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An industry with heart   
Poor in business for now but rich in generosity 

A
s Covid-19 continues to wreak 
havoc on the world and our 
lives, travel has become such a 
dirty word. 

The act of travel now is regarded as an 
act of defiance and selfishness, never mind 
the purpose. How dare you not stay home!

The travel and tourism industry is 
greedy, for continuing to promote stayca-
tions, vacations, and encouraging custom-
ers to only postpone their trips instead of 
just refunding their hard-earned money.

So the public say, from behind the safe-
ty of their mobile devices and desktops.

For those not in the travel and tour-
ism industry, it must be hard for them to 
imagine the struggles people employed 
within are facing.

World Travel and Tourism Council 
has estimated that one million travel and 
tourism jobs are being lost daily around 
the world. That’s one million people sud-
denly faced with no source of income 
for only God knows how long. Many of 
them may not even find another job soon 
enough because many other industries 
and businesses are struggling too.

Despite a painful present and an uncer-
tain future, many travel and tourism com-
panies have chosen to protect their staff by 
resisting retrenchment for as long as their 
resources last, with or without govern-
ment handouts. 

Many have also chosen to demonstrate 
selflessness and grace by volunteering 
time and resources to help their country 
and community in the battle against the 
pandemic.

Family holidays Multi-
generational family 
vacations are becoming 
more popular, and 
experiences that allow 
interaction across ages are 
deemed valuable. We find 
out more about this trend 
and identify latest tourism 
products in Asia-Pacific 
that will delight everyone in 
the family.
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Airlines have been helping to transport 
medical devices and supplies, and even 
healthcare workers, to places in need.

Hotels, resorts and convention cen-
tres have – and some ready to do so now 
– converted their facilities into isolation 
centres or temporary homes for frontline 
healthcare workers who are afraid to go 
home to their family.

The travel and tourism community, as 
I know it, is hardly greedy and selfish. We 
seek humour in tough situations and we 
reach out to lift one another, even if we are 
competitors in the business. 

When Singapore had a shortage of 
masks and hand sanitisers early on in the 
outbreak, my friend Daniel Tan, who runs 
a culinary school for tourists in Singapore, 
delivered a fabric mask and sanitiser – 
both of which he made himself, catching 
me right before my trip to ITB Berlin. Just 
in case I needed them, he told me.

When cruises everywhere were hard 
hit by bad publicity around infections 
onboard, the Royal Carribean Cruises 
team in Singapore visited agents and me-
dia partners with little gifts of snacks and 
cheerful notes to lift the mood. 

They didn’t have to, but they did.
These are stories that need to get out 

more in the mainstream media, to remind 
the world of the human side of the travel 
and tourism industry. And when the crisis 
is over, this industry is more than ready to 
get back to its job of helping people cre-
ate beautiful memories as well as broaden 
their mind and heart to different cultures 
and environments.

03  The big lure of little 
lodges

 Myanmar’s rising collection of  
eco-lodges, which are tapping 
a new breed of  eco-conscious 
travellers, are helping to lift com-
munities out of  poverty while 
preserving cultural traditions
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coming
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 Quality dining is a critical ingre-
dient for an enjoyable trip, but 

not all destinations keen on at-
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been able to score well in this 
aspect
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 Serviced residence operators in 

Asia-Pacific that have readied 
their hardware and heartware 
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even business travellers
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 Industry players are making full 

use of  the downtime to enhance 
product offerings, target un-
tapped markets, and take meas-
ures to restore confidence in the 
destination  
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 Expo 2020 Dubai may be post-

poned to 2021, but its ambitious 
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will remain

The travel and tourism 
community, as I know it, is 

hardly greedy and selfish. 
We seek humour in tough 

situations and we reach out to 
lift one another, even if we are 

competitors in the business.

Karen Yue

Group Editor

 karen.yue@ttgasia.com

 www.linkedin.com/in/karenyuesf/

Interactive family holidays are 
hot now

travel Hall of Fame  
Since 2002, TTG Asia Media has honoured luminaries that have won 
the prestigious TTG Travel Award for at least 10 consecutive times 
for the same award title in the  
Travel Hall of Fame.

At present, these exceptional organisations  
and their years of induction are: 
• Singapore Airlines Limited (2002) 
• Singapore Changi Airport (2002)
• Hertz Asia Pacific (2005) 
• Royal Cliff Hotels Group - The State of Exclusivity  
 & Fascination (2006)
• Star Cruises (2008) 
• Sabre Asia Pacific Pte Ltd (2009)
• SilkAir (Singapore) Private Limited (2010) 
• Lotte Tour (2011) 
• Hong Kong International Airport (2013)
• Raffles Hotel Singapore (2013)
• Regal Airport Hotel (2015)
• Banyan Tree Spa (2015)
• Qatar Airways (2016)
• Thai Airways International Public Company Limited (2016)
• Thailand Convention & Exhibition Bureau (2016)
• Royal Plaza on Scotts (2018) 
• Royal Caribbean International (2018) 
• Best Western Hotels & Resorts (2019)
• Travelport (2019) 
 TTG Asia Media is pleased to announce that it has 
set up a virtual TTG Travel Hall of Fame (www.ttgtravelhof.
com), which will enable us to showcase the accolades, artefacts and 
memorabilia of the region’s most exceptional travel organisations in 
a far more effective way and to a global audience. 
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The big lure of little lodges 
Myanmar’s rising collection of eco-lodges, which are tapping a new breed of eco-conscious travellers, are 

helping to lift communities out of poverty while preserving cultural traditions. By Marissa Carruthers

Clockwise from 
top: Both Loikaw 
Lodge by the 
Lake and A Lit-
tle Eco Lodge 
support local 
ikat weaving 
projects; A Lit-
tle Eco Lodge’s 
treehouse restau-
rant built using 
locally-sourced, 
sustainable  
materials

A
s travellers become more 
aware of their footprint 
and the impact they have 
on locals, hopes are be-

ing pinned on Myanmar’s mounting 
eco-lodges piquing the interest of 
conscientious tourists seeking to tru-
ly immerse themselves in local life.

Myanmar is home to diverse 
landscapes, rich culture – it has 135 
ethnic tribes – and a series of off-the-
beaten-track spots that tick all the 
boxes for modern travellers. Com-
munity- and eco-tourism is a niche 
steadily being developed across the 
country, pushed by the rise in lodges 
and boutique resorts built and oper-
ated sustainably while working with 
struggling rural communities. 

Charmaine Goddard, general 
manager at Wah Phyu Villa, which 
rose in the coastal village of Magyi-
zin, Ayeyarwady in February, said: 
“With global warming at the fore-
front now more than ever, people are 
more aware of what they do when 
they go on holiday; they want to 
know they’ve benefited local people.”

The eco-lodge is among the latest 
to open amid a strengthening move-
ment of sustainable and community-
driven tourism across Myanmar. 

Goddard added: “We get a lot of 
private bookings and people ask 
what we do with our waste and how 
we work with villagers. It’s huge, and 
becoming a very big part of tourism.” 

In 2011, the newly-formed Minis-
try of Hotels and Tourism set about 
launching a series of community-
driven tourism products across the 
country under its Community-Based 

Tourism (CBT) initiative. 
Several have since sprung up 

across Myanmar with the aim of en-
suring communities benefit from the 
predicted rise in visitors while driv-
ing tourists to undiscovered areas. 

As well, recent years have seen 
tourism entrepreneurs build sustain-
able lodges that work directly with 
neighbouring villages to share the 
tourism dollar and help improve life. 

Swe Yi, co-owner of Loikaw Lodge 
by the Lake in Kayah State, said: 
“CBT is probably the most sustain-
able tourism approach in Myanmar 
as it can significantly contribute to 
poverty reduction and paves the way 
for a sustainable, economic tourism 
model.”

Yi and her husband Jens opened 
the 12-room lodge in October 2016 
and learned about the newly-devel-
oped CBT initiatives of the Kayan, 
Kayah and Kayaw tribes, funded and 
led by the International Trade Centre.

Under the initiative, a series of 
programmes were developed to offer 
visitors culturally-rich experiences 

in villages across the state. Its suc-
cess saw similar initiatives roll out in 
other areas of the country, including 
Kachin and Shan states, Magway Di-
vision in Myaing, and Chin State.

Yi, who continues to send clients 
to villages, added: “It’s important the 
best practices of these programmes 
is shared to accelerate the learning 
for communities who want to start 
their own programmes. At the same 
time, it’s important the government, 
private industry and respective com-
munities agree on a framework that 
helps CBT develop in a sustainable 
manner.”

