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it a “fruition of insights of past 
ATFs”. He said: “Governments 
can be a little boring without 
the private sector, as they are the 

voice of the industry.”
Aileen Clemente, 

president, ASEANTA, 
said: “This is a testa-
ment of public-private 
partnerships, which 
have been increasing 
especially towards ASE-
AN integration. This 
collaboration shows 

the strength of the co-operation 
and unified goals of all parties, 
including invitation for invest-
ments and contribution to ASE-
AN’s economic growth.”

If both parties are appointed 

By Hannah Koh
For the first time,  an associa-
tion, an event organiser, and  the 
host committee of the ASEAN 
Tourism Forum (ATF) 
can be expected to join 
hands to leverage their 
individual strengths for 
the annual trade event. 

The Philippines De-
partment of Tourism 
(DoT) will be taking the 
lead in putting together 
ATF 2016 in Manila, 
with support from ASEANTA 
and TTG Asia Media. 

Philippines tourism secretary 
ramon Jimenez told the Daily 
the Philippines is eager to get the 
private sector involved, calling 

by the Philippines, TTG would 
manage the Travex component 
while ASEANTA would arrange 
logistics such as accommodation 
as well as organising the ASEAN 
Tourism Conference. 

Darren Ng, managing direc-
tor, TTG, said: “Such a tripartite 
arrangement will leverage the 
individual strengths – TTG for 
its specialisation in event and 
exhibition organisation for the 
travel trade and ASEANTA for 
its established trade ties.” 

one new component of ATF 
2016 that ASEANTA is holding 
for the first time is the investment 
fair. Said Clemente: “Almost 
every year, the ASEAN Tourism 
Conference is handled by ASE-

Tripartite partnership for ATF?
Host Phillippines firming up the involvement of ASEANTA and TTG Asia Media for 2016 event in Manila

Indonesia trade: aviation concerns are low
By Mimi Hudoyo and  
S Puvaneswary
THE trade in Indonesia says the 
impact on air travel following 
AirAsia Indonesia’s accident has 
been low compared to incidents 
involving other domestic carriers 
with a less spotless safety record.

Anton Thedy, managing di-
rector, TX Travel Indonesia, said: 
“There were fewer than 10 can-
cellations on AirAsia Indonesia 
the first few days following the 
accident...what might be impact-
ing air travel is the government’s 
new regulation on lowest fare.”

Except Garuda Indonesia and 

AirAsia, other Indonesian carri-
ers have been on the EU blacklist.

Ng Sebastian, managing di-
rector, Incite Travel Makassar, 
said: “Lion Air has many flights 
connecting Makassar and other 
areas in Indonesia, and they con-
tinue to be full. Travellers have 
not stopped going to remote des-
tinations on Indonesian airlines.”

Longhaul travellers have not 
lost interest too, said Herman 
rukmanadi, managing director, 
Bhara Tours Bandung. “We have 
secured a new partnership with 
many (European) tour series for 
this year – the only condition is 

Jimenez: Rope in 
the private sector

ANTA. In 2016, ASEANTA will 
convert the half-day event to two 
days concentrating on invest-
ment opportunities in ASEAN. 
We’d like to push the portfolio 
of investments before the con-
ference, so that by the time the 
conference comes round people 
can just sign the contracts there.”  

on the choice of Manila as the 
host destination, Jimenez said: “A 
lot of things will be completed in 
Manila by 2016, such as new ho-
tels, and Entertainment City will 
be in full swing. We also want to 
clear up a misperception that it’s 
impossible to get around Manila, 
but this is possible with the prop-
er management of events.”

Asked why some DMCs have 

said they no longer participate at 
such tradeshows due to low roI, 
Ng said that unlike other event 
organisers, TTG Events with ex-
perience handling travel trade-
shows will continue to monitor 
buyers and ensure buyer quality. 

ASEANTA will contribute 
by recommending high-quality 
buyers. Ng added: “A key area of 
focus is to get new buyers. We’re 
looking to host about 400 buy-
ers, about 50 per cent from Asia, 
30 per cent from Europe, and 15 
per cent from North America. 
Traditionally for ASEAN, intra-
regional travel is important, and 
the next important step is Eu-
rope.” – Additional reporting  by 
Rosa Ocampo

to only use Garuda for the do-
mestic connections.

Meanwhile it is estimated Ma-
laysia lost 540,000 Chinese tour-
ists last year due to the disap-
pearance of MH370 and Sabah’s 
kidnapping cases.

Mint Leong, managing direc-
tor, Sunflower Holidays, said 
Chinese travellers are opting in-
stead to fly to Malaysia on Cathay 
Pacific, China Eastern Airlines 
and China Southern Airlines.

Adam Kamal, CEo, rakyat 
Travel, said: “Passengers are con-
cerned also about the validity of 
their travel insurance coverage.”

Plantation Bay Resort and Spa Philippines’ Colleen Barcelona (left) and 
Mia Nicolas
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Play time for ATF delegates

20 Million by 2019

By Eugene Tang

Indonesia is gearing up to lure more visitors 
from South-east Asia and beyond to achieve a 
target of 20 million arrivals by 2019.

Indonesia offers everything travellers are looking 
for – from magical beach holidays in Bali, to enjoy-
ing cultural diversity and heritage wonders including 
the UNESCO World Heritage Sites or Borobudur and 
the Prambanan Temples in Java, to magnificent div-
ing at unspoiled Raja Ampat, to great shopping at 
great prices in Jakarta and Bandung, to playing golf 
at challenging international-standard courses across 
the country, be pampered at spas with traditional 
health and beauty treatment, and much more.

Arief Yahya, Indonesia Minister of Tourism, said: 
“Intra-ASEAN travel contributes 53 per cent of total 
arrivals to the region, and this is projected to con-
tinue to grow.

“We support Go ASEAN and Indonesia with its 
tremendous tourism potential is confident of attract-
ing a big share of the market.

“As in any business, Indonesia’s philosophy is to 
prioritise the primary (markets) for a return on the 
investment.”

ASEAN travellers contribute about 40 per cent of 
total arrivals to Indonesia.

Indonesia lays welcome mat to woo more neighbouring visitors

Hosted buyers and media get ready to 
enjoy the sights in Nay Pyi Taw.

Ministry of Hotels and Tourism Myanmar’s U Thay Aung (fourth from left) and TTG Asia 
Media’s Darren Ng (third from right) host delegates to an ATF Friendy Golf Game.

(From left) Bali 
Tourism Board’s Herdy 
Sayogha, Pan Pacific 
Nirwana Bali Resort’s 
Kadek Budiasa, 
Westin Resort Bali’s 
Bipan Kapur, and 
Pacto Indonesia’s 
Umberto Cadamuro

Association of Thai 
Travel Agents’ Charoen 

Wangananont

“Of the 20 million arrival target, our projection is 
50 per cent intra-ASEAN, 30 per cent from the rest 
of Asia and Australia, and 20 per cent longhaul,” Arief 
said.

The ministry is expecting to receive 1.2 trillion ru-
piah (US$10 million), triple the amount of last year’s 
budget, for promotion this year, pending approval by 
the Parliament.

Of the amount, 75 per cent will be allotted for in-
ternational promotion, of which ASEAN will receive 50 
per cent, the medium-haul markets 30 per cent, and 
longhaul the rest.

“We have limited resources. Therefore we have to 
spend it wisely.”

Bali, Jakarta, and Batam, the major gateways into 
Indonesia, will be pushed further.

Indonesia will be focusing on the top source mar-
kets of Singapore, Malaysia, China, Australia, and 
Japan, which still have a lot of potential to grow.

As for Jogjakarta, Surabaya and other destinations, 
products are being developed, the minister added.

Arief said: “We will strengthen the Wonderful 
Indonesia brand, and this will be followed by tactical 
advertising and sales with activities such as travel 
marts.”
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By Paige Lee Pei Qi
SINGAPORE hotels are opti-
mistic about 2015 and are re-
porting rates will hold steady 
despite a fresh injec-
tion of new supply. 

According to the lat-
est Cushman & Wake-
field’s assessment, 
hotels are expected to 
have closed 2014 at 
84.3 per cent occupan-
cy, down from 86 per 
cent in 2013, as a result 
of more rooms coming 
online and a significant drop 
in the number of Chinese visi-
tors. Despite this, the average 
room rate (ARR)  held steady 
at S$260 (US$195) compared 
with S$258 in 2013.

Hotels expressed the same 
optimism, and said the upcom-
ing ASEAN Economic Com-
munity (AEC) 2015 will help 
boost ASEAN traffic towards 
the end of the year. 

Royal Plaza on Scotts gen-
eral manager, Patrick Fiat, said: 
“Royal Plaza closed 2014 with 
an occupancy rate of 89 per cent 

and ARR of S$290. We 
are expecting ARR to 
increase three to four 
per cent this year and 
occupancy to be simi-
lar to last year’s.”

The Westin Singa-
pore general manager, 
Lance J Ourednik, is 
also optimistic the 
hotel will “experience 

healthy growth” in occupancy 
and ARR this year. 

