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Let 50 years of publishing strength be the backbone 
of your campaign. As the media authority of the 
region’s travel industry, TTG’s one-stop solutions 
offer infinite possibilities to connect your brand 
with your target audience, and make an impression. 
Come get creative and effective with us.

ENGAGEMENT 
EVENTS 

Connecting you to your target 
audience through captive, face-

to-face in-person / virtual / hybrid 
events for that first-hand brand 
experience and personal touch

TTG’s Solutions

VISUAL 
CREATIVES

Expressing your brand story 
with captivating videos, stunning 
pictorials, clever infographics and 

other exciting visual content

MEDIA 
PLACEMENTS

Keeping your brand at the forefront of 
travel trade professionals on a variety 

of platforms, mediums and frequencies

BRANDED  
CONTENT

Harnessing the best of our award-winning 
editorial and marketing prowess to 

conceptualise and articulate your brand’s 
narrative towards your set goal

KNOWLEDGE 
SHARING 

Spotlighting your brand as a domain 
expert, thought-leader and contributor 
towards the industry’s pursuit of higher 

learning and peer sharing

GAMIFICATION  
& CONTESTS

Creating interactive game plays for 
existing fans and would-be fans to engage 

and discover your brand, and kick-start 
mentions and conversations that continue 

even after the game is over
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PRINT e-BOOK WEB NEWS INBOX

TTG Asia 6 issues 14,500
Asia-Pacific

40,000
globally www.ttgasia.com 40,000 Inboxes

5 Days / Week

TTG China 11 issues 14,000
Greater China

34,100
globally www.ttgchina.com 34,100 Inboxes

5 Days / Week

TTGmice 6 issues 13,500
Asia-Pacific

22,500
globally www.ttgmice.com 22,500 Inboxes

Tue and Thu

TTG-BTmice 
China 6 issues 19,658

Mainland China
38,000
globally www.ttgbtmice.com 38,000 Inboxes

Every Wed

Integrated Touchpoints

PRINT
In depth analysis and 
destination reports 
by award-winning 
editorial team. 
Strongest industry 
print readership 
across Asia-Pacific 
and Greater China

AWARDS
Recognising the industry’s best 

organisations twice a year in 
Asia-Pacific and Greater China

• awards.ttgasia.com
• awards.ttgchina.com

WEB
24/7 access 

to news and 
resources, 

anytime, 
anywhere

NEWS INBOX
Up-to-date news and  
industry happens sent  
direct to industry 
professional email inboxes

From Print to Web to Live Event Coverage,  
Special Issues & Events and Social Tech. TTG 
amplifies your brand seamlessly across our 
integrated multi-dimensional touchpoints, 
placing it at the forefront of travel industry 
professionals across the region and beyond.

TTG 
SHOW 
DAILY
Live event 
coverage 
at major 
tradeshows

E-BOOK
Digital copies 
of print issues, 
circulated 
across the 
region to 
e-subscribers 
globally

SPECIAL ISSUES & EVENTS
TTG’s special publication issues as well 
as engagement events are essential 
supplements that ride on specific interest 
sectors and agendas to target audience 
profiles relevant to these segments.

SOCIAL TECH
Inspiring conversations and 
mentions in social spheres: 
LinkedIn, Facebook, Twitter, 
Instagram and WeChat

•  	 TTG Asia Media, TTG Asia, 	
	 TTGmice
•   	 TTG Asia, TTGmice
•  	 @TTG_Asia, @TTGmice
•  	 @ttgasia, @ttgmice
•  	 TTG旅业报
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LEISURE TRAVEL 
TRADE

BUSINESS  
EVENTS

& CORPORATE  
TRAVEL

ASSOCIATIONS

LUXURY TRAVEL

Our Core Titles ASIA-PACIFIC CHINA INDIA

Since 1974, our core titles 
have been widely acclaimed 
as the industry’s preferred 
read and chosen by 
advertisers as an effective 
marketing channel. Each title 
is a leader in its own domain 
with content tailored to the 
pulse of the Asia-Pacific, China 
or India markets. Several core 
titles feature dedicated annual 
editions and supplements in 
addition to its regulars. These 
spin-off publications have 
specific features and purpose 
that warrant a separate, 
customised issue, while 
reaching the same audiences 
as its core title.

• Asian Tourism  
Expert Guide  
(Core Title: TTG Asia)

• TTG Travel Awards 
Supplement  
(Core Title: TTG Asia)

• TTG China Travel  
Awards Supplement  
(Core Title: TTG China)

• TTGmice Planner  
(Core Title: TTGmice)

• TTG-BTmice  
China Planner  
(Core Title:  
TTG-BTmice China)

ONE TRAVEL TRADE CONNECTION.  
INFINITE POSSIBILITIES.