Kyaw Swar opened A Little Eco 
Lodge in his home area of Inle 

Lake in late-2016 with the 
aim of using tourism as a 
tool to elevate the lives of 
the impoverished commu-
nities he grew up among. 

He has since landed 
two awards from 

the Product and 
Package Innova-
tion Competition 
run by UK Aid 
for his innovative 
community-led 
projects for ikat 

We are seeing a lot more re-
gional travellers wanting to 
go back to an Asian village at-
mosphere; almost like stepping 
back to the old days of Asia.
EdWin BriEls 
Managing director, Khiri Travel 
Myanmar/co-founder, lalay lodge

weaving, and a treasure hunt-style 
cookery class in a neighbouring vil-
lage. He recently added four rooms, 
bringing the total to 10.

He said: “Travellers want to be 
more responsible and think about 
how and where the money they 
spend is used. This is a great oppor-
tunity for Myanmar, especially small-
scale entrepreneurs and locals. They 
can’t compete with larger global and 
local businesses that have resources, 
finance, knowledge and technology. 
By developing CBT, communities 
can earn directly from clients.”

Edwin Briels, managing direc-
tor of Khiri Travel Myanmar and 
co-founder of Lalay Lodge, which 
opened this February in the remote 
fishing village of Maung Shwe Lay in 
Ngapali as a sustainable lodge that 
works hand-in-hand with villagers, 
said this movement is opening up 
new opportunities by appealing to 
the longhaul markets of Australia, 
Europe and the US. 

He also noted an increase in inter-
est from regional travellers seeking 
authentic, immersive experiences. 
Said Briels: “We are seeing a lot more 
regional travellers wanting to go 
back to an Asian village atmosphere; 
almost like stepping back to the old 
days of Asia.”

The sustainable lodge trend is 
also helping develop new destina-
tions and encourage visitors to veer 
away from Myanmar’s main tourism 
spots. As arrivals grow, it is hoped 
this will alleviate the issue of over-
crowding that other regional tourism 
stars have struggled with.

Said Goddard: “Because Myan-
mar’s tourism industry is behind 
other South-east Asian countries, it 
can pick up on the mistakes of others 
and learn from them. The govern-
ment doesn’t want to see places over-
run, so it encourages sensitive devel-
opment in emerging destinations.”

But to truly tap into its tourism 
potential, there has to be closer work 
between the government and private 
sector to push and promote such 
initiatives. Noted Yi: “The big chal-
lenge is to market these lodges and 
experiences to international markets, 
which can only be done with govern-
ment and private industry support.”
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Young and curious
The female Muslim traveller profile is changing, presenting rich opportunities for destinations and tourism suppliers 

who know how to read the signs and take the right steps to be more welcoming. By Mimi Hudoyo

Attractions that make for stunning Instagram backdrops are popular

Female Muslim 
travellers go 
wherever unique 
local culture is 
found

T
he stigma that Muslim 
women are conservative – 
that they only travel when 
accompanied by a male 

chaperone and only visit Muslim 
countries – is outdated.

Mastercard-CrescentRating Mus-
lim Women in Travel report, pub-
lished last year, showed that 63 mil-
lion female Muslim travellers spent 
around US$60 billion on travel in 
2018. They made up 45 per cent of 
140 million Muslim travellers in the 
same year.

Most female Muslim travellers 
were aged between 20 and 40, noted 
Raudha Zaini, marketing manager, 
CrescentRating and HalalTrip.

The report is just one in a series of 
evidence that show Muslim women 
travel as frequently as their peers, and 
are as eager to learn more about dif-
ferent cultures.

Driving the market’s growth are 
several factors: the growing popula-
tion of young and educated Muslim 
women; the expanding middle class 
in Organisation of Islamic Coopera-
tion (OIC) countries; as well as high-
er disposable income.

Trends within the market were 
also highlighted. For instance, the re-
port noted that more Muslim wom-
en are travelling solo for business.

At the same time, Nazirah Asha-
ri, strategy director, TBWA Kuala 
Lumpur, noted a new trend of all-
girls group travel. This is driven by a 
younger generation of travellers, who 
are becoming more independent and 
are more able to make decisions on 
whether to travel. 

Choice destinations
Q Akashah, executive director of 
OgilvyNoor, an Islamic branding 
consultancy, noted that a common 
misconception was that female Mus-
lim travellers only go to OIC coun-
tries. In reality, they are travelling 
everywhere because of their “innate 
curiosity about others’ culture and 
way of life”.

In fact, any countries that offer 
pop culture, deep history as well as 
attractions that make for stunning 

taken steps to cater for female Muslim 
travellers, by offering more than just 
the basics of halal food and a place to 
pray.

Singapore, Malaysia and the 
Maldives, for instance, incorporate 
women-only facilities and services, 
said Belkhir Housna, a content crea-
tor from France. These destinations 
stand out for her 50,000 Instagram 
followers and 120,000 subscribers on 
YouTube, most of whom are Mus-
lim women who like to travel, said 
Belkhir.

Measuring one’s impact
In time to come, women-only facili-
ties alone may not be enough to win 
over female Muslim travellers who 
are conscious that Islam is not just 
about “doing the basics”, but in “how 
(one is) affecting the community, 
society and the environment”, com-
mented Barkathunnish.

Therefore, there is a rising demand 
for travel experiences that allow these 
travellers to make a difference to the 
environment and society of destina-
tions they visit. It comes as no sur-
prise that more millennials and Gen 
Z travellers are looking for hotels that 

are “eco-friendly” and “support local 
businesses”, noted Barkathunnish.

Businesses that simply talk the 
talk are not going to find their efforts 
sufficient to attract female Muslim 
travellers, as they desire authenticity, 
said Akashah. Industry players need 
to work at hiring people from diverse 
backgrounds and buying products 
from local farmers.

It’s all in the details
Attention to detail continues to be an 
important attribute for tourism es-
tablishments and destinations want-
ing to attract any market.

Aisha Islam, vice president of con-
sumer products, South-east Asia, 
MasterCard, recalled a business trip 
in Thailand where a simple detail 
made all the diffference for her.

Having arrived after midnight on 
her own, she found that a female 
chauffeur was assigned to her rental 
car. “That made me feel more se-
cure,” she said, adding that personal 
security is an important considera-
tion for solo female travellers.

Another time, a hotel in Germany 
provided Aisha with a Quran and 
prayer mat upon realising she is a 
Muslim. At breakfast, hotel staff took 
the initiative to caution her to steer 
clear of certain dishes because they 
contained pork.

For Aisha, it was a refreshing ges-
ture that demonstrated the hotel’s 
genuine care for its guests.

Along the same lines, Akashah 
suggested that attention should also 
be paid to Muslim guests at events, 
where mocktails could be served 
during networking parties “so that 
everyone can enjoy their time to-
gether”.

Instagram backdrops are popular 
among female Muslim travellers. 

Japan, South Korea and New Zea-
land are such choice destinations, ac-
cording to the TBWA report. 

Answering faith-based needs
In a panel discussion held in conjuc-
tion with the launch of the Master-
Card-CrescentRating report, Nisha 
Barkathunnisha, principal consult-
ant of Elevated Consultancy and 
Training, shared what it would take 
for destinations to court this attrac-
tive market.

According to Barkathunnisha,  
destinations need to work on meet-
ing the market’s faith-based needs. 
While Muslim women crave explo-
ration and seek self-fulfilment, they 
also want to abide by Islamic princi-
ples while travelling.

The panelists acknowledged that 
some Asian industry players have 

Among Muslim women travellers, there is a 
desire to explore and to seek self-fulfilment. At 
the same time, there is a growing need to follow 
Islamic principles. Faith-based needs have to be 
met when they travel. This is quite interesting 
to see – that identity is critical for them but 
engagement with faith is also becoming more 
important than ever before. 
NIshA BArkAThuNNIshA
Principal Consultant, Elevated Consultancy and Training
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CrescentRating has been shar-
ing insights on the Muslim trav-
el market for the last 11 years. 
What would be the organisation’s 
proudest milestones?
We have contributed a few things to 
the tourism and hospitality industry 
over the years, specifically in improv-
ing the understanding of halal travel 
in the marketplace. It is very satisfy-
ing to see that in the last few years, 
the marketplace has started to em-
brace Muslim travellers.

One of the achievements we’ve 
been very happy with is our part-
nership with MasterCard (to jointly 
produce the annual Mastercard-
CrescentRating Global Muslim  
Travel Index), which started in 2015. 