Similarly, Furama RiverFront 
general manager, Kwan Hun 
Fah, said: “We closed 2014 with 
occupancy above 80 per cent 
and we expect growth in 2015 
of three to five per cent for both 
occupancy and ARR.”

He added: “We expect 2015 
to pick up with AEC 2015 and 
other major events such as the 

SEA Games as we are one of the 
hotels providing accommoda-
tion to the athletes.”

While Fiat said the impact of 
AEC on the hospitality industry 
will only be felt from the end of 
this year, he added: “With this 
(AEC) in place, ease of travel 
among ASEAN countries for 
both regional and longhaul 
travellers is expected to increase.

“The joint efforts of AEC 
2015 will result in a boom in 
the region as they encourage 
cross-border collaborations 
and investments. This will in 
turn drive business travel within 
ASEAN.”  

Starwood Hotels & Resorts 
Worldwide regional vice presi-
dent, South-east Asia, Charlie 
Dang, concurred: “We are hope-
ful AEC 2015 will make tour-
ism even more attractive with 
favourable tourism policies, im-
proved flight connections and a 
more aligned tourism plan.”

Optimistic outlook 
for Singapore hotels
Expected rise in intra-ASEAN traffic to absorb new supply

Myanmar’s Air KBZ 
to go regional 
By Mimi Hudoyo
AIR KBZ, Myanmar’s privately 
owned airline company serving 
domestic routes and Myanmar 
Airlines International (MAI) sis-
ter airline, is going regional and 
plans to launch flights between 
Yangon and Chiang Mai in May.

The ATR72-600 service will 
start with two flights a week, 
according to Crystal Aung, as-
sistant manager marketing and 
sales, Air KBZ.

“We are working on a code-
share agreement with another 
Myanmar airline company to 
increase the number of frequen-
cies,” she said.

Aung said the service is target-
ed at Thai travellers and interna-
tional travellers visiting Chiang 
Mai to travel on to Myanmar and 
vice versa.

Its second destination in the 
pipeline is Mae Sot in Thailand.

Speaking about the regional 
expansion, Aung said the idea is 
to open up access between sec-
ondary cities.

“MAI will continue serving 
the major destinations and Air 

KBZ will help to open up access 
between secondary cities,” she 
said. Future destinations will in-
clude India and China and cities 
Air KBZ will operate to will be 
decided at a later stage.

Air KBZ now operates five 
ATR-500 and two ATR 72-600 
aircraft.

“More aircraft will be de-
ployed to support our (domes-
tic and regional) expansion,” 
she said. Additional aircraft 
scheduled for delivery next year 
include one ATR-600 and two 
CRJs.

Left: Ngapali Bay Villas  & Spa 
Myanmar’s Aye Tha Zin Aung 

and The Hotel@Tharabar Gate 
Mayanmar’s Zun Phyu Pwint 
and Yin Kay Khaine@Theresa

CBS Travel Asia Thailand’s 
Ivan Bogdan

BlueWaterExpress Indonesia’s Nina Putu, Grand Whiz Hotel Indonesia’s Astrid Rompas, Marintur 
Indonesia’s Ismail Ali, Puri Saron Seminyak Indonesia’s Liza Kristina, and Bumi Surabaya City Resort’s 
Endah Retnowati

Countdown to Travex 2015
By Eugene Tang

www.ttgasia.com

Log on to the above website 
to view more photographs of 
ATF 2015

Patrick Fiat: small 
increase in rates

http://www.ttgasia.com
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ACCOR REACHES 600 HOTELS IN ASIA PACIFIC 
CONTINUES STRONG DEVELOPMENT

Accor recently announced its 600th hotel in Asia 
Pacific and confirmed plans to continue to open, 
on average, one hotel per week for the coming 
years. The lucky 600th hotel was The Park Lane 
Hong Kong which joined the Pullman family as of 
1 January this year. 

Accor opened its first hotel in Asia Pacific, the 
Orchid Hotel in Singapore, in 1982. The group then 
took till 1996 to reach its first 100 hotels. By 2007 
Accor had reached 300 hotels in the region. Since 
then Accor has doubled that figure to 600 hotels, 
achieving growth in six years that previously took 

25 years to reach. This shows not only the increas-
ing importance of Asia Pacific to the group but also 
a corresponding growth in tourism in the region.

With one of the strongest pipelines in the indus-
try, Accor is at the forefront of supporting tourism 
growth in Asia Pacific, providing the rooms needed 
to support a growing number of travellers.

 “The addition of The Park Lane Hong Kong to 
the Pullman brand is a huge milestone for Accor 
because it brings us a strategic hotel in the cen-
tre of one of the world’s most important business 
and tourism hubs at a time when Pullman is real-
ly affirming itself as one of the most exciting ho-
tel brands in the region, said Michael Issenberg, 
Chairman and CEO of Accor Asia Pacific. 

A resort holiday means dif-
ferent things to different people, 
from romance to relaxation to 
relentless recreation.  No matter 
what your favourite resort geta-
way is, Accor is sure to have the 
hotel to meet your needs, with a 
selection of over 100 resort prop-
erties across Asia Pacific. Below 
are just some of the best Accor 
resorts in Asia:

Visitors to Pullman Phuket 
Arcadia Naithon Beach will take 
away unforgettable memories 
of the hotel’s design and setting, 
especially its waterfalls and stun-
ning views of the Andaman Sea.  
Naithon Beach is directly acces-
sible from the hotel and is one 
of the island’s best kept secrets.  
Guests will have their every cu-
linary whim satisfied, whether 
it’s a cocktail by the pool, a warm 
pastry at any hour, or a bowl of 
Pad Thai noodles, thanks to the 
wide range of convivial eating 
areas.

The Pullman Danang Beach 
Resort, located on the stunning 
white sands of Bac My An Beach, 

offers endless activities including 
an 18-hole golf course, tennis, 
swimming pool, day spa, jet-skis, 
boat excursions etc. and com-
prises 187 rooms and cottages.  
The hotel’s gourmet restaurant, 
Épice, serves upscale, conceptu-
al food that combines an urban 
style with the finesse of a five 
star establishment. The bar, Azur 
Lounge, offers a wide selection 
of wines by the glass, as well as a 
range of beers and liquid nitro-
gen cocktails. 

The newly-built Novotel 
Phuket Karon Beach Resort & 
Spa offers a range of rooms in-
cluding family rooms, deluxe 
room and private plunge pool 
suites for every taste and budget. 
There are several dining op-
tions including Horizons all-day 
dining, the TAi Restaurant, Joe 
Kool’s Pool Bar and Grill and The 
Champion’s Sports Bar. Guests 
also have a range of pools to 
choose from including a Lagoon 
Pool, an Oasis Pool with a chill-
out feel and butler service, plus a 
Kids Club Pool, Kids World and 

Teen Hangout to keep all mem-
bers of the family happy. There is 
also an In|Balance Spa and Fit-
ness Centre.  

Set atop a cliff in 27 acres of 
lush tropical woodlands and 
landscaped water gardens, the 
Singapore Resort & Spa, Sentosa 
will become the latest addition to 
the Sofitel family later this year 
after completing a multi-million 
dollar renovation. While just 10 
minutes’ drive from the city cen-
tre, the resort feels a million miles 
away thanks to its tropical setting, 
beachfront location and South 
China Sea views. It boasts Singa-
pore’s most extensive day spa, the 
So Spa, which has 14 treatment 
rooms, six outdoor spa pavilions, 
gardens, mudpools and waterfall 
pool. Other facilities include a 
second outdoor swimming pool, 
tennis, volleyball and badminton 
courts. Located next to Sentosa  
Golf Club, it is also close to Tan-
jong Beach Club and all of Sento-
sa’s attractions including Univer-
sal Studios, Singapore Aquarium, 
Adventure Cove and more.

RESORTS REPORT 
THE HOTTEST NEW DESTINATIONS FOR RELAXATION

As a market leader in sustain-
ability, introduced its far-reach-
ing Planet 21 sustainability 
program to ensure that its ho-
tels would not only counter or 
reduce negative environmental 
impacts but also provide posi-
tive impacts to the landscapes 
and communities in which it 
operates hotels and for its staff.

With Planet 21, Accor’s hotels 
are committed to go beyond 
day-to-day operations to im-
pact people and the environ-
ment. This involves checking 
off up to 65 wide ranging ac-
tions from banning endangered 
seafood, to reducing energy use 
to planting trees. Since 2009, 
the group’s Plant for the Planet 
program which uses the money 
saved when guests re-use their 
towels to fund reforestation, 
has helped plant over 3.5 mil-
lion trees in 21 countries - more 
than 2000 trees per day!

Hotels are encouraged to 
adapt their own programs such 
as ibis Singapore Bencoolen 
which provides bamboo bi-

cycles and MRT transit cards 
to guests to encourage public 
transport use and glass bottles 
of water which can be refilled at 
the hotel, to discourage the use 
of disposable plastic.

Accor hotels in Bangkok re-
duce waste by donating nutri-
tious food and recycling unused 
soap bars for disadvantaged 
communities. Pullman King 
Power Hotel in Bangkok treats 
grey water to drinking quali-
ty, enabling water re-use and 
saving municipality treatment 
costs.