For a full range of titles,  
publications and solutions available,  
view our separate rates section.

pg 08

pg 14

pg 18

pg 19

pg 10

pg 16

pg 12
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ADDITIONAL GLOBAL 
TERRITORIES REACHED 
DIGITALLY (60 COUNTRIES)

ASIA-PACIFIC % 14,500
PRINT+

46,460
SUBSCRIBERS

Singapore 20.0% 2,900 9,292

Malaysia 19.8% 2,871 9,199

Hong Kong & Macau 13.7% 1,993 6,365

India 12.5% 1,806 5,808

Thailand 11.8% 1,712 5,482

Indonesia 8.9% 1,291 4,135

Philippines 3.4% 493 1,580

China 2.4% 346   1,115

Japan & South Korea 2.0% 290   929

Vietnam 2.0% 290   929

Australia & New Zealand 1.0% 143   465

Taiwan 0.3% 42    139

Bangladesh, Bhutan, Brunei, 
Cambodia, Laos, Myanmar, Nepal, 
Pakistan and Sri Lanka

2.2% 323 1022

Argentina • Austria • Azerbaijan • Bahrain • Belgium • Brazil • Bulgaria • Canada • Costa Rica 
• Croatia • Cyprus • Czech Republic • Denmark • Dominican Republic • East Timor • Egypt 
• Estonia • Fiji • Finland • France • Germany • Greece • Ireland • Italy • Israel • Kazakhstan • 
Kenya • Kuwait • Kyrgyzstan • Lebanon • Maldives • Malta • Mauritius • Mexico • Netherlands 
• Nigeria • Norway • Oman • Poland • Portugal • Qatar • Romania • Russia • Saudi Arabia • 
Slovakia • South Africa • Spain • Sweden • Switzerland • Tajikistan • Tanzania • Tunisia • Turkey 
• Turkmenistan • Ukraine • UAE • United Kingdom • Uruguay • Uzbekistan • USA

80.7% 
TRAVEL AGENCIES, 
OPERATORS & 
WHOLESALERS
11,701 Print copies

Corporate, Leisure  
and Online
39,140 subscribers

19.3% 
TRAVEL SUPPLIERS
2,799 Print copies

Hotels & Their Representatives (13.9% | 2,016 copies)
Airlines & GDS (3.6% | 524 copies)  
National Tourist Offices (NTOs) (1.2% | 175 copies)
Car Rental / Cruises (0.3% | 45 copies)   
Others (0.3% | 39 copies)
9,360 subscribers

51.3% 
INFLUENCE OR MAKE  
PURCHASE DECISIONS
7,439 Print copies 

Why Is This Important?  
Your brand/offering reaches the right 
professionals who can influence and make the 
decision to select you as a business partner.
24,880 subscribers

45.2% 
MAKE RECOMMENDATIONS TO 
END CUSTOMER / CLIENT
6,555 Print copies  

Why Is This Important?  
A good understanding of your brand/offering 
allows our subscribers to promote it better to 
their end customers and clients.
21,923 subscribers

38.1% 
SENIOR 
MANAGEMENT
5,525 Print copies

General Manager • Director 
CEO • COO • President • 
Vice-President • Chairman
18,479 subscribers

38.7% 
MIDDLE 
MANAGEMENT
5,611 Print copies

Department / Functional 
Managers including Sales  
& Marketing
18,770 subscribers

23.2% 
JUNIOR  
EXECUTIVES
3,364 Print copies

Travel Consultant • 
Reservation & Ticketing 
Executive and Coordinator 
• Sales Officer • Account 
Executive • Marcoms 
Executive 
11,251 subscribers

TTG Asia

BY    
INDUSTRY

BY ROLE

BY    
COUNTRY/
TERRITORY

2,040 SUBSCRIBERS BASED  
OUTSIDE THE  
ASIA-PACIFIC

BY RESPONSIBILITY

TT
G

 A
SI

A

Reaches Subscribers In 24 Asia-Pacific Countries and Beyond

14,500 
100% In  

Asia-Pacific

DIGITAL

40,000 
Asia-Pacific 	 
+ Global

PRINT+

+ BPA Audited
   Since 1974
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CHINA 中国地区 % 14,000
PRINT+