CrescentRating did not start off 
wanting to do research; we just want-
ed to rate Muslim-friendly hotels. 
But we realised that without real data 
and intelligence, it was hard to con-
vince people with our words. 

Fast forward today, we’re the lead-
ing voice on halal travel intelligence.

We have just released our Mas-
tercard-CrescentRating Halal Travel 
Frontier 2020 report (in January).

In a couple of weeks, we will re-
lease another report that will consoli-
date all the tools we have developed, 
and make them available to the trade.

Has CrescentRating been able to 
resolve the common pain points 
for Muslim travellers when they 
visit non-Organization of Islamic 
Cooperation (OIC) destinations?
The pain points for Muslim travel-
lers have remained largely the same, 
especially when it comes to travelling 
in a non-OIC.

There is still a lack of halal restau-
rants in these destinations; in hotels, 
there is either a lack of halal food or 
there are very limited halal food op-
tions on the menu.

On the bright side, however, the 
situation has improved a lot over 
recent years, particularly in Taiwan, 
Japan, South Korea and Hong Kong.

There are more than 100 halal 
restaurants in Taiwan today, whereas 
there were probably only a handful 
five or more years ago.

While the number of halal res-
taurants have gone up in some non-
OIC destinations, there remains the 
challenge of credibility. There are  
two credibility issues Muslim travel-
lers face with halal restaurant claims 
– one, the claim is incorrect and 
made due to ignorance, as the res-
taurant operator doesn’t truly un-
derstand what being halal means and 
requires; two, the claim is a deliberate 
falsehood.

Can CrescentRating help to tackle 
this challenge?
Yes, we can. Our solution is to focus 
on education. We need to educate 
restaurants – in fact, as many stake-

Pushing for change

holders in the tourism and hospital-
ity industry as possible – what halal 
means through our CR Academy.

Our second solution is to encour-
age restaurant operators to get exter-
nal validation by approaching their 
local halal authority, or use our rat-
ing system which we have employed 
in destinations such as Taiwan.

Beyond restaurants, tourism and 
hospitality industry stakeholders can 
reference our faith-based services 
needs model, which we upgraded 
last year. 

There are four areas within the 
Need to Have advisory (Halal Food 
Service, Salaath Prayer Facilities, Wa-

Fazal Bahardeen, the founder & CEO of pioneering halal travel consultancy CrescentRating, is on a mission to raise 
awareness around halal tourism among industry stakeholders. He tells Karen Yue that the world is a more welcoming 

place today for Muslim travellers but several travel pain points still remain

Take Jordon as an example. It is 
a Muslim-majority country (and an 
OIC member) but its tourism indus-
try was established for the last 20 to 
30 years to serve travellers from Eu-
rope and Japan – big source markets 
at that time – and not Muslim travel-
lers. 

Understanding what a Muslim 
does does not translate into knowing 
how to treat and welcome Muslim 
travellers.

I like to think that because Taiwan 
and Japan, for instance, have such lit-
tle understanding of Muslims at the 
beginning that they tried their very 
best to study halal needs and be as 
hospitable as possible.

How does Singapore fare? Mus-
lims make up the third largest reli-
gious group in the population.
CrescentRating has a few projects 
going with the Singapore Tourism 
Board (STB). One of them com-
ing up soon is a 44-page guide book 
that details halal dining offerings in 
Singapore, hidden cultural activities 
and local Malay entrepreneurs and 
business owners that travellers can 
discover.

I also got to speak at ASEAN 
Tourism Forum this year in Brunei 
about halal travel trends, at the invi-
tation of STB.

I’ve told STB that Singapore has 
the potential to be a more welcoming 
destination for Muslim travellers, and 
one of the things it can do is to lever-
age Singapore’s Muslim family assets 
to attract this segment of travellers.

Clearly, CrescentRating has done a 
lot to improve the world for Mus-
lim travellers and guide destina-
tions towards this lucrative travel 
sector. But I’m sure you have more 
up your sleeves. 
Yes, well, we are looking at doing a 
few more things (laughs).

First, we will continue to produce 
more and more data on halal tourism 
and make them public to improve 
awareness and deepen knowledge. 

We are also hoping to produce the 
CrescentRating Playbook – that’s the 
working title – and have it contain as 
many insights as possible to help the 
tourism and hospitality industry find 
their way around halal tourism.

Second on our list is to work with 
even more destinations to help them 
better cater to Muslim travellers. We 
have projects with Uzbekistan, which 
is an up-and-coming destination; 
South Africa, where we have a part-
nership going for some time now; 
and Hong Kong, where we have just 
started but need to take things slow 
due to the (Covid-19) outbreak.

Thirdly, we are improving our CR 
Academy. We have an online pro-
gramme on now for hotels and res-
taurants, but we hope to expand it to 
serve more sectors of the industry.

ter Friendly Washrooms, and No Is-
lamophobia), and three of them are 
relevant to hotels.

You cited Taiwan, Japan, South Ko-
rea and Hong Kong as examples of 
destinations that have done well 
in welcoming Muslim travellers to-
day. It is interesting that they are 
all in North Asia. Are there no shin-
ing examples in South-east Asia, 
where there are sizeable local 
Muslim communities and should 
therefore be naturally welcoming? 
It is a misconception that destina-
tions with a Muslim population are 
ready for halal tourism.

Understanding 
what a Muslim 
does does 
not translate 
into knowing 
how to treat 
and welcome 
Muslim trav-
ellers.
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Japan
The Japan National Tourism Organi-
zation (JNTO) has long been court-
ing Muslim travellers out of Asian 
markets with a substantial Muslim 
population, such as Malaysia, Indo-
nesia, Brunei and India.

With the JNTO Singapore office 
at the helm of this effort, the NTO 
has accomplished much to convey 
Japan’s warm welcome for Muslim 
travellers.

According to Susan Maria Ong, 
deputy director, JNTO Singapore, 
who was involved in the Muslim 
travel project since 2006, the tour-
ism office published a number of 
guide books that provided detailed 
information about Muslim-friendly 
accommodation, dining establish-
ments, religious and prayer facilities 
as well as shopping.

Over time, many local prefectures 
have gone ahead to publish their own 
Muslim guide books, while JNTO has 
turned its Muslim guide books into 
a website (muslimguide.jnto.go.jp) 
that allows users to search for infor-
mation by geographical areas.

Ong shared that JNTO takes the 
Muslim travel market seriously, evi-
denced by the lengths the organisa-
tion took to ensure its commitment 
to the market was matched by travel 
and tourism suppliers knowledge-
able in the various needs of Muslim 
travellers.

“We had bilateral exchanges of 
information with Japanese stake-
holders to develop prayer facilities, 
halal restaurants at the airport and 
elsewhere in the destination, as well 
as shopping outlet malls which this 
segment of travellers liked. We also 
conducted education seminars for 
Japanese travel and tourism suppliers 

on how best to cater to the needs of 
Muslim travellers,” Ong explained.

And to promote Japan’s readi-
ness for Muslim travellers, JNTO ran 
frequent fam trips aimed at Muslim 
travel agencies and Muslim media 
representatives, where the itinerary 
involved site inspections of prayer 
facilities such as mosques, and expe-
riences at halal restaurants, among 
others, she explained.

Ong opined that with approxi-
mately 100,000 Muslim residents 
in Japan, the country is gifted with 
many authentic restaurants that are 
certified halal.

“There are also many Muslim-
friendly restaurants that use only ha-
lal-certified ingredients, and these are 
all captured in our Muslim guides. 
We even detail if the restaurant is 
owned by a Muslim or if the kitchen 
is led by a Muslim chef,” she said.

In the Kanto region alone – which 
is Japan’s largest island and where To-
kyo sits – there are 93 listed Muslim-
friendly restaurants.

As JNTO evolves its marketing 
efforts towards Muslim travellers, it 
has chosen to split the responsibil-
ity across offices in key geographi-
cal markets. Today, JNTO offices in 
Malaysia, Indonesia and India – with 
the exception of Brunei – are driv-
ing their own destination promo-
tions for the Muslim travel market.  
– Karen Yue

The Philippines
Halal dining is still in its infancy stage 
in the Philippines, with the Depart-
ment of Tourism having just under-
taken a survey to determine the num-
ber of establishments offering halal 
cuisine and meeting other specific 
requirements of Muslim travellers.

The way to a Muslim 
traveller’s heart

Quality dining is a critical ingredient for an enjoyable trip, but not all destinations keen on attracting Muslim 
travellers have been able to score well in this aspect. TTG Asia reporters find out what four non-OIC destinations 

in the region are cooking up to win over a Muslim traveller’s heart and belly

There are not many halal restau-
rants in metro Manila, but the num-
bers are increasing.