These initiatives have brought 
Accor honours such as 2014 
HRM Asia Awards for Best CSR 
Practices and the PATA Gold 
Award for Corporate Environ-
mental Programme for two 
years running since 2013 but 
Accor is not resting on its lau-
rels and continues to invest in 
new ways to protect the planet, 
local communities and its own 
people, to ensure the long-term 
sustainability of tourism around 
the world.

ACCOR’S PLANET 21 PROTECTS LONG-
TERM SUSTAINABILITY OF TOURISM

DID YOU KNOW? Rich media apps are growing in popularity with 23% 
of Asia Pacific travellers using Youtube multiple times daily and 
11% using Instagram daily when they travel.
Source: Accor Asia Pacific Social Media Monitor 2014

The Park Lane Hong Kong, a Pullman Hotel

Pullman Phuket Arcadia Naithon Beach Resort
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Buffalo  
Tours

Park Hotel Group

In 2015, Buffalo Tours will 
begin operations in six new 
destinations: Malaysia, China, 
Japan, Indonesia, Singapore 
and Hong Kong. Alongside 
current destinations including 
Vietnam, Cambodia, Thailand, 
Laos and Myanmar, the ex-
pansion will bring its country 
portfolio across Asia to 11. 

Buffalo Tours has also partnered Hai Au Aviation to introduce seaplane experiences that offer 
breathtaking views of Halong Bay and the Mekong Delta, said to be the first in Vietnam. 
Booth No. 1A-C41

Park Hotel Group is entering Thailand and Indonesia this year, having secured management 
contracts in these two countries. Perched on a hilltop and offering views of the bay, the 152-key 
Park Hotel Nusa Dua Bali will commence operations in 1Q2015. Located 15 minutes from the 
Ngurah Rai International Airport, it is within easy reach of the beaches of Nusa Dua, Tanjung 
Benoa, Uluwatu and the entertainment areas of Kuta and Jimbaran.

The 125-room Park Hotel Khao Lak Beach Resort Phang Nga is another new resort belonging 
to the group, slated to open in 1H2015. Set amid lush tropical gardens and with direct access to 
Pakarang Beach, it is an hour’s drive from Phuket International Airport. 
Booth No. 2M-A20

Marketplace

G Hotel Kelawai 
Opening in January in Penang, G Hotel Kelawai wants to be known for its stylish 
design. The sister hotel of G Hotel Gurney can also be found in a prominent lo-
cation next to upscale shopping malls, renowned hawker eateries and traditional 
temples. Its 208 rooms feature amenities such as a Serta bed, Herman Miller 
chair, Geneva sound system, a 55-inch smart LED TV and complimentary Wi-Fi. 
There is also a state-of-the-art fitness centre, infinity pool and bicycle rental 
services. 
Booth No. 2A-D26

Just 50 minutes by modern catamaran service from Singapore lies the integrated resort destina-
tion of Lagoi Bay, which has holiday resorts, residential villas, outdoor activities, a beach 
village mall as well as other retail and dining options. Nestled on the northern coastline of the 
Indonesian island of Bintan, new openings include luxury hotel The Sanchaya and Grand Lagoi 
Swiss-Belhotel. Other branded launches such as Alila Villas Bintan have also been planned for 
this year. 

Bintan is also seeing a hive of activity at Treasure Bay, another integrated development that 
will feature South-east Asia’s first 6ha Crystal Lagoon and other hospitality projects like the 
adventure-focused Canopi Resort.
Booth No. 2M-A28

Furama Hotels 
International

The Federal Kuala Lumpur
Located along the bustling Bukit Bintang, The Federal Kuala Lumpur sports newly renovated Merdeka Wing 
Rooms, which come with quality amenities such as a 40-inch LED TV, plush down duvet, rain shower and free 
Wi-Fi. Guests on the Merdeka Executive Floors also receive access to the Merdeka Lounge that offers compli-
mentary breakfast or evening hors d’oeuvres and usage of the private meeting room. 

This 450-room four-star hotel has five restaurants: the brand-new Kontiki Restaurant featuring barbecue feasts 
and a combination of Asian and continental favourites; the award-winning Mandarin Palace Chinese restaurant; 
Bintang Revolving Restaurant with views of the city skyline; The Taj serving Northern Indian cuisine; and Verandah 
serving local and continental breakfast. 
Booth No. 2A-D16

Bintan Resorts International

Furama Hotels International will rebrand 
Unico Metrolink Hotel to FX Hotel Metrolink 
Makkasan, Bangkok in February 2015. The 
latest addition with 90 guestrooms will offer 
Furamafirst members the option of three 
brands in one city – Furama (premier busi-
ness hotels), FuramaXclusive (contemporary 
boutique hotels and villas) and FX (express 
business hotels).
Booth No. 2M-A18
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1 Jalan Rajah,
Singapore 329133

* Valid till 11 January 2015* Valid till 11 January 2015

© Wyndham Rewards, Inc. All hotels are independently owned but operated under a management agreement with Wyndham Hotel Group Asia Paci�c Co. Ltd.

Children under 12 stay for free with existing bedding.

Wake up on the sunny side at the new 
Days Hotel Singapore At Zhongshan Park, 
featuring 405 bright and cheery rooms 
equipped with free Wifi and gym facilities.

Savour authentic Mediterranean and 
Asian fare at the Halal-certified 21 on 
Rajah which offers a view of the verdant 
Zhongshan Park.

Located in the Novena vicinity, the hotel is 
adjacent to Zhongshan Mall and offers a 
free shuttle service to the nearby Novena 
MRT station and Orchard Road.

Visit us at the Singapore Pavilion, 
booth number 2M-D25, level 2.

1 Jalan Rajah,
Singapore 329133

Boathouse by Montara in Phuket welcomed the high season with a number of new and 
exciting experiences. Internationally renowned French jazz singer Tiphanie Doucet has 
returned to Boathouse Wine & Grill, and will continue charming diners until end-Febru-
ary. The resort’s Re Ka Ta Beach Club has also launched a gourmet à la carte brunch 
offering, featuring new takes on classics like lobster Benedict. Finally, Boathouse has 
teamed up with Uber Phuket to launch the Epic Adventure Package, which takes thrill-
seekers surfing and ziplining, while also visiting the island’s top cultural attractions.
Booth No. 2A-C61

Ramada and 
Days Hotels 
Singapore at 
Zhongshan Park
Relative newcomer to Singapore’s hospitality 
scene, Ramada and Days Hotels Singapore 
at Zhongshan Park together offer close to 
800 rooms that come with Serta mattresses 
and free Wi-Fi for up to six devices. Besides 
recently introducing complimentary shuttle 
services to Novena MRT Station and the 
Orchard Road shopping district, each hotel 
has also rolled out new initiatives. 

Days Hotel now offers a self-serviced laun-
dromat, while its restaurant has also obtained 
halal certification. 

Ramada, on the other hand, added to its 
function capacity a newly landscaped event 
lawn by the pool, providing a perfect setting for 
dinner under the stars.
Booth No. 2M-D25

Boathouse by Montara
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ASEAN arrivals top 
100 million

Hotel occupancy in selected centres in 
ASEAN* fell by 3-4% in 2014. Average 
room rate (ARR), however, managed an 
increase in local currency terms of 4-5%.

 In fact, ASEAN-wide totals were nega-
tively affected by Thailand’s results. With 
a 9% fall in Thailand’s visitor arrivals over 
the same period, its hotel results were more 
severe – occupancy was -16% overall and a 
shocking -23% in Bangkok.

Other destinations:
•	 Cambodia: Data was available only 

for hotels in luxury and upper upscale 
categories, hence results were not com-
parable with other destinations. That 
said, occupancy was flat, with a slight 
increase in ARR. 

•	 Indonesia:	An occupancy fall in Jakarta 
contributed to an overall fall, although 
Bali showed a 5% increase as well as an 
8% increase in ARR – even though they 
are already 40% above Jakarta’s.

•	 Malaysia:	Occupancy drops around 2% 
in the regions covered and ARR growth 
is also well matched at 4-5%. These seem 
good results in view of market negatives 
following setbacks at Malaysia Airlines. 
The airline’s passenger traffic was +2% 
(but falling heavily) in the same period, 
although the DMO reported a fast 10% 
growth in visitor arrivals.