41,500
SUBSCRIBERS

Northeast Province/ City 东北地区省份/ 城市

Liaoning Province 辽宁省 2.3% 315 934

Heilongjiang Province 黑龙江省 1.5% 208 617

Jilin Province 吉林省 0.8% 106 314

North Province/ City 华北地区/ 城市

Beijing City 北京市  9.9% 1,387 4,111

Hebei Province 河北省 3.2% 442 1,310

Tianjin City 天津市  1.8% 251 744

Shanxi Province 山西省 1.1% 154 457

Inner Mongolia Autonomous Region 内蒙古自治区 0.8% 115 341

Northwest Province/ City 西北地区省份/ 城市

Shaanxi Province 陕西省  1.5% 214 634

Xinjiang Uyghur Autonomous Region 新疆维吾尔自治区 1.2% 173 512

Gansu Province 甘肃省  0.9% 126 374

Qinghai Province 青海省  0.6% 81 240

Ningxia Hui Autonomous Region 宁夏回族自治区 0.4% 62 184

East China Province/ City 华东地区省份/ 城市

Shanghai City 上海市 10.6% 1,485 4,402

Jiangsu Province 江苏省 9.6% 1,341 3,975

Shandong Province 山东省 9.1% 1,277 3,785

Zhejiang Province 浙江省 7.0% 978 2,899

Anhui Province 安徽省 3.2% 452 1,340 

Jiangxi Province 江西省 2.6% 370 1,097

Fujian Province 福建省 2.6% 369 1,094

Central South Province/ City 中南地区省份/ 城市

Guangdong Province 广东省 10.5% 1,476 4,375

Hainan Province 海南省 1.7% 236 700

Hubei Province 湖北省 1.7% 236 700

Hunan Province 湖南省 1.4% 199 590

Guangxi Zhuang Autonomous Region 广西壮族自治区 1.2% 165 489

Henan Province 河南省 1.1% 155 459

Southwest Province/ City  西南地区省份/ 城市

Sichuan Province 四川省 2.8% 390 1156

Yunnan Province 云南省 2.0% 275 815

Chongqing City 重庆市 1.8% 257 762

Guizhou Province 贵州省 0.5% 74 219

Tibet Autonomous Region 西藏自治区 0.5% 66 196

Others 其它
Hong Kong 香港 2.6% 358 1061

Taiwan, Macao 台湾、澳门 1.5% 207 614

TTG China

BY    
TERRITORY
地区划分

ADDITIONAL 
GLOBAL 
TERRITORIES 
REACHED 
DIGITALLY
非大中华区 
订阅者均为 
电子版读者

Australia • Brunei 
• Cambodia • 
Japan • Indonesia 
• Malaysia • 
Philippines • 
Singapore • 
South Korea • 
Thailand •  
UAE • Vietnam

14,000 
100% In  

Greater China
大中华地区

DIGITAL 电子版

34,100 
China + Global
中国及全球

PRINT 实体印+

86.5% 
TRAVEL AGENCIES, 
OPERATORS & 
WHOLESALERS
旅行社、旅游业务经营与批发商
12,110 Print copies

Corporate, Leisure and Online 
旅游公司、休闲旅游和在线旅游服务
36,763 subscribers

13.5% 
TRAVEL SUPPLIERS
旅游服务供应商
1,890 Print copies

Hotels & Their Representatives 酒店及其代理机
构 (8.3% | 1,164 copies) • National Tourist Offices 
(NTOs) 国家旅游局 (2.5% | 350 copies) • Airlines 
& GDS 航空公司和GDS (0.9% | 124 copies) • Car 
Rental / Cruises 汽车租赁/邮轮公司 (0.3% | 42 
copies) • Others 其他 (1.5% | 210 copies)
5,737 subscribers

50.8% 
SENIOR 
MANAGEMENT
高级管理
7,112 Print copies

General Manager • Director 
• CEO • COO • President 
Vice-President • Chairman 
总经理 • 总监 • 首席执行官 
• 首席运营官 • 总裁 副总裁 • 
董事长
21,590 subscribers

38.7% 
MIDDLE 
MANAGEMENT
中级管理
5,418 Print copies

Department / Functional 
Managers including Sales & 
Marketing  
部门/业务经理包括市场销售 

16,448 subscribers

10.5% 
FRONTLINE EXECUTIVES
业务执行
1,470 Print copies

Travel Consultant  Reservation 
& Ticketing Executive and 
Coordinator • Sales Officer • 
Account Executive Marcoms 
Executive 旅行顾问 • 酒店、机票预订
人员及主管 • 销售职员 客户主管 • 市
场传讯主管 

4,462 subscribers

BY    
INDUSTRY
按行业划分

BY ROLE
按职衔划分

82.9% 
INFLUENCE OR MAKE PURCHