbourne occupies 
two blocks of the city’s most 
prestigious real estate on the 
south bank of the Yarra River, 

near to the CBD and major attractions. 
“It is the location, available entertain-

ment and the lunch specials they have 
that’s hot about Crown,” said Nayaz Noor, 
CEO of Safir Tours.

It’s no wonder that acclaimed chef Hes-
ton Blumenthal chose the largest casino 
complex in the Southern Hemisphere for 
his latest venture. While Dinner by Heston 
Blumenthal may be the new headline act, 
it’s still Crown Melbourne’s “fabulous se-
lection” of restaurants – including Nobu, 
The Atlantic and Rockpool Bar & Grill – 

that make it stand out, said Joanne Alder-
man, managing director of The Confer-
ence Connection. 

Despite the property’s size, 
moving large coaches in and 
out of the driveways of all 
three hotels – Crown 

Metropol, Crown Promenade and Crown 
Towers – can be somewhat of a challenge, 
according to Alderman. Roads surround-
ing the complex are some of the city’s 
busiest, making peak hour a little hectic.

It may boast some of the best tucker 
in town but be prepared to give the credit 
card a workout, agents cautioned. Res-
taurants also “tend to be on the expensive 
side of the scale,” said Alderman. “Some 
are open to working with group business, 
others not no much.”

india
By Rohit Kaul

the deltin, dAMAn
Marketed as India’s largest ca-
sino integrated resort, the 
four-hectare Deltin, Daman 
boasts 176 rooms, four gour-

met restaurants, three bars, 743m2 of 
high-end retail space and a luxury spa.

Arun Anand, managing director, Mid-
town Travels, said: “F&B options like the 
Emperor Restaurant, which serves Pan-
Asian cuisine, is popular among guests. 
The Deltin’s whiskey lounge also finds 
many takers.”

Anand added that the poolside is also 
popular among guests seeking a get-to-
gether with live band performance or for 
drinks at its pool bar. 

The Deltin, Daman is also known as a 
wedding venue, which can host between 
20 to 2,000 pax. Guests looking to host 
weddings in an opulent venue away from 
the hustle and bustle of the city will find 
property suitable, said Rahul Gupta, own-
er, Designer Holidays.com.

“There is not much to do in 
Daman besides visiting the 
city and its beaches, so one 
has to confine himself in the 

hotel. The prices of the drinks in the hotel 
restaurants are considered on the higher 
side by some visitors,” said Anand. 

Other agents find the property’s loca-
tion a disadvantage. “The hotel is a little 
far from the beach,” said Jayendrasingh 
Jhala, managing director, Transline Tours 
& Travels. 

Special report

Clockwise from above: Singapore’s Marina Bay Sands; 
Crown Melbourne; Manila’s Solaire Resort & Casino  

sorts Cotai Strip Macao, with approxi-
mately 9,000 rooms, 600 luxury boutique 
stores, 100 dining outlets, and 120,000m2 
of meeting and exhibition space. 

Michael Wu, managing director of 
Hong Kong-based Gray Line Tours, is 
confident that the new attractions will 
help to “pull repeat traffic from Hong 
Kong, especially for families with kids” 
while enabling tour operators to enhance 
the Macau travel experience by combin-
ing historical sightseeing with more enter-
tainment elements.

The Parisian Macao is set to 
inject 3,000 keys into Sands 
China’s inventory in Macau, 
but the trade is ambivalent of 

the new hotel’s impact on room rates. 
“Gaming still plays a key role, so the 

additional 3,000 rooms may (draw) the 
high-spending gamblers rather than lei-
sure traffic,” said Ng Hi-on, director of 
CTS International Science-Technology & 
Culture Exchange in Hong Kong.

City of dreAMS MACAu
Already home to diverse at-
tractions like The House of 
Dancing Water show extrava-
ganza, Michelin-star restau-

rants and three hotels, the City of Dreams 
(COD) will complete a massive 300,000m2 

retail expansion this year. 

Information regarding the 
COD’s retail expansion pro-
ject is still scarce, but trade 
players reckon that a new mall 

with just F&B and retail outlets will not be 
attractive enough due to similar establish-
ments in the city. 