•	 Myanmar/Yangon: Data was available 
only for the business capital of Yangon, 
and, like Cambodia, for hotel categories 
higher than those for other destina-
tions. ARR growth was by far the fastest 

Hotel operating in ASEAN locations, 2014#

Country/city/state Occupancy, % Growth, % ARR, US$ Growth††, % *US$1=

Cambodia 47.2 0.6 144.9 1.6 4,029

Indonesia 64.9 -1.7 91.8 9.1 12,180

    Jakarta 64.3 -5.3 93.2 9.1 12,180

    Bali 69.1 4.6 131.2 7.5 12,180

Malaysia 65.6 -1.7 110.3 4.5 3.4

    Kuala Lumpur 70.9 -1.8 113.7 3.5 3.4

    Sarawak/Sabah 61.2 -2.4 110.6 4.3 3.4

Myanmar, Yangon** 62.1 -2.9 180.8 12.2 1,007

Philippines 66.8 4.5 121.6 2.3 44.8

    Manila 66.7 2.0 124.4 1.3 44.8

Singapore 84.1 0.7 231.4 1.4 1.3

Thailand 61.8 -15.5 108.5 4.1 32.8

    Bangkok 57.7 -22.7 93.4 -0.1 32.8

    Phuket 67.9 -6.2 124.8 3.4 32.8

Vietnam 61.2 -3.5 128.1 3.4 21,070

    Hanoi 64.6 -2.0 110.6 1.5 21,070

    HCMC‡ 60.4 -14.1 111.8 -2.0 21,070

Notes: To be read in conjunction with qualifications included in text. Brunei and Laos not available. *Relevant local currency. #Jan-Sep. 
ARR = average room rate. **Upscale-, upper upscale- and luxury-class only. ††In local currency. Source: STR, STR Global and ‡TBA.

Weak year for ASEAN’s hotels

Although no great surprise, arrivals in 
ASEAN destinations were on track to top 
100 million in 2014 (see table), but given 
that the total was 99.5 million in 2013, to 

miss that benchmark would have been a 
disappointment.

There are, however, important caveats:
•	 The 2014 target, based on official 

and unofficial forecasts, was for a 9% 
growth to 109 million, thus the trending 
+3% was a missed target. Nevertheless, 
that +3% matches our estimate for all 
ASEAN.

•	 Two of ASEAN’s three biggest destina-
tions recorded falls: Singapore (-3%) 
and Thailand (-8%).

•	 If Malaysia counted using the same 
system as Singapore (excluding land ar-
rivals from each other), ASEAN’s total 
would be under 100 million – 88 mil-
lion. If Singapore counted as Malaysia, 
ASEAN’s total would be 117 million!

•	 During the year there were important 
market developments. These include:

•	 China has become such an important 
source market for ASEAN that its re-
sults affect total arrivals significantly. 
We estimate a slowdown in growth 
of the China outbound market from 
+19% for 2013 to +14% for Jan-Aug 
2014.

•	 Indonesia’s growth is fuelled mainly 
by visitors into Bali. Now with 50% 
more arrivals, Bali was growing around 
+16%, compared with, for instance, Ja-
karta’s +4%.

Arrivals in ASEAN destinations, 2014*

Destination No*, mn Growth*, % Jan- Source

Brunei 0.2 5.0 NA TBA-E

Cambodia 4.5 5.7 Aug DMO

Indonesia 9.5 8.4 Aug gov

Laos 4.0 5.0 NA TBA-E

Malaysia 28.5 9.7 Jul DMO

Myanmar 3.1 50.0 NA TBA-E

Philippines 4.8 2.5 Sep DMO

Singapore 15.0 -3.3 Aug GOV

Thailand 24.6 -7.8 Oct DMO

Vietnam 8.2 8.0 Oct DMO

All-ASEAN 102.4 2.9 NA TBA-E
Notes: Some 2014 totals may be based on non-official totals for 2013; where there are dif-
ferences, TBA may have used monthly totals rather than official full-year totals. DMO = 
destination marketing organisation, E = estimate, GOV = government/statistics depart-
ment, NA = not applicable. *12 months based on latest data as shown. Source: As shown.
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at +12%. Occupancy, however, was out 
of sync given an estimated 50% increase 
in visitors. This may be explained by in-
complete data for both hotel results and 
visitor arrivals.

•	 The	 Philippines: Stronger occupancy 
and ARR growth outside Manila. Sur-
prisingly, rates in Manila are only slight-
ly higher than outside.

•	 Singapore: ASEAN’s best performer. 
Only 1% increase in occupancy, but 
good considering visitor arrivals fell 
about 3% in that period. And with the 
level above 80%, hoteliers can manage 
their market mix more comfortably. 
Singapore’s ARR is about 66% above 
ASEAN’s country average, and 76% 
above the city average.

•	 Thailand: A broad interpretation of 
latest results (in introduction above) 
indicates either a fall in domestic travel 
(some Thai Airways data indicates a 
44% fall on domestic routes, although 
that includes visitors to Thailand) or a 
shorter stay. Phuket held up much bet-
ter than Bangkok.

•	 Vietnam:	Another destination with fall-
ing occupancy but growing ARR. Hanoi 
performed slightly less well than all-
Vietnam. (Note that Ho Chi Minh City 
data is from a different source, and not 
directly comparable with the others. In 
particular, ARR growth is US$ growth, 
not local currency.)

*Some editorial comment based on extrapo-
lations of this data by TBA.

Estimated outbound travel from  
reporting ASEAN markets, 2014

Market No, million Growth,%

Cambodia 1.0 9.8

Laos 3.0 5.0-E

Singapore* 9.0 3.9

Thailand 6.3 5.0-E
Notes: E = Estimate by TBA. Source: DMOs, 
*government, TBA.

Tracking outbound travel from ASEAN is 
not easy, as only four countries produce 
statistics regularly (or even annually), and 
they are not the largest – Cambodia and 
Laos are part of these four.
•	 ASEAN’s total outbound is estimated 

between 45-55 million – about half of 
total visitor arrivals – showing a positive 
balance in the travel business.

ASEAN’s outbound grows to 50 million
•	 Many measures are not comparable – 

some counts include land-border cross-
ings, excursionists, etc.

•	 Growth in 2014 is estimated at around 5%.
•	 The top three markets – possibly all of 

similar sizes – are Indonesia, Malaysia, 
Singapore.

•	 Singapore’s total includes a 20% share 
sea travel.

•	 Singapore surprises – but not in a good 
way. China, which represents around 
15% of Singapore’s arrivals, fell 29% 
Jan-Aug; in one month it fell over 50%! 
Without China, Singapore’s total visitor 
figures would be +2% – still not im-
pressive given the great additions to its 
attractions over the past few years.

•	 Thailand can be seen to have suffered 
a triple hit: (i) military takeover of the 
government – rarely good for the inter-
national market, even if bloodless; (ii) 
a major fall in the China market, partly 
due to (i) but also due to changing regu-
lations for Chinese tour groups and cor-
ruption crackdowns in China; and (iii) 
the Russia market. When the Russian 
market was booming, Russia became 
Thailand’s third largest market in under 
two years, but that set the destination 
up for a big bust when Ukraine-related 
problems hit Russia’s outbound market 
(-1% for Jan-Aug). Many other mar-
kets also reacted to the first problem. In 
October, the China market returned to 
growth, but possibly not enough to stop 
an all-year drop, partly because of Rus-
sia’s continuing weakness.

Travel Business Analyst (TBA) takes a look at the health of ASEAN’s inbound and 
outbound travel markets in 2014, as well as hotel performance across the region 
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Destination Laos

I
n Luang Prabang, a growing num-
ber of industry players are eager to 
facilitate the branding of this UNE-
SCO-listed heritage town as a luxury 

destination. Proud of their boutique ac-
commodation choices, quality services 
with Lao hospitality, and fine dining 
melding Lao and French cuisines, local 
tourism businesses are confident in lever-
aging the destination’s cultural authentic-
ity and Northen Laos’ unspoiled natural 
attractions in providing unforgettable ex-
periences, despite concerns of limited air 
connectivity and road infrastructure.

According to the Annual Statistical Re-
port from the Ministry of Information, 
Culture and Tourism, 3.2 million regional 
tourists from Thailand, Vietnam, China 
and Cambodia spent a total of US$273 mil-
lion in 2013 while some 550,000 interna-
tional tourists spent over US$322 million. 

Lagging behind its neighbouring com-
petitors in infrastructure and tourism 
facility development, the country does 
need more ‘big spenders’ for its affordable 
luxury products. Local hoteliers have re-
ported that Chinese tourists are showing 
an increased readiness to pay for high-end 
accommodation, handicraft products and 
cultural tours. 

Besides China, another market to 
watch is South Korea. Despite account-
ing for just two per cent of total arrivals, 
over 50,000 South Korean arrivals were re-
corded in 1H2014, improving over 50 per 
cent from 2013 – far ahead of the growth 
shown by the top three source markets of 
Thailand, Vietnam and China. To better 
ride this Korean wave, language lessons 
will be needed among Luang Prabang 
travel businesses, as Korean-speaking 
guides are essential to a majority of South 
Korean visitors. 

Furthermore, Accor just came in town 
a few months ago to become the first glob-
ally recognised hospitality group in Luang 
Prabang. In fact, the whole country cur-
rently has only three international hotel 
brands – ibis, Mercure and Best Western 
– all in the capital city of Vientiane. 

Not just a cultural capital, Luang Prabang is keen to woo upscale travellers with its growing crop of luxury offerings. By Li Xu

Luang Prabang has plenty to 
offer visitors, from high-end 

boutique retreats to gilded 
temples like Wat Xieng Thong 

(pictured here)

Embracing Laos’ luxurious side

Managers of many independent hotels 
in Luang Prabang are not worried about 
the entry of bigger hoteliers, pointing out 
that international hospitality standards 
have never been absent in the country, 
particularly in boutique hotels owned or 
managed by foreigners. Several local tour 
operators have also expressed their prefer-
ence of smaller boutique hotels over hotel 
chains, emphasising that the former are 
part of the unique Lao experience.