To get around limited food op-
tions, longer-staying Muslim trav-
ellers are opting to stay in serviced 
apartments and residences so that 
they can cook their own meals, ac-
cording to Marlene Insigne, gen-
eral manager, Southeast Travel Corp, 
who added that halal-certified food 
products such as rice, cooking oil 
and canned goods are available at 
grocery stalls and supermarkets.

Manila’s serviced residences are 
not equipped with halal-certified 
kitchens, although a few like Cita-
dines Bay City Manila and Ascott 
Makati are able to whip up halal 
meals upon request and have infor-
mation on halal cafes, restaurants 
and meat shops in the area.

As another option, Muslim trav-
ellers could seek out restaurants 
specialising in Middle Eastern and 
Mediterranean cuisine, where dishes 
are prepared without pork and lard, 
said Irene Maliwanag, general man-
ager, im-active Tours, Events, MICE 
Management and Services.

While Manila has a growing num-
ber of such restaurants, Maliwanag 
said “they are quite expensive (and 
are located) mainly in four- and five-
star hotels and in upscale areas”.

From top: Mus-
lim travellers 
can indulge in a 
variety of halal 
and Muslim-
friendly restau-
rants across 
Japan; metro 
Manila’s selec-
tion of halal 
restaurants is 
slowly growing

Taiwan  
ranks high on  
the GMTI for  
its readiness  
for Muslim 
travellers 

Beyond metro Manila, the lack of 
halal food options is painfully con-
spicuous. Maliwanag said a number 
of popular destinations such as Pala-
wan have no halal restaurants, forc-
ing tour operators to make do by 
offering separate tables and food for 
their Muslim guests.

Even in Mindanao, which has 
the biggest Muslim population in 
the country, there is only one halal-
certified restaurant, Babu Kwan, in 
Cagayan de Oro, shared hospitality 
consultant Jerome de la Fuente.

De la Fuente explained that it is 
“very expensive” to set up a halal 
kitchen, which has to be separate 
from the main kitchen. 

“It’s like duplicating a completely 
new set up for a new restaurant. You 
also have to train the staff as there are 
specific steps to slaughtering, sourc-
ing and preparing halal food,” he said.

De la Fuente said that in Catholic 
Philippines, hotels are built and de-
signed for only one kitchen and that 
it is only recently that halal kitchens 
are being thought out to cater to the 
growing Muslim travel market. – 
Rosa Ocampo

Taiwan
Taiwan has always been hungry for 
Muslim travellers, and this is re-
flected in it tieing with the UK and 
Japan for third place on the Master-
Card-CrescentRating Global Muslim 
Travel Index (GMTI) among non-
Organisation of Islamic Cooperation 
countries for 2019.

Trust Lin, director, Taiwan Tour-
ism Bureau (TTB) Singapore office, 
elaborated how the island has been 
working actively to welcome more 
Muslim visitors. For starters, the TTB 
has a complete list of Muslim-friend-
ly restaurants on its website (eng.tai-
wan.net.tw/m1.aspx?sNo=0020323), 
making it easier for Muslim visitors 
to search for restaurants.

Lin said: “Currently, there are 
more than 200 restaurants island-
wide with Muslim-friendly or halal 
accreditation, and the number is 
growing.”

TRKCHON STUDIO/shutterstock
Joseph Oropel/shutterstock

FenlioQ/shutterstock
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Hotel de l’Opera Hanoi – M Gallery offers a specific halal menu and training

These restaurants are labelled as MR 
(Muslim Restaurant), MFR (Muslim-
friendly Restaurant), MFT (Muslim-
friendly Tourism, for hotels), and HK (Ha-
lal Kitchen). Accreditation was provided 
in cooperation with the Chinese Muslim 
Association, and the labels can be found 
inside and outside of these restaurants.

“Should they need more information, 
Muslim travellers can also contact our 
visitor information centres or (access) the 
mobile app to locate these restaurants. The 
app (includes) other Muslim-friendly fa-
cilities,” Lin noted.

Aside from providing a satisfying ha-
lal meal, Lin pointed to other pertinent 
travel facilities Taiwan provides for this 
demographic of travellers. For instance, 
all international airports, national scenic 
areas, train stations in Taipei, Kaohsi-
ung, Taichung and Hualien, as well as the 
Qingshui Service Area on the freeway are 
equipped with Muslim prayer rooms and 
washing facilities.

“The local culture embraces different 
religions, and as a growing number of 
Muslims are working or living in Taiwan, 
understanding of Muslim culture has 
risen not just among business sectors but 
also among policymakers,” Lin shared.

More recently, the bureau has devel-
oped a list of Muslim-friendly leisure 
farms. – Rachel AJ Lee

Vietnam
Vietnam needs more halal restaurants 
away from major tourist hubs to truly 
whet the appetite of the rising number of 
Muslim travellers.  

Visitors from regional Muslim coun-
tries have grown in recent years, brought 
in by an increase in flight connections. 
In 2019, 106,688 Indonesians visited  
Vietnam, a 21.3 per cent year-on-year in-
crease. A total of 606,206 Malaysians trav-
elled to the country, marking a 12.2 per 
cent hike.

Arrivals from Middle Eastern markets 
are not available, but Pham Ha, CEO and 
founder, Luxury Travel Vietnam, which 
operates halal tours, said the introduc-
tion of direct routes through carriers such 
as Emirates, Etihad, Qatar Airways and 
Turkish Airlines has piqued the interest of 
Muslim travellers further afield.

While a trickle of halal-certificated 
restaurants is cropping up outside major 
hubs, industry players claim more need 
to be established to tap into the market’s 
potential.  

Jimmy Nguyen, sales director, Asia 
Travel Expert, said: “We need more hotels 
serving halal breakfasts, and more res-
taurants and facilities catering to Muslim 
travellers outside the big cities.”

He noted that the majority of Muslim 
travellers visit Ho Chi Minh City and 
Hanoi. In Halong Bay, there is one cruise 
operator offering halal dining, with Dan-
ang and Dalat also popular with Muslim 
travellers. The latter two are speckled with 
Indian vegetarian options.   

Ha added: “It’s not easy to find restau-
rants that serve Muslim travellers well. 
Restaurants that serve Muslim clients have 
been increasing in remote areas, includ-
ing Sapa, Ninh Binh, Quang Binh, and My 
Tho, but (they remain) limited.”

Jeanny Duong, sales director, Viet Vi-
sion Travel, noted that despite the lack of 
halal-certified restaurants throughout the 
country, many local tour operators have 
designated Muslim teams able to design 
itineraries that cater to clients’ needs. 

Many vegetarian and seafood alterna-
tives are available to make up for the lim-
ited halal options.

Added Duong: “Many DMCs in Viet-
nam have their own marketing campaign 

to promote Vietnam as a halal destination 
to the potential markets of Malaysia, In-
donesia, the UAE and Kuwait.”

International hotel groups are also en-
suring they meet the growing demand. 
For example, several of Accor’s properties 
offer either specific halal menus or train-
ing for staff on receiving Muslim guests. 
These include Novotel Halong Bay and 
Nha Trang, and Hotel de l’Opera Hanoi 
– MGallery. In many of its other proper-
ties, halal menus can be provided upon 
request.  – Marissa Carruthers

Richie Chan/shutterstock
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T
he Muslim travel market is 
growing, with CrescentRat-
ing – the world’s leading 
source of intelligence on 

Muslim travel   – projecting 158 mil-
lion Muslim travellers by this year, up 
from 25 million in 2000; and US$300 
billion in travel spend by 2026.

And serviced residences in Asia 
are eager to get a slice of that pie. 
Some of the savvier chains, having 
foreseen the potential of this market, 
had taken steps years ago to improve 
their product offerings to address the 
accommodation needs of Muslim 
travellers.

According to CrescentRating’s 
Muslim Traveller Faith-based Ser-
vice Needs 2.0 model, must-haves 
for Muslim travellers include halal 
food, prayer facilities, water-friendly 
washrooms and the absence of Is-
lamophobia.

In CrescentRating’s research in 
2019, Muslim survey participants 
said accommodation operators and 
airports must provide these essential 
faith-based services.