Said W Travel’s managing director, 
Wing Wong: “The city’s malls are domi-
nated by luxury shops that target high 
spenders from China. If COD’s new facil-
ity caters to high spenders, I don’t think 
general tourists can afford the items there.”

Wa Ou Tourismo’s marketing manag-
er, Elvis Li, agreed: “The House of Danc-
ing Water has been up and running for a 
while and many tourists from China and 
neighbouring countries have seen it. It’s 
time (for COD) to create something new 
or have more facilities for kids.”

tHe pHiLippines
By Rosa Ocampo

SolAire reSort  
& CASino

A sophisticated ambience, 
quality F&B outlets and a 
convenient location make 
Solaire Resort and Casino 

popular with local and foreign travellers 
alike, said Pia Alfonso, outbound leisure 
officer of JTB Asia Pacific Philippines.

The rooms, many of which have arrest-
ing views of Manila Bay, are more spa-
cious and attractive than other integrated 
resorts in town. Public areas are tastefully 
adorned, with giant chandeliers, curated 
artwork and gleaming marble adding to 
its luxury vibe.

Under Solaire’s management, the 
restaurants are gaining reputation for 
delicious food, reliable service and well-
trained staff, add Alfonso. Red Lantern, in 
particular, is popular for its high-quality 
Chinese cuisine and attentive wait staff. 

Solaire’s other advantage, according to 
Alfonso, is its location in the Manila Bay 
area, near the Mall of Asia, making it eas-

ily accessible from business districts like 
Makati and Bonifacio Global City. 

Solaire’s expensive rates are 
reflective of its quality and 
service, but its designer stores, 
which are understandably tar-

geted at high rollers, could be intimidating 
for the usual tourists, according to indus-
try feedback. 

Following the intensive marketing blitz 
and series of inspection trips that accom-
panied its opening three years ago (March 
2013), Solaire appears to be giving less fo-
cus on marketing but more on service and 
quality, opined Alfonso. 

reSortS World 
MAnilA

Resorts World Manila (RW 
Manila) has crafted a reputa-
tion for mounting local pro-
ductions and harnessing local 

talent, puting up regular entertainment 
acts for diverse audiences. 

“They should be doing more of that. 
Their shows are more accessible and 
the audience really appreciate that,” said 
TravelExperts consultant Arnie V Bayag.

The resort is a pioneer in staging local 
musicals like Bituing Walang Ningning, 
based on the well-loved movie of the same 
title. It also has a pool of foreign dancers 
and acrobats, and brought in big-ticket 
foreign acts like Chris Botti and Sting.

What’s also hot, pointed out Bayag, is 
last year’s opening of the 10,000m2 Mar-
riott Grand Ballroom, which has hosted a 
number of RW Manila’s bigger shows.

The 480-key Belmont Hotel Manila 
also opened last year, bringing the com-
plex’s inventory to 1,707 rooms, includ-
ing the 713-key Remington, the 172-key 
Maxims and the 342-key Marriott Manila.

While the resort is located 
near Ninoy Aquino Interna-
tional Airport (NAIA) just 
opposite Terminal 3, the area 

is prone to traffic congestion due to the 
ongoing construction of the skyway that 
will link NAIA to various points in the 
metro, said an industry source. 

RW Manila was initially promoted as 
a destination for travellers to pass time 
before flights, but access – which requires 
walking to Terminal 3 and taking a short 
taxi ride to RW Manila – is rather com-
plicated as the area is chock-full of ele-
vated highways and the roads are not well 
planned, the source added.
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Sekumpul Waterfall, Bali • Indonesia

In a world with many heart-pumping captivations, there is a sense of 
obligation to overtake all the many earth's challenges. Step into the edge of 
a magnificent realm where you can undertake Mother Nature's offerings in 
one swoop. Choose your experience: everlasting mountains, unforgiving 
streams of gorgeous oceans, fantastic mystical beasts, and fiery lakes. Face 
the life's many delicacies, because when you truly experience it, only then 
you can truly experience life.

If only your office has a view like this

www.indonesia.travel 
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@indtravel
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