Meanwhile, branded hotels are also 
considered as bringing in new knowledge 
and best practices instead of competition. 

“We are currently in struggle more 
with the seasonality, (as) occupancy rates 
in June and September are the lowest,” 
said Chris Mulder, general manager, Ho-
tel Villa Deux Rivieres. Competition will 
only increase due to non-regulated hotels 
opening up and accepting the rate reduc-
tion sought by some tourists, he added.

Industry stakeholders are definitely 

aware that more guidelines and skill train-
ing are needed to lift the country’s service 
quality to a higher level. In July 2014, the 
Lao National Institute of Tourism and 
Hospitality introduced The Mark certifi-
cation in Luang Prabang to help restau-
rants meet international standards for 
food production and workplace safety 
and hygiene. The school also offers a 
training course, Passport to Success Pro-
gram, which has helped about 2,000 of the 
current local workforce to arm themselves 
with the ASEAN competency standards. 
The programmes are not only improving 
efficiencies in local businesses, but also 
assuring tour operators and tourists with 
the accreditation.

Trade players are also partnering with 
the public sector to seek more direct 
flights to Luang Prabang, in the hope of 
accessing more source markets beyond 
the current international links to Bang-
kok, Chiang Mai, Hanoi, Jinghong (Chi-

na) and Siem Reap. Lao Airlines’ proposed 
direct flights between Luang Prabang and 
Seoul in January 2015 have been re-routed 
to transfer via Vientiane, partly due to the 
limited capacity of the national airline.

While there is rising destination 
awareness, what is still needed for Lu-
ang Prabang is probably collaboration 
with the hidden gems in Northern Laos 
to strengthen its position as the regional 
travel hub. There are several National Pro-
tected Areas (NPAs) north of Luang Pra-
bang that offer a variety of eco and adven-
ture tours, including the award-winning 
Nam Nern Night Safari & Ecolodge in 
Nam Et-Phou Louey NPA. 

Poor road conditions, however, remain 
a challenge, but travel operators are still 
excited about innovative adventure expe-
riences like motorbike tours on dirt roads, 
which are hardly found anywhere other 
than Laos, plus one of the most pristine 
landscapes in this part of South-east Asia.

Jack Bartholomew, regional direc-
tor Indochina, Khiri Group
Laos is re- emerging as the 
authentic destination in South-east 
Asia from the shadow of Myanmar 
– the ‘special’ place to visit in the 
last couple of years. Business has 
always been fairly steady; we are 
planning to tap into different business 
segments with a series of new products.

 Viewpoints  How to seLL

Pablo Barruti, general manager, 
Hotel de la Paix Luang Prabang
Along with our transformation into 
Sofitel Luang Prabang, we will bring 
training and career growth for the 
team. Our guests will enjoy the 

best-quality, international-standard 
services in Laos. 

What are your business prospects for 2015? 

90.3%
The percentage of Asians among 
the two million international visitor 
arrivals recorded in 1H2014

4 million
The number of international tourist 
arrivals targeted by Laos in 2015

520
The number of rooms in Laos’ pipeline 
as of August 2014, according to STR

$40 million
The amount, in US dollars, that the 
Asian Development Bank has pledged 
for infrastructure construction in Laos 
to facilitate tourism development

Destination in numbers

See early risers cannot miss the gracious 
morning alms-giving ceremony, known 
as Tak Bat in Lao, at sunrise in Luang 

Prabang. Dating back to the 14th century, several hundred 
Buddhist monks walk down the streets every day while 
locals offer gift of food. Show respect to this ancient spiritual 
ceremony by following the required dress code, observing 
the ritual in silence and making an offering only when it is 
meaningful to you.

DO Nam Nern Night Safari & Ecolodge, run 
by the locals of Ban Son Koua in cooperation 
with Nam et-Phou Louey National Protected 

Area, north-east of Luang Prabang, offers amazing nighttime 
wildlife observation experiences to visitors while bringing 
in revenues for the protection of the endangered tigers and 
other wildlife in the area. Drifting down the Nam Nern River 
on a long-tail boat without the engine running maximises the 
chances to spot wild animals.

eAt Not just a restaurant but also a training 
centre of Lao National Institute of tourism 
and Hospitality, the Balcony Bar and 

Restaurant offers one of the best seasonal Asian fusion 
dishes in Luang Prabang, with some ingredients sourced from 
its private herb garden.

StAy there are many boutique hotels 
blending French colonial charm with 
Lao traditional style in Luang Prabang. 

Located in the very heart of the town or nestled amid 
historical buildings dating back to the 1900s, Villa Maly, 3 
Nagas and Hotel Villa Deux Rivieres are all good choices 
for exploring this laid-back heritage town.
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1  Accor gains full portfolio in Laos 
In Luang Prabang, Accor is going to refur-
bish two UNESCO-listed heritage proper-
ties, Hotel de la Paix Luang Prabang and 
the 3 Nagas Hotel, and rebrand them un-
der its luxury and upscale brands respec-
tively by mid-2015. The 23-suite Hotel de 

la Paix will be rebranded as Sofitel Luang 
Prabang, while the 15-room 3 Nagas will 
become 3 Nagas MGallery Collection.

With an ibis and a Mercure in Vienti-
ane, plus the upcoming Sofitel and MGal-
lery Collection, and a Pullman Hotel cur-
rently under construction in the outskirts 
of Luang Prabang, Accor will be the first 
international hotel group to establish a 
full presence in Laos.

2  Lanith upgrades hospitality 
campus in Vientiane
Lao National Institute of Tourism and 
Hospitality (Lanith) is upgrading its Vien-
tiane campus with a two-storey, 1,750m2 
complex. Slated for completion in Oc-

tober 2015, the new education and skill 
training complex will expand the school’s 
capacity from 60 to 200 full-time students 
for its two-year Lanith Diploma pro-
gramme, stepping up efforts to meet the 
growing human resource needs of Laos’ 
tourism and hospitality industry.

3  Northern Laos welcomes new 
ecotourism site
A new natural site, Namkad Yorapa,  
opened to visitors in December 2014. Lo-
cated in Oudomxay province, 15km from 
Xay district, Namkad Yorapa offers several 
activities such as visiting Phadeng Cave, 
viewing tribal houses, trekking, climbing 
and cycling.

 What’s neW

From left: Oudomxay province; Hotel de la Paix Luang Prabang (to be rebranded as Sofitel Luang Prabang in 2015)

4  New airports in Laos
Laos will see the launch of new airports in 
2015, which will help improve domestic 
connections and international competi-
tiveness of the country. 

Attapeu Airport is scheduled to open 
in May in Laos’ southernmost Attapeu 
province while Nongkhang Airport, 
in the eastern province of Huaphanh, 
is slated for completion the following 
month. 

Construction of a new international 
airport will start in early 2015 in Ton-
pheung district of Bokeo province, which 
borders Myanmar and Thailand.

5  Visit Xaysomboun Year 2015
Featured as a new destination in 2015, 
Xaysomboun is a hidden gem with amaz-
ing natural beauty and interesting cultural 
elements.

Vonepadith Dalanouvong, director of 
Xaysomboun Provincial Department of 
Information, Culture and Tourism, rec-
ommends climbing the tallest mountain 
in Laos – Phou Bia – to explore and enjoy 
the region’s untapped rich biodiversity. 
A road that will lead straight up to the 
mountain peak is currently under con-
struction.

Meanwhile, Jason Rolan, sales manager 
at Khiri Travel Laos indicates that the In-
dochina war history of Xaysomboun may 
appeal to cultural tourists.

The Royal Collection is a unique brand of villa living, featuring three world-class properties: 

The Kayana, The Samaya Seminyak and The Samaya Ubud. Set within beautiful tropical 

gardens on Seminyak Beach and the Ayung River, each property combines a unique 

ambience with a touch of luxury in products and services. With a private plunge pool, spa 

and full butler service, these private boutique villas offer a secluded sanctuary for our most 

discerning guests.

The Samaya Seminyak - Bali

Jl. Laksmana, Seminyak, Bali 80361
Bali – INDONESIA
Ph: (62-361) 731149, Fax: (62-361) 731203
E-mail: info@thesamayabali.com

Banjar Baung, Desa Sayan, Ubud 80571
Bali – INDONESIA
Ph: (62-361) 973 606, Fax: (62-361) 973 610
E-mail: info@thesamayabali.com | www.thesamayabali.com

Jl. Raya Petitenget, Kerobokan Kelod, 
Kuta Utara, Bali-Indonesia
Ph: (62-361) 8476628, Fax: (62-361) 8476633
E-mail: info@thekayana.com | www.thekayana.com

The Samaya Ubud - Bali The Kayana Seminyak - Bali
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KL Tan, general manager, Borneo Trails 
Tours & Travel
As we compete regionally with other 
destinations, it will be a very challenging 
year due to the implementation of the goods 
and services tax by the government starting 
April 1, 2015 and the complete removal of 
fuel subsidy for diesel and RON95 fuel in 

November 2014. Both 
these factors will make 

the price of our tour 
packages more 
expensive – we 
are looking at an 
increase of between 

three and five per 
cent.  