Far East Hospitality (FEH), which 
has a portfolio of nine serviced resi-
dences in Asia-Pacific – eight in Sin-
gapore and one in Kuala Lumpur, 
has implemented changes to better 
cater to Muslim travellers. Its efforts, 
according to CEO Arthur Kiong, 
included installing bidets in gues-
trooms, providing halal breakfast op-
tions, and training staff to be familiar 
with the selection of halal restaurants 
and mosques in the area around the 
property as well as important infor-
mation Muslim guests would seek 
during the fasting month.

Said Kiong: “We also have team 
members on duty who are fluent in 
Bahasa Melayu, and depending on 
the demand for it, we are open to 
sending our employees for language 
courses in Arabic as well.”

FEH’s efforts are paying off, with 
an overall 12 per cent year-on-year 
incremental growth in room nights 
from the Muslim travel markets.

“While the majority of our Mus-
lim guests are from neighbouring 
countries like Malaysia and Indone-
sia, we are noticing more check-ins 
from countries in South Asia and the 
Middle East,” shared Kiong.

Oakwood Asia Pacific, which re-
corded a “healthy growth” of 13.4 per 
cent in Muslim guests at its proper-
ties in Malaysia, Indonesia, Thailand 
and Japan between 2018 and 2019, 
had also geared up early to court the 
promising market.

Dean Schreiber, interim CEO, 
Oakwood and managing director, 
Oakwood Asia Pacific, shared that 
property enhancements have includ-
ed Muslim-friendly facilities such 
as washlet toilet seats in public and 
guestroom toilets, and individual 
prayer rooms for male and female 
conference guests with attached ab-
lution facilities.

“We provide halal menu options 
in our restaurants, and some of our 

A great place to stay
Serviced residence operators in Asia-Pacific that have readied their hardware and heartware for Muslim travellers  
are having their efforts paid off, winning over families, young couples and even business travellers. By Karen Yue

properties, such as Oakwood Hotel 
& Residence Sri Racha (in Thailand), 
are halal certified,” he added.

Guus Bakker, CEO EMEA of 
Frasers Hospitality, takes pride in his 
properties being Muslim-ready. “At 
our properties, we ensure staff are 
able to advise on our halal certifica-
tions as well as halal menu offerings. 
Additionally, properties that see a 
higher number of Muslim guests 
have bilingual staff who are able to 
attend to guests both in English and 
their native language,” he explained.

Attention is paid to feeding Mus-
lim guests well, something that 
Frasers properties achieve by “mak-
ing significant adjustments in our 
breakfast offerings, restaurant and 
in-room dining menus to meet the 

“We recog-
nise the grow-
ing market of 
Muslim trav-
ellers and are 
constantly ex-
ploring ways to 
create bespoke 
marketing cam-
paigns that tar-
get this group.” 
Guus Bakker 
CeO eMea, 
Frasers Hospitality

more Muslim millennials travelling 
with friends as well as solo travellers 
for leisure and business purposes,” he 
said.

“The shift in travel patterns may 
be caused by a change in objectives 
of travel experiences. More Muslim 
guests are willing to explore non-
Muslim countries such as South 
Korea, Thailand and Japan due to 
the influence of pop culture, for ex-
ample, to catch a K-pop concert or 
visit attractions and restaurants fea-
tured in a popular drama or movie,” 
he added.

Schreiber also expects to welcome 
more young female Muslim travel-
lers over the next few years, a projec-
tion that Bakker shares.

Bakker also foresees that the Mus-
lim family travel market will contin-
ue to expand and drive demand for 
larger residences to accommodate all 
members.

Meanwhile, Kiong believes that 
Singapore Tourism Board’s new ef-
forts to appeal to Muslim travellers 
through a partnership with Have Ha-
lal Will Travel booking platform, as 
well as the production of educational 
travel guides and materials targeting 
Muslim travellers around Asia in col-
laboration with CrescentRating, will 
result in more leisure travellers, espe-
cially millennials and families, over 
the next few years.

“With Singapore’s strengthened 
economic relations with the Middle 
East, we also foresee a possible in-
crease in business travellers staying 
with us when they are here on busi-
ness trips or for conventions,” Kiong 
added.

Mark these properties
Fraser Residence Orchard, 
Singapore offers fully-furnished 
and luxurious units that 
are equipped with high-end 
appliances and modern 
conveniences. With the world’s 
top brands and an array of  
halal eateries at the doorstep, 
long-stay guests with young 
children can be reassured 
of  the convenience and 
accessibility the property has 
to offer. Chefs can also prepare 
meals upon request, perfect 
for residents with dietary 
requirements.
 

Oakwood Hotel & Residence Sri 
Racha in Thailand boasts magnifi-
cent panoramic views of  the Gulf  
of  Siam. It offers 458 rooms and 
apartments with modern hotel 
amenities that are perfect for leisure 
and corporate travellers. An array of  
services, from personalised check-ins 
to private dining, as well as facilities 
such as children’s play area, karaoke 
room, golf  driving practice room and 
library will appeal to families as well. 
In addition to TrEat Restaurant, a 
halal-certified restaurant, there are 
also six function rooms for business 
meetings and social gatherings.
 

changing preferences of our regional 
guests”.

 
In love with space and 
accessibility
Presently, regional serviced residenc-
es are welcoming mostly holidaying 
families with a preference for larger 
spaces, young couples on their hon-
eymoon, and corporate travellers de-
siring a home away from home.

Bakker said easy access to halal 
food, affordable luxury goods shop-
ping and entertainment options for 
families and kids alike ranks high 
among his Muslim guests. As such, 
Frasers properties in Asia-Pacific, 
which are conveniently placed near 
halal restaurants as well as grocery 
shops, have been winners in the 
books of these travellers.

For FEH properties that are lo-
cated close to hospitals and medical 
facilities, a market niche has emerged 
– Muslim medical tourists.

In these properties, such as Or-
chard Scotts Residences, Orchard 
Parksuites and Regency House – all 
in Singapore, facilities such as ac-
cessible rooms and wheelchairs are 
available for loan.

“As the recovery and rehabilitation 
process differs between individuals, 
our serviced residences offer the flex-
ibility for guests to extend their stay 
on a weekly basis,” said Kiong.

 
Changing profiles
Schreiber observed that his Muslim 
guests are getting younger and new 
travel patterns have emerged.

“Instead of travelling with their 
family or a small group, we are seeing 

From left:
Fraser 
Residence 
Orchard, Sin-
gapore; Oak-
wood Hotel 
& Residence 
Sri Racha; Or-
chard Scotts  
Residences

Orchard Scotts Residences 
is an award-winning property 
that is situated in Singapore’s 
famed Orchard belt, placing 
guests in easy reach of  the 
finest shopping, halal dining 
and entertainment options. The 
nearest mosque is located 10 
minutes away on foot. Despite 
being at the doorstep of  the 
city centre, the property is a 
sanctuary with 2.5 hectares 
of  sculpted gardens. Guests 
can choose from one-bedroom 
apartments to a plush four-
bedroom penthouse.
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T
he travel trade in Malaysia 
is anticipating a recovery 
in the second half of 2020. 
Uzaidi Udanis, president, 

Malaysia Inbound Tourism Associa-
tion (MITA), is optimistic inbound 
travel from China will return to some 
semblance of normalcy by 3Q2020. 

In the meantime, MITA has plans 
to work with online channels in 
China to sell new experiential tours. 
Udanis is intending for this project, 
which targets FIT travellers from 
China, to go live in 4Q2020.

Recovery plans
 S Puvaneswary finds industry players making full use of the downtime to enhance product 

offerings, target untapped markets, and take measures to restore confidence in the destination 

In late March, MITA compiled a 
list of hotels keen to work with the 
association on hosting fam trips for 
Chinese agents, influencers, corpo-
rate decision makers and outbound 
travel agents from tier-one cities. 

While tier-one cities have tradi-
tionally referred to established cit-

ies such as Beijing, Shanghai and 
Guangzhou, the latest 2019 rankings 
by Yicai Media Group suggests that 
15 cities, including Chengdu and 
Tianjin, can be regarded as emerg-
ing tier-one cities. 

Udanis recognises that many 
countries will again vie to attract the 
inbound Chinese market once the 
pandemic ends, and many destina-
tions would then find that “reviving 
the market (takes) some effort”. 

On this note, Malaysia needs to 
plan early so it can be one step ahead 
of the competition, he shared.

Also general manager, Eyes 
Holidays, Udanis is looking at how 
the travel agency can work with 
mosques in China to attract the Chi-
nese Muslim market. 

“(We are thinking that) guests 
can experience how Hari Raya Kor-
ban or The Feast of Sacrifice is cele-
brated in Kelantan and Terengganu, 
two states (in) Peninsular Malaysia 
where (the festival) is celebrated on 
a large scale,” he shared.

Eyes Holidays is also looking to 
engage female travellers from China, 
a market of unrealised potential, said 
Udanis. As the market has shown in-
terest in “square dancing”, the travel 
agency plans to develop packages 
with dance workshops held by local 
traditional Malaysian dancers, along 
with evergreen favourites, sightesee-
ing and shopping.

Mint Leong, managing director, 
Sunflower Holidays, is also antici-
pating renewed business from Chi-
na, which she said is the company’s 
largest market. 

The company used the downtime 

Destination

Reviving the Chinese market will take some 
effort... To stay ahead of the competition, we 
have to start planning early.
uzaidi udanis 
President, MITA

TTG Travel Trade Publishing is 
proud to be the travel trade me-
dia partner of  the ASEAN Tour-
ism Competitive Committee, 
working together to support 
the ASEAN Tourism Marketing 
Strategy and promote ASEAN 
destinations for tourism and 
business events

in 1Q2020 to enhance existing tour 
packages by adding more experien-
tial activities. 

It has also created new packages 
for nature enthusiasts that feature 
off-the-beaten track destinations, 
such as Jerantut, Taman Negara Na-
tional Park and Sungai Lembing.

Targeting the Middle Eastern 
market is Ally Bhoonee, executive 
director, World Avenues. The B2B 
specialist has been keeping Middle 
Eastern partners updated with accu-
rate information on the developing 
situation in Malaysia.

The company is preparing for 
the event that the Arabian Travel 
Mart might be postponed for a sec-
ond time this year. In light of this, 
Bhoonee has set aside a budget to do 
sales calls and visit existing clients to 
regain their confidence in the desti-
nation, once the pandemic is over.

Attractions are also preparing for 
recovery by enhancing their prod-
ucts. Joseph Goh, CEO, Entopia 
by Penang Butterfly Farm, said the 
team has been working on new ex-
periential activities for 2H2020.

Other players are gearing up for 
when the market recovers so that 
they can continue to hold face-to-
face events. 

Emily Tan, marketing lead, 
Klook Malaysia, shared that post-
Covid-19,  the company will look  
into holding “offline local travel 
events”, including the Klook Travel 
Fest, to suss out customers’ travel 
preferences.

Tours with a local touch
Featuring 27 experiences led by local guides selected for their knowledge and passion, B2C 

platform Buddyz.co seeks to bring us closer to hidden gems in Asia. By S Puvaneswary

Fresh eyes

B
uddyz.co is a new B2C trav-
el platform targeting mil-
lennials who seek authentic 
experiences and are willing 

to explore places off the tourist map 
with  local guides who have intimate 
knowledge of the area and are pas-
sionate about the subject matter.

The person behind the platform 
is 37 year-old Eric Yap, who holds a 
degree in economics from the Uni-
versity of Malaya, and who is an ex-
perienced traveller himself. 

The portal, Buddyz.co (www.bud-
dyz.co), is the result of Yap’s personal 
frustrations in researching for infor-
mation on the many hidden gems 

Travel agencies are at the forefront of efforts to gear up for the return of the Chinese market

Soloviova Liudm
yla/shutterstock

and local activities in Malaysia and 
around the world. Information that 
he could find featured mainly well-
known destinations and activities. 
The platform was built with the pur-
pose of addressing this gap. 

Buddyz.co went live on January 
24, 2020. Initially, it offered 20 expe-
riences in Kuala Lumpur, Selangor, 
Penang and Sabah. Currently, the 
platform has 27 experiences across 
the same states; 18 of them are avail-
able in Chinese or Cantonese.

Activities on the site include cul-
tural walks, food adventures, out-
door rock climbing and trekking,  as 
well as street photography. What sets 

hopes to extend the area  the 
portal covers to other states 
in Malaysia. He is also seek-
ing to revive local crafts that 
are in danger of becoming 
lost traditions, such as shad-

ow puppet making, kris- and 
wau- (dagger- and kite-) mak-

ing, as well as bamboo weaving. 
Additionally, Yap plans to 

raise funds to upgrade the 
platform so buddies can up-
load videos of themselves and 
better manage the experiences 

they offer. 
The company is looking to col-

laborate with tour guide training 
institutions in Kuala Lumpur to 
conduct workshops and short 
courses that will further enhance 
the skillsets of their buddies.

By end-2020, he aspires to 
expand Buddyz.co to include 
activities from Thailand and In-
donesia. 

Buddyz.co apart is the strong focus 
on the travel buddy’s – the local ex-
pert’s – profile, as well as its emphasis 
on communicating to customers the 
buddy’s experience in a particular 
tour or activity. 

According to Yap, buddies are 
carefully assessed through an inter-
view before they are allowed to mar-
ket themselves and their activities on 
the platform. 

Buddyz.co selects those who show 
passion in their work, are skilled at 
communicating and have “some-
thing unique to offer” that “could 
promote the local living culture”.

Over the coming months, Yap 
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Malaysia boasts new accommodation with features that set them apart, as well as fresh heart-
stopping experiences across air, water and land, discovers S Puvaneswary

 What’s hot

Taking things to new heights

1 Jetski tours in Langkawi
 The most popular tour hosted by 

Mega Water Sports, which spe-
cialises in Langkawi jet ski tours, 
is the Dayang Bunting (Pregnant 
Maiden) Island Tour. 

      Its namesake, Dayang Bunting 
Island, is the highlight of  the tour 
and home to a fresh water lake  
that according to legend, bestows 
fertility upon barren women. 

      Guests can jungle trek and 
kayak on the island, and explore 
seven other smaller islands on jet 
skis. A safety orientation will be 
given.

2 Beach resort harking back  
to tradition

 Anantara Desaru Coast Resort & 
Villas is located along a pristine 
17-km beachfront facing the South 
China Sea. 

      The 108-key resort comprises 
90 en-suite deluxe rooms in low-
rise traditional Malay buildings 
that overlook the gardens, lagoon 
and ocean. Thirteen luxurious, 
double-storey, one- and two-
bedroom pool villas are located 
around a lagoon. There are also 

spacious three- and four-bedroom 
residences that come with infinity 
pool access, a full kitchen as well 
as chef  and butler service. 

      Facilities include nine F&B op-
tions and the signature Anantara 
Spa. Attractions in the area in-
clude The Els Club Desaru Coast, 
which comprises two manicured 
golf  courses with 45 holes.

3 Dining in the sky
 For anyone who has ever dreamed 

of  flying, Lounge in the Sky 
comes pretty close. Guests dine 
on a suspended platform about 
45m above the ground. Besides 
a menu specially created by chef  
Steve Ariffin, exclusive drinks 
are prepared by winner of  World 
Class Bartender 2016, Osmund 
Bernard. 

      The platform can seat up to 
32 guests for each 40-minute 
experience. There is a stage for 
live performances and events.

4 Holidaying by a lake
 The 252-key Zenith Putrajaya 

overlooks the Putrajaya Lake. Of  
its four F&B outlets, guests are 

recommended to head to Sky Bar, 
a rooftop bar on Level 13, which 
offers a selection of  cocktails, 
tapas and canapes. 

      Zenith Putrajaya’s Titanium 
Club Lounge is open to guests 
staying in Titanium Club Rooms, 
Executive Suites, Zenith Suites 
and the exclusive Presidential 
Suite.

      Other facilities include a roof-
top swimming pool and a sauna.

5 Museum of Illusions
 Nothing is what it seems at 

the Museum of  Illusions Kuala 
Lumpur. The Vortex Tunnel will 
drive guests crazy as they fight 
the illusion that they are strug-
gling to take a step forward on a 
rotation cylinder, although they 
are on a flat and stable surface. 
Guests visiting the Infinity Room 
will be surrounded by mirrors 
that lend the impression of  end-
less reflections. 

      This interactive museum is 
great for visitors keen on tricks 
but also wish to gain insights into 
vision, perception, and the inner 
workings of  the human brain.  

1

2

6 Staying at a royal capital
 Wyndham Acmar Klang offers 

488 rooms. Located in Klang – 
the royal capital of  Selangor – the 
hotel is a 30-minutes drive from 
Kuala Lumpur.

      Facilities include a fitness 
centre, an outdoor pool, a kids’ 
club and seven dining options, 
including the Sky Lounge and 
Restaurant at the top-most level, 
which offers stunning views.