Destination Malaysia

S
teadily rising as a golf destination, 
Malaysia was ranked Asia’s second 
most important golf destination 
after Thailand last year, moving 

up two places in the global rankings from 
2013, according to the 2014 annual golf 
tourism survey published by the Interna-
tional Association of Golf Tour Operators 
(IAGTO). 

At the same time, Malaysia’s golf tour-
ism revenue has increased from RM200 
million (US$57.3 million) in 2011 to 
RM265 million in 2013, whereas the value 
of international publicity on golf destina-
tions in the country has also grown from 
RM1 million in 2011 to RM3 million in 
2013, according to IAGTO statistics. 

Commenting on Malaysia’s rising 
popularity, IAGTO CEO Peter Walton 
said in a press release: “There is no doubt 
that Malaysia has made great progress as a  
golf destination over the past 18 months 
as more golf tour operators begin to 
showcase the amazing courses and scenery  
that abound throughout the country. 
We can only see it growing rapidly from  
here as first-time golf visitors rise in num-
bers.”

Malaysia Golf Tourism Association 
(MGTA), established in March 2011 un-
der the purview of the Ministry of Tour-
ism and Culture and the Prime Minister’s 
Delivery Unit, serves as the golf tourism 
marketing arm of Tourism Malaysia with 
an aim to ensure the sustainable growth of 
golf tourism in Malaysia. 

Chris Syer, executive director at MGTA, 
said the average golf tourist to Malaysia 
spends three and a half times more than 
the average tourist. MGTA has identified 

Lured by the segment’s higher spending and longer length of stay, Malaysia’s greater em-
phasis on golf tourism promotion draws attention from overseas golfers. By S Puvaneswary

Sutera Harbour Golf Club, in Kota Kinabalu, is one of Malaysia’s largest golf facilities

Teeing up golf interest

nine key markets – the UK, Germany, 
Scandinavia, New Zealand, Australia, 
South Korea, Japan, China and India –  to 
drive golf tourism business.    

Syer explained: “These countries expe-
rience winters too cold for playing golf. 
Hence, we want to attract golfers from 
these countries to come here and play 
where we can offer golf courses in various 
settings such as the cool highlands, by the 
sea or in big towns and cities.” 

MGTA launched in 2H2014 major 
marketing tool, Play Malaysia Golf (www.
playmalaysiagolf.com), a dedicated web-
site that lists golf courses and inbound 
golf tour operators in Malaysia. There 
are 207 golf courses scattered throughout 
Malaysia, ranging from short nine-hole 
courses to 54-hole complexes. 

According to Syer, the MGTA is 
also working with Malaysia Conven-
tion & Exhibition Bureau and MICE 
organisers to promote golf tourna-
ments as a pre-convention activity. “We 
suggest having (a golf tournament)  
at the beginning as it helps with ice-break-
ing. About five to 10 per cent of all profes-
sional convention delegates are golfers,” he 
said.

Meanwhile, Malaysian tour operators 
are also seeing potential in golf tourism 
although the trade reported a mixed bag 
of performance in this segment in 2014. 

Raymond Boey, business development 
consultant at Kuala Lumpur-based SMAS 
Travels, said: “Tourism Malaysia’s sup-
port in promoting golf tournaments held 
in Malaysia such as CIMB Classic, Sime 
Darby LPGA Malaysia, Malaysian Open, 
Kuala Lumpur – ATP World Tour, EurA-

Andrea Lee, area di-
rector - Kuala Lum-
pur, Destination 
Asia (Malaysia)
It is looking positive 
for our various 
business streams. 
The development of the 
cruise industry in Asia, inclusive of the ports 
in Malaysia, and the aggressive push by the 
various NTOs in ASEAN, is bound to attract 
more cruise liners, especially during the 
winter season.

The slowly spurring US and UK 
economies with continued downward trend 
of unemployment rates are opening up 
opportunities for outbound travel, even to 
the Far East. Australia and, to an extent, 
New Zealand continue to be strong for us 
as important inbound incentive travel and 
corporate meeting (markets).

 Viewpoints

What are your business prospects 
for 2015? 

29.4 million
Tourism Malaysia’s arrival target for 
2015, a five per cent increase from 
the 2014 target of 28 million arrivals

RM384.10
The average daily expenditure of 
ASEAN tourists in 2013, a 7.2 per 
cent rise from 2012

5.8 nights
Average length of stay of ASEAN 
tourists to Malaysia in 2013, a drop 
from six nights in 2012

62.6%
Average occupancy rate of hotels 
in Malaysia in 2013, compared with 
62.4 per cent in 2012
 

3,094
Total number of hotels across all cat-
egories in Malaysia in 2013, a 36 per 
cent hike from 2,274 hotels in 2012

Destination in numbers

sia Cup and Iskandar Johor Open has cre-
ated more interest among foreign golfers 
to play in Malaysia.

He added: “With European tourists, the 
Malaysian states of East Malaysia are a hit 
because of its diverse ecotourism and cul-
tural attractions.”

Petaling Jaya-based Delta Trend Golf 
& Leisure Holidays has seen a 10 per cent 
year-on-year increase in golf tourism 
business, mainly from South-east Asia and 
China, according to manager R Shoban.

He said: “Golf tourists stay an average 
of four to eight days and tend to bring 
families along if their visits coincide with 
their local school holiday period and year- 
end. Golf courses in Peninsular Malaysia 
are popular but we are also trying to push 
the courses in Sabah and Sarawak, espe-
cially if golfers are staying more than five 
days.”

However, Miri-based Jubilant Travel 
Services, which specialises in golfing holi-
days only, saw a decline in golf tours last 
year due to safety concerns after reports of 
numerous kidnapping cases in the state, 
said sales executive Ngo Ying Pei. 

Singapore and China make up the 
company’s main markets, with an average 
length of stay of seven nights, said Ngo, 
which is higher than the national aver-
age length of stay of Singaporean tourists 
at 4.2 nights and Chinese tourists at six 
nights.  

Ngo commented: “The three favourite 
golf courses for tourists are Sutera Har-
bour Golf Club, Nexus Golf Resort Kar-
ambunai and Dalit Bay Golf & Country 
Club, as these courses are located by the 
sea.” 
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1  Malaysia Year of Festivals 2015
The Malaysia Year of Festivals 2015 (My-
Fest 2015) campaign will complement the 
Malaysia Tourism Transformation Plan’s 
aims of attracting 36 million tourist arriv-
als and RM168 billion in tourist receipts 
in 2020.

Themed Endless Celebrations, the year-
long calendar offers more than 200 events 
related to cultural festivals, arts and music 
showcases, food promotions, shopping 
and sports. These events include the KL 
Light Festival in January; Mah-Meri Fes-
tival and Formula One Festival, both in 
March; Penang World Music Festival in 
April; Magic of the Night in May; Rain-
forest World Music Festival in August; 
Malaysian Motorcycle Grand Prix in Oc-
tober; and Malaysia Year End Sale in No-
vember and December. 

2  Penang hop-on hop-off city tour
Introduced in November 2014, the Pen-
ang hop-on hop-off city tour is operated 
on open-top, double-decker buses ply-
ing two routes – Teluk Bahang-Persiaran 
Gurney, known as the beach route, and 
Persiaran Gurney-Penang Hill, known as 
the city route, covering a total of 60 attrac-
tions and 33 designated stops. 

Passengers can stay for the full tour, or 
alight at any of the stops. Each bus will 
have a driver accompanied by a tour as-
sistant, and tourists will be given a guide 

book highlighting attractions, shopping, 
accommodation and food/drinks op-
tions within walking distance from the 
bus stops. Bus services run from 09.00 to 
20.00 daily. 

3  SuperStar Aquarius commences 
second season in Kota Kinabalu  
Star Cruises’ SuperStar Aquarius has in-
troduced three new itineraries for its sec-
ond season deployment to Kota Kinabalu 
that began in November 2014.

Departing from Taiwan’s Keelung port, 
the ship will be homeported in Kota Kina-
balu for the winter season spanning No-
vember 2014 through March 2015 as the 
only international cruise line to homeport 
a ship in Kota Kinabalu.

For this period, SuperStar Aquarius of-
fers one-night weekday and weekend 
cruises, two-night high seas cruises on 

alternate weeks, and a 4D3N cruise to 
Puerto Princesa on Palawan Island, Phil-
ippines.

SuperStar Aquarius was last stationed at 
Kota Kinabalu from November 6, 2013 to 
March 30, 2014.

4  British Airways resumes daily 
flights to Kuala Lumpur
British Airways will resume direct dai-
ly flights between London and Kuala 
Lumpur from May 27, 2015, after sus-
pending services to the Malaysian capital 
in 2001 as global travel slowed after the 
9/11 incident. 