    Nearby attractions include the 
Sultan Abdul Aziz Royal Gallery, 
built by the present Sultan of  
Selangor to honour his late father, 
the Central i-City Shopping Mall, 
and Klang’s Little India district.
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W
ith the Covid-19 
pandemic still work-
ing its way across the 
globe at press time on 

March 31, the UAE and Expo 2020 
Dubai team are faced with the im-
mensely difficult decision on wheth-
er the mega event should go on.

If it does, Expo 2020 Dubai will 
open on October 20, 2020 and draw 
25 million visitors keen on culture 
and technology to Dubai’s District 
2020 until it ends on April 10, 2021.

The six-month long extravaganza 
of exciting events, experiences and 
activities was designed to show a 
global unity and share innovative in-
sights. Located on a 438ha purpose-
built site, which houses the Dubai 
Exhibition Centre as well as hospital-
ity, residential and logistics zones, ar-
chitecture boasts distinctively Arabic 
design elements. 

This marks the first time any 
country in the Middle East, North 
Africa and South Asia region is host-
ing the World Expo.

However, with the current state of 
affairs, a steering committee meet-
ing was called on March 30, where 
the Bureau International des Expo-
sitions (BIE) proposed a postpone-
ment of Expo 2020 Dubai.

Expo 2020 Dubai and the UAE are 
in support. In a press statement, both 
emphasised their “collective aim to 
deliver an Expo that is true to its time 
and to our shared, urgent priori-
ties” and acknowledged that with the 
ongoing pandemic, now “is not the 
right time”.

World at your door
Expo 2020 Dubai may be postponed to 2021, but its ambitious plans to deliver an extravaganza will remain. When the mega 

event finally happens, it is expected to attract 25 million visitors to the UAE, writes Marissa Carruthers

The statement said: “We continue 
to face a global situation that is both 
fast moving and unpredictable. Over 
the last several weeks, we have been 
working hard, both internally and 
in consultation with key UAE and 
international stakeholders, to review 
the ongoing impact of Covid-19 on 
our plans and preparations for Expo 
2020 Dubai.

“While everyone involved in Expo 
2020 Dubai remains firmly commit-
ted, many countries have been sig-
nificantly impacted by Covid-19 and 
they have expressed a need to post-
pone Expo’s opening by one year, to 
enable them to overcome this chal-
lenge.”

Now, it is up to (BIE) member 
states to vote on it at their next Gen-
eral Assembly. Article 28 of the BIE 
Convention stipulates that a change 
of dates requires a two-thirds major-
ity vote from the BIE Member States.

The latest development puts a 
damper on the intense event mar-
keting efforts conducted in the past 
month. The Expo 2020 Dubai team 
has been uploading exciting teasers 
to some of the 192 country pavilions 
– marking the first time each country 
will have such a structure of its own 
at the World Expo – on YouTube. 
Each country pavilion showcases a 
country’s unique achievements, cul-
ture and aspirations. 

One of the pavilions that stands 
out is the Indonesia Pavilion – com-
plete with the nation’s innovations, 
cultural performances, an art exhibi-
tion and culinary art experiences. 

Destination

From above: 
Terra, an exhibit 
that challenges 
visitors to con-
sider their level 
of consumption; 
Fauna, one of 
the distinctive 
design features 
of the Expo 
2020 Dubai 
venue, will 
include native 
plants like  
palm groves, 
wadi figs and 
the ghaf tree Expo 2020 Dubai, had said that the 

team’s goal is for the mega event to 
leave a strong legacy for the UAE. 

“(The Expo) will further the 
UAE’s reputation as a go-to place for 
major conferences and drive busi-
ness growth,” she said. 

This is intricately connected to an-
other part of the Expo’s legacy,  the 
introduction of the Dubai Exhibi-
tion Centre – set to be a focal point 
for the region’s meetings and events 
industry. 

In fact, with such a world-class 
event, it is no surprise that the team 
aspires that the legacy will include 
“benefitting generations to come” on 
a global scale.

Whatever the fate of Expo 2020 
Dubai may be, the vision behind the 
fair would be all the more pertinent 
in the Covid-19 aftermath. After all, 
the fair is an opportunity for visitors 
from all over the globe to witness the 
“power of human partnership and 
solidarity”.

Also set to be a crowd-pleaser is 
the three-storey Kazakhstan Pavilion, 
which boasts a show on the integra-
tion of human intelligence and arti-
ficial intelligence, as well as creative 
workshops and interactive exhibits 
for children.

Yet another a unique feature of 
Expo 2020 Dubai is the Al Wasl Pla-
za, the centrepiece of the entire event. 

An engineering wonder formed by 
raising 550 tonnes of moulded steel, 
the Al Wasl Plaza will screen daily 
shows on what is billed as the largest 
360-degree projection screen.

Over at the Sustainability Pavilion, 
Terra provides an Instagrammable 
attraction that extends beyond just a 
surface experience. 

Through a giant balance maze and 
the arresting exhibit of a large fish 
overwhelmed by plastic, Terra chal-
lenges visitors to come together to 
restore balance to the environment. 

Earlier on, Sumathi Ramanathan, 
director, destination marketing, 
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VOTING FORM A: TRAVEL AGENCY AWARDS

For voting by • Hoteliers • Airlines staff • Car rental companies • 
Cruise operators • National Tourism Organisations • GDS companies • 
All other travel professionals (except travel consultants, tour operators 
and destination management companies)

Criteria
Best Travel Agency in its respective category in terms of:
 • Professionalism and excellence in staff.
 • Best value-added services to client.
 • Best use of computer technology applications towards improving efficiency and effectiveness in services provided to client.

1. Best Travel Agency– Chinese Taipei 

2. Best Travel Agency – Hong Kong 

3. Best Travel Agency – India 

4. Best Travel Agency– Indonesia  

5. Best Travel Agency – Japan 

6. Best Travel Agency – Malaysia 

7. Best Travel Agency – Singapore 

8. Best Travel Agency – South Korea 

9. Best Travel Agency – Thailand 

10. Best Travel Agency – The Philippines 

11. Best Travel Agency – Vietnam 

12. Best Corporate Travel Agency 

 

13. Best Online Travel Agency

 

1. Please use the correct voting form.

 Voting Form A: Travel Agency Awards
 For voting by hoteliers, airline staff, car rental companies, cruise operators, 

national tourism organisations, GDS companies and all other travel 
professionals (except travel consultants, tour operators and destination 
management companies).

 Voting Form B: Travel Supplier Awards 
 For voting by travel consultants, tour operators and destination management 

companies only.

 Online Voting Forms
 You can also opt to vote using our online form at awards.ttgasia.com

2. Voting Criteria
 Please refer to the voting criteria for each category and title to ensure that all 

judging is done on an equal basis.

3.  Voting Rules
 i. Only one voting entry per person is allowed – using the voting form or 

online voting.
 ii. All votes are confidential.
 iii.  Voting forms are published in selected TTG Travel Trade Publishing print 

titles and issues and are also available online at awards.ttgasia.com

 iv. No responsibility will be accepted by the organisers for voting forms 
lost, delayed or damaged in the post.

 v. There are no pre-nominated contenders for any voting awards.
 vi.  The results for TTG Travel Awards 2020 are final and no correspondence 

will be entertained.
 vii. Voting forms will be tabulated and evaluated by an independent auditor 

in Singapore.
 viii. Voting Closes 10 July 2020.

4. Voting Form Submission
 Completed voting forms are to be returned to:

 SINGAPORE
 Delia Ng (TTG Travel Awards 2020)
 TTG Asia Media
 1 Science Park Road #04-07 The Capricorn 
 Singapore Science Park II 
 Singapore 117528
 Tel: (65) 6395-7575  Fax: (65) 6536-0896

 HONG KONG
 Ms Carol Cheng (TTG Travel Awards 2020)      
 TTG Asia Media
 8/F, E168, 166-168 Des Voeux Road Central, 
       Sheung Wan, Hong Kong
 Tel: (852) 2237-7272   Fax: (852) 2237 7227

Please refer to the next page for  
VOTING FORM B: 

TRAVEL SUPPLIER AWARDS

Award Categories
1. Travel Agency Awards
 Winners in this category are decided by votes from 

industry suppliers.

 • Best Travel Agency – Chinese Taipei
 • Best Travel Agency – Hong Kong
 • Best Travel Agency – India
 • Best Travel Agency – Indonesia 
 • Best Travel Agency – Japan
 • Best Travel Agency – Malaysia
 • Best Travel Agency – Singapore
 • Best Travel Agency – South Korea
 • Best Travel Agency – Thailand
 • Best Travel Agency – The Philippines
 • Best Travel Agency – Vietnam
 • Best Corporate Travel Agency
 • Best Online Travel Agency

2. Travel Supplier Awards
 Winners in this category are decided by votes from 

travel consultants and experts.