Once services resume, British Airways 
will arrive at and depart from London’s 
Heathrow Terminal 5. The service will 
be operated on a Boeing B777-200ER, 
increasing capacity by 219 seats on each 
sector daily. 

 What’s neW

From left: British Airways will relaunch London-Kuala Lumpur services in May 2015; a life-sized Lego statue of Darth Vader on display at Legoland Malaysia

The London-Kuala Lumpur route is 
currently monopolised by Malaysia Air-
lines, which flies twice daily on this sector 
using a 500-seat Airbus A380.

5  Lego Star Wars Miniland Model 
Display at Legoland Malaysia 
The Lego Star Wars Miniland Model Dis-
play was launched at Legoland Malay-
sia Resort in September 2014. Featuring 
more than 2,000 Lego models built to a 
1:20 scale using 1.5 million Lego bricks, 
the attraction showcases seven scenes 
from the six Star Wars films and The Clone 
Wars animated series in detail. 

The model display also features authen-
tic Star Wars sounds, actions and lighting 
effects to create a realistic and enjoyable 
experience. All the models for this project 
were built in various locations including 
Malaysia, Germany and Czech Republic.

 hOW tO seLL

DO Play golf at Els Club Teluk Datai, an 18-hole championship golf course 
that opened in May 2014 as the newest golf course in Malaysia. A significant 
feature of this venue is its location amongst spectacular landscapes, from 

the lush backdrop of the rainforest nestled against the Machincang Mountain range to 
the turquoise waters of the Andaman Sea. Open to The Datai Langkawi guests as well as 
for public play at a daily fee, the club also has golf packages available for guests playing 
multiple rounds of golf through its relationships with various hotels in Langkawi.  

See Catch a show at the 6D CineMotion at Langkawi’s Oriental Village, which 
elevates the movie-going experience to greater heights. Viewers sit on 5D 
special effect chairs that can rock from side to side and tip upwards or 

downwards in line with the story. Being part of the movie means that the audience will feel 
raindrops and gusts of wind as the movie progresses. 

eAT Nam Restaurant serves creative and authentic meals infused with local 
and imported ingredients to provide a distinctive flair and unique dining 
experience in Langkawi. It also offers guests great views of Langkawi’s 

expansive wetlands and mountain ranges at sunset, accompanied by vistas of water 
buffaloes cooling off in the evening breeze and migratory birds swooping down onto the 
lagoon’s waters. 

STAy  Whether situated in the main building overlooking the Datai Bay, 
enveloped by lush rainforest foliage or set directly on a tranquil beach 
by the Andaman Sea, each of The Datai Langkawi’s 125 luxurious 

villas, suites and rooms has its own charm and distinct atmosphere. This hotel is home to 
six dining outlets, an award-winning spa and the els Club Teluk Datai golf course. Private 
lessons for intermediate and advanced golfers are available for guests, while beginners can 
join a complimentary class.

 

From left: Els Club Teluk Datai; Nam Restaurant
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Cruising

Cruise operators are embracing South-east Asia as a market as well as a destination but are travellers from around the 
region reciprocating their affections? By Mimi Hudoyo, S Puvaneswary, Paige Lee Pei Qi, Greg Lowe and Rosa Ocampo

ASEAN cruising finds sea legs

Sea-based explorations of South-east Asia are experi-
encing a surge in demand from within and outside the 
region, and cruise lines have been quick to expand their 
reach here with new homeportings and itineraries in re-
cent years. 

Intra-ASEAN cruising remains the dominant choice, 
report cruise lines and travel consultants. 

ASEAN travellers are taking up regional itineraries 
over international itineraries 70:30, according to Royal 
Caribbean Cruises’ managing director, Singapore and 
South-east Asia, Jennifer Yap, who attributed this to clos-
er proximity and better flight availability. 

“The number of guests from ASEAN taking up re-
gional cruises has also grown 50 per cent year-on-year, 
especially with…the arrival of the new Quantum of the 
Seas (in Singapore this) June,” said Yap. 

Royal Caribbean International’s Mariner of the Seas is 
plying 29 sailings for the current Singapore season until 
March. Itineraries range from three to five nights, cruis-
ing to Malaysia and/or Thailand.  

Carnival Asia has also doubled its regional market 
share in the past two years as well. Farriek Tawfik, director 
of South-east Asia of Carnival’s Princess Cruises, credited 
this to the region’s booming consumer market and rising 
purchasing power of the middle class. “We expect double-
digit growth in passenger traffic and 30 per cent growth 
in sales for regional cruise packages in (2015).”

First-time cruisers and large family groups from the 
region tend to take three- to five-day cruises, opt for larg-
er ships and also prefer more affordable itineraries within 
South-east Asia since it is nearer to home. 

Farriek commented that Princess Cruises is seeing an 
“increase in first-time cruisers and young Asians”. Based 
on Carnival Asia’s research, a larger proportion of 18- to 
30-year-olds in Singapore aspire to go on a cruise holiday 
than the over-65 age group. 

Given such a forecast, it is unsurprising that Princess 
Cruises entered a strategic partnership with Changi Air-
port Group and Singapore Tourism Board to promote 
fly-cruises out of Singapore last year. 

Markets ripe for plucking for the Singapore-centred 
fly-cruise segment are the Philippines and Indonesia. 

Jenica Ferrer, sales and operations officer at Travel 
People Philippines, Costa Cruises’ preferred sales agent 
and groundhandler in the Philippines, said about half of 
Costa’s Filipino clients sail around ASEAN. 

Ferrer attributes “strong bookings” to the lower cost of 

Clockwise from left: Royal Caribbean International’s Mariner of the 
Seas; a Crystal Cruises stage show; and a meeting on Star Cruises 

preference for ASEAN cruises. Anthony Chan, group 
managing director and CEO, Chan Brothers Travel Sin-
gapore, said: “We have seen a 30 per cent year-on-year 
increase in demand for regional cruises from Singapore.”

Passengers range from busy professionals to multi-
generation families and groups of friends with a budget, 
he said. 

“Since international cruise liners began deploying 
ships in South-east Asia, they have been promoting heav-
ily in Indonesia, collaborating with travel companies and 
offering promotional fares,” said WITA Tour Indonesia’s 
director of sales, Rudiana, who said demand for ASEAN 
cruising has been increasing. 

The lucrative Muslim market is also taking to cruising, 
in the meantime. Rakyat Travel Kuala Lumpur’s CEO, 
Adam Kamal, told the Daily: “We’ve seen a 20 per cent 
increase in year-on-year bookings for family travel on Su-
perStar Libra, mainly due to the availability of halal food 
on board. This is very important to entice the Muslim 
market, which is our main customer base.” 

Sunflower Holidays Kuala Lumpur’s managing direc-
tor, Mint Leong, said the company is promoting the idea 
of cruising as an incentive in Malaysia. “In 2014 we start-
ed to market SuperStar Libra’s 4D3N cruise from Penang 
to local corporates looking for new incentive ideas.”

Negotiations with two multi-level marketing compa-
nies for incentive cruises are also underway at the mo-
ment, she revealed. 

However, luxury cruise line Crystal Cruises and Thai-
land are reporting a different story. 

Paul Garcia, director of public relations at Crystal 
Cruises, said that while demand for cruises from Asia-
based clients remains strong, especially from Hong Kong, 
Singapore and Taiwan, most travellers are opting to go 
beyond South-east Asia. Mediterranean and Baltic itiner-
aries remain firm favourites. 

He explained: “The ultra-luxury cruise guest is much 
more adventurous than the regular cruiser and therefore 
is seeking destinations much farther afield, though they 
sometimes book a regional sailing at the very last minute 
if they opt for a last-minute holiday.”

Cruise specialists in Thailand say demand for intra-
regional trips remains weak. Supanee Bencharit, manag-
ing director of SEA Tours Thailand, said Crystal Cruises 
and Oceania Cruises remain the leading choices for local 
clients, who range from 40 to 80 years old and comprise 
both FIT and group travel. 

cruising compared with other means of travel, especially 
competitive fly-cruises in the region due to the prolifera-
tion of LCCs.

Filipinos like flying into Singapore and sailing to Thai-
land and Malaysia, though some also venture farther to 
Shanghai, Japan and South Korea.  

“We have seen demand growing in the last two years 
from both FITs and corporate incentives for South-east 
Asian cruises. They take 4D3N or 5D4N packages, board-
ing in Singapore and cruising to Malaysia and Thailand,” 
said Edhi Sutadharma, general manager of Golden Rama 
Tours and Travel Indonesia. 

Meanwhile Buhdy Bok, senior vice president Pacific 
Asia and China, Costa Cruises, noted China’s growing 
appetite for intra-ASEAN cruises, such that the Costa 
Serena will be deployed year-round in Shanghai starting 
April 2015. 

On the other hand, local markets have also been a 
mainstay for Star Cruises. “Star Cruises’ three key ASE-
AN markets are Singapore, Malaysia and Singapore,” said 
Michael Goh, vice president sales. “Both our two- and 
three-night destination-centric cruises (in Asia) are very 
popular with ASEAN travellers.”

“We’ve seen year-on-year growth in the family segment 
for SuperStar Libra mainly due to its affordable pricing. 
The fact that it is homeported in Penang, which has good 
access out of our main customer base Kuala Lumpur, also 
helps,” Goh said. 

Travel consultants, likewise, are reporting a continued 

Demand for cruising in South-east 
Asia is growing because travellers 
want to try the facilities on board, 
the duration is short and the price is 
affordable.

Rudiana
Director of sales, WITA Tour Indonesia
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High-flying expectations for 2015
ASEAN tourism leaders weigh in on what’s ahead in 2015 and how the AEC will change the travel game

Zeyar
Deputy director, Myanmar tourism 
promotion and international relations, 
Ministry of Hotels and Tourism

What new areas are you focusing on? 
We are trying to promote a number of 
new destinations besides Yangon, Man-
dalay, Inle Lake and Bagan. These in-
clude the Myeik Archipelago, Loikaw in  
Kayah state, places in Karen state and 
Putao, which is in the very north of the 
country. 

We are encouraging businesspeople to 
invest in hotels, mainly in the tourist areas, 
but we are also looking for new hotels to 
be developed in lesser-known areas where 
we plan to open hotel zones. 

What are your biggest challenges at 
the moment? 
The major challenge is the high hotel 
prices, particularly in Yangon and Man-
dalay, and we are trying to encourage and 
speed up both local and foreign invest-
ment, which will help to bring those prices 
down. 

We also forecast to receive three million 

Saly Phimphinith
Director general, tourism marketing 
department, Ministry of Information, 
Culture and Tourism

What new areas are you focusing on? 
With Laos having one of the most undis-
turbed ecosystems in the world, we wel-
come visitors to explore the 20 National 
Protected Areas throughout the country. 
This includes Phou Khao Khouay, the 
closest national park to Vientiane, as well 
as jungle adventures in Nam Kat Yala Pa, 
and the Nam Nern Night Safari in Nam 
Et-Phou Louey National Park. 

What are your biggest challenges at 
the moment? 
Limited access to major source markets 
in air travel, poor road and air connec-
tions to attractions, and the lack of quality 
transportation infrastructure are among 
our main challenges. Despite the increase 
in air routes, we lack international flights 
to longhaul source markets in Europe, the 
Americas and the Pacific. 

visitors this year and this presents its own 
challenges. 

What benefits do you foresee or are  
already reaping from the AEC?
We have been working with other coun-
tries in the region because we believe that 
by reaching out and working with our 

Continued on page 18 

 MYANMAR  LAOS
neighbours we can help develop tourism 
growth in Myanmar. One of the most 
important things for us in the ASEAN 
context is the visa situation. We want to 
try and make sure that we can reach visa 
agreements with ASEAN countries as this 
will generate much more travel within the 
region. – Oliver Slow

Myeik Archipelago
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Thawatchai Arunyik
Governor, Tourism Authority of Thai-
land

What new areas are you focusing on? 
We are focusing on our new 2015 Discover 
Thainess campaign, which aims at pre-
senting the unique character of Thailand 
through seven key characteristics: food, 
arts, way of life, wellness, festivities, wis-
dom and fun. With these in mind, we are 
coming up with a range of products and 
services that best represent the Thainess 
experience, including a calendar of special 
events and festivals throughout the year, 
and a range of recommended activities 
and tourist destinations. 

What are your biggest challenges at 
the moment? 

(Getting) tourism revenue to meet the 
target. However, with the latest campaign 
we are more confident of achieving the 
goal. Besides that, we are preparing to pre-
sent 12 secondary cities for those seeking 
less crowded getaways, 12 monthly mega 
events and domestic tourism marketing 
campaign, Dream Destinations 2.

What benefits do you foresee or are  
already reaping from the AEC?
We expect significant growth in intra-re-
gional travel thanks especially to enhanced 
connectivity and the removal of bottle-
necks at international border checkpoints. 
In addition, we have seen an increasing 
number of flights by low-cost and sched-
uled airlines from regional points such as 
Singapore and Kuala Lumpur to major 
and provincial Thai cities. – Greg Lowe

 Thailand

We also need more quality vehicles that 
meet international safety and technical 
standards. 

What benefits do you foresee or are  
already reaping from the AEC?
The AEC will bring in more investment 
opportunities to Laos and our Special 
Economic Zones. 

Thanks to the increasing number of 

Continued from page 17 

public-private partnerships at home and 
abroad, we have seen great improvement 
in human resource development for the 
tourism and hospitality industry. With 
more extensive international coordina-
tion, we look forward to improving the 
training curriculum and establishing edu-
cation institutions to meet the need for 
quality human resources, based on ASE-
AN common standards. – Li Xu
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News

Promote South-east 
Asia rather than ASEAN?
By Greg Lowe
ASEAN’S integrated tourism 
strategy would pack a heavier 
punch by focusing on South-east 
Asia as a destination 
rather than attempting 
to brand the association 
within the travel trade, 
travel consultants say.

Few doubt the re-
gion’s ability to attract 
travellers from regional 
and longhaul markets. 
However, some remain 
unconvinced a “Visit 
ASEAN” campaign could ever 
outweigh the appeal of promot-
ing South-east Asia.

Peter Semone, chairman, 
PATA Foundation and chief tech-
nical adviser, Lanith, said: “I have 
always felt strongly that ‘Visit 
ASEAN’ is a misnomer. ASEAN 
is an association. So, it would be 
like saying ‘Visit PATA’. I don’t 
think major medium-haul and 
longhaul markets understand 

Trade debates whether to push the region or association
what ASEAN is. They do howev-
er, know what South-east Asia is. 
We should be promoting South-
east Asia and not ASEAN.”

Duncan Webb, CCO, 
ONYX Hospitality 
Group, concurred, add-
ing that brand ASEAN 
“has little resonance 
with consumers”. He 
said: “The increased 
focus from the intro-
duction of the ASEAN 
Economic Community 
may increase some con-

sumer awareness, but it’s unlikely 
it’ll ever have the same credibility 
at a consumer level as South-east 
Asia and its mystical allure.”

However, other industry play-
ers are more positive about the 
association’s ability to market 
the region’s travel trade. “I don’t 
foresee any major challenges 
with promoting ASEAN tour-
ism, showcasing our cohesion 
within the ASEAN communities 

and our unity across our cul-
tures,” said Philip Wigglesworth, 
business development man-
ager, Destination Asia (Thai-
land). “Creating a single mar-
ket ASEAN campaign may be a 
challenge… but with the right 
balance for all we can hopefully 
grow and encourage tourism 
right across the community.”

Valerie Gardelle, marketing 
manager, Luxury Travel Viet-
nam, said while ASEAN may lack 
South-east Asia’s “sex appeal”, 
when it comes to marketing, the 
association plays a key role in 
developing tourism across the 
region.

“ASEAN’s purpose is no-
ble and everybody can find his 
or her own benefit within this 
initiative. The challenge (in pro-
moting ASEAN as a destination) 
is to find the right words and the 
easiest way to make messages 
understood, and engage all kinds 
of audiences,” she said.

More comments on AEC 
AS a single entity, the ASEAN 
Economic Community (AEC) 
becomes reality in 2015 and is 
projected to be the fourth-larg-
est economy by 2050, according  
to PATA. The region’s travel in-
dustry give their views on boost-
ing tourism in the new market 
era.

Cambodia Elgin Agrigento, 
managing director, Intrarep.
com: “If there’s a direct Cam-
bodia-Indonesia flight, not only 
will we see travellers from both 
countries visiting each other, but 
international tourists to Cambo-
dia continue to travel to Indone-
sia too.”

Laos Peter Semone, chief tech-
nical adviser, Lanith: “Laos may 
experience a surge in visitor ar-
rivals but there will be a more 
competitive labour market. Laos 
will need to adapt some of its ex-
isting policies.”

Malaysia Arokia Das, senior 
manager, Luxury Tours Ma-
laysia: “ASEAN governments 
should remove barriers to allow 
agencies to expand their business 
within the member countries.”   

Semone: push the re-
gion, not association

The Philippines John Paul 
Cabalza, managing director, 
Cencorp Travel and Tours: “We 
see opportunities in the Indo-
nesian and Malaysian Muslim 
markets, which we haven’t max-
imised yet in the Philippines.”

Thailand Markus Aklin, vice-
president, development, Onyx: 
“Thailand’s foreign equity own-
ership cap of 49 per cent ef-
fectively limits investments by 
ASEAN investors. With AEC, 
this is likely to change over time 
as there will be pressure to match 
the degree of liberalisation in 
other ASEAN countries.

Vietnam Maxwell Federbush, 
managing director, Dynasty In-
vestments and co-owner, Villa 
Song Saigon: “Vietnam will 
benefit from simplified intra-
AEC travel procedures; closer 
co-operation among countries 
for training, marketing, and de-
veloping tourism resources; in-
creased private sector participa-
tion; and more Thai, Indonesian 
and Malaysian investors. 
– Reporting by Mimi Hudoyo, 
Paige Lee Pei Qi, Greg Lowe, and 
Rosa Ocampo
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