 Airline Awards
 • Best Full Service Carrier
 • Best Airline - Business Class
 • Best Inflight Service
 • Best Boutique Airline
 • Best Airline Connectivity
 • Best Low-Cost Carrier

 Hotels, Resorts and Serviced Residences Awards
 HOTEL Chains
 • Best Global Hotel Chain
 • Best Regional Hotel Chain
 • Best Local Hotel Chain
 • Best Hotel Representation Company 
 • Best Luxury Hotel Brand
 • Best Mid-range Hotel Brand
 • Best Budget Hotel Brand 

 HOTELS – Individual Property
 • Best Luxury Hotel
 • Best Mid-range Hotel
 • Best Budget Hotel
 • Best Independent Hotel
 • Best Boutique Hotel  
 • Best City Hotel – Bangkok  
 • Best City Hotel – Hanoi/Ho Chi Minh City 
 • Best City Hotel – Hong Kong
 • Best City Hotel – Jakarta
 • Best City Hotel – Kuala Lumpur
 • Best City Hotel – Macau
 • Best City Hotel – Manila 
 • Best City Hotel – Seoul 
 • Best City Hotel – Singapore 
 • Best City Hotel – Taipei 
 • Best New City Hotel
 • Best Airport Hotel 

 RESORTS – Individual Property & Serviced Residences
 • Best Beach Resort
 • Best Integrated Resort 
 • Best Serviced Residence Operator
 • Best Serviced Residence (Property Level)

 BT-MICE Awards
 • Best Business Hotel
 • Best Meetings & Conventions Hotel
 • Best BT-MICE City
 • Best Convention & Exhibition Centre
 • Best Convention & Exhibition Bureau
 • Best Events Technology Provider

 Travel Services Awards
 • Best Airport
 • Best Airport Lounge Operator
 • Best NTO (National Tourism Organisation)
 • Best Tour Operator
 •  Best Theme Attraction
 • Best Cruise Line
 •  Best Luxury Cruise Line
 •  Best River Cruise Line
 •  Best Car Rental Company
 •  Best Travel Technology Provider

3. Outstanding Achievement Awards
 The winners in this category are decided by the 
 TTG editorial team.
 • Travel Personality of the Year
 • Destination of the Year
 • Travel Entrepreneur of the Year
 • Best Travel Marketing Effort
 • Most Sustainable Travel Company

4. Travel Hall of Fame
 Honoring organisations that have won at least 10 

consecutive years at the awards.  

     These special award winners will be recognised at 
every TTG annual awards presentation ceremony. 
Votes for them will not be counted.

 Inducted Travel Hall of Fame honoraries are:
 • Singapore Airlines Limited (2002)
 • Singapore Changi Airport (2002)
 • Hertz Asia Pacific (2005)
 • Royal Cliff Hotels Group - The State of Exclusivity & 
  Fascination (2006)
 • Star Cruises (2008)
 • Sabre Asia Pacific (2009)
 •  Silkair (Singapore) Private Limited (2010)
 • Lotte Tour (2011) 
 • Hong Kong International Airport (2013)
 •  Raffles Hotel Singapore (2013)
 •  Regal Airport Hotel (2015)
 •  Banyan Tree Spa (2015) 
 •  Qatar Airways (2016)
 •  Thai Airways International Public Company Limited 
  (2016) 
 •  Thailand Convention & Exhibition Bureau (2016)
 •  Royal Plaza on Scotts (2018)
 •  Royal Caribbean International (2018)
 •  Best Western International (2019)
 •  Travelport (2019)
 •  Habour Plaza Hotels & Resorts (2020)
 •  Phoenix Tours International Inc. (2020)

VOTE ONLINE AT 
awards.ttgasia.com

VOTING INSTRUCTIONS AND GUIDELINES 

For Travel Agency and Travel Supplier Awards

VOTING CLOSES  
10 JULY 2020



Criteria
Best Travel Agency in its respective category in terms of:
 • Professionalism and excellence in staff.
 • Best value-added services to client.
 • Best use of computer technology applications towards improving efficiency and effectiveness in services provided to client.

1. Best Travel Agency– Chinese Taipei 

2. Best Travel Agency – Hong Kong 

3. Best Travel Agency – India 

4. Best Travel Agency– Indonesia  

5. Best Travel Agency – Japan 

6. Best Travel Agency – Malaysia 

7. Best Travel Agency – Singapore 

8. Best Travel Agency – South Korea 

9. Best Travel Agency – Thailand 

10. Best Travel Agency – The Philippines 

11. Best Travel Agency – Vietnam 

12. Best Corporate Travel Agency 

 

13. Best Online Travel Agency

 

For voting by • Travel Consultants • Tour Operators • Destination Management Companies

Airline Awards
Criteria
Best airline in its respective category in terms of:
 • Best product, services and facilities.
 • Most consistent and reliable network and schedules.
 • Most agent-friendly in terms of reservations, commissions, 

incentives, ancillary opportunities and servicing.
 • Best agency outreach programmes, including trade promotions 

and marketing, training and relationship-building.

14. Best Full Service Carrier

 

15. Best Airline - Business Class

 

16. Best Inflight Service

 

17. Best Boutique Airline

 

18. Best Airline Connectivity

 

19. Best Low Cost-Carrier 

Hotels, Resorts and Serviced 
Residences Awards
Criteria
Best Hotel Chain in its respective category in terms of:
 • Most consistent in products and services.
 • Most professional sales and marketing team in terms of 

innovative ideas, incentive programmes and servicing.

Best Hotel/Resort/Serviced Residence in its respective category in 
terms of:
 • Best services and facilities.
 • Best range of value-added benefits.
 • Most professional sales and marketing team in terms of 

innovative ideas and servicing.

HOTEL CHAINS

20. Best Global Hotel Chain

 

21. Best Regional Hotel Chain

 

22. Best Local Hotel Chain

 

23. Best Hotel Representation Company

 

24. Best Luxury Hotel Brand

 

25. Best Mid-range Hotel Brand

 

26. Best Budget Hotel Brand 

 

HOTELS – Individual Property

27. Best Luxury Hotel
 
 

28. Best Mid-range Hotel

 

29. Best Budget Hotel

 

30. Best Independent Hotel

 

31. Best Boutique Hotel 

 

32. Best City Hotel – Bangkok

 

33. Best City Hotel – Hanoi/Ho Chi Minh City

 

34. Best City Hotel – Hong Kong

 

35. Best City Hotel – Jakarta

 

36. Best City Hotel – Kuala Lumpur 

 

37. Best City Hotel – Macao

 

38. Best City Hotel – Manila

 

39. Best City Hotel – Seoul

 

40. Best City Hotel – Singapore

 

41. Best City Hotel – Taipei

 

42. Best New City Hotel

 

43. Best Airport Hotel 

 

RESORTS – Individual Property

44. Best Beach Resort

 

45. Best Integrated Resort 

 

SERVICED RESIDENCES 

46. Best Serviced Residence Operator

 

47. Best Serviced Residence (Property Level)

 

BT-MICE Awards
Criteria
 •  Best services and facilities catering specifically to the 
  BT-MICE market.
 •  Most professional sales and marketing team in terms of 

innovative ideas and servicing the BT-MICE market.
 •  Most desirable and attractive incentives and value added 
  services to business travellers and MICE planners.

48. Best Business Hotel 

 
49. Best Meetings & Conventions Hotel 

 

50. Best BT-MICE City

 

51. Best Convention & Exhibition Centre

 

52. Best Convention & Exhibition Bureau

 

53. Best Events Technology Provider

 

Travel Services Awards
Criteria
  •  Best product, services and facilities.
  •  Most consistent and reliable in delivery.
  • Most innovative offerings.
  • Most agent-friendly in terms of ease of booking, commissions, 
   incentives and servicing.
  • Best agency outreach programmes, including trade
   promotions and marketing, training and relationship-building.
  
54. Best Airport

 

55. Best Airport Lounge Operator

 

56. Best NTO (National Tourism Organisation)

 

57. Best Tour Operator

 

58. Best Theme Attraction

 

59. Best Cruise Line

60. Best Luxury Cruise Line 

61. Best River Cruise Line 

62. Best Car Rental Company 

63. Best Travel Technology Provider 
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VOTE ONLINE AT 
awards.ttgasia.com

VOTING FORM B: TRAVEL SUPPLIER AWARDS

VOTING CLOSES  
10 JULY 2020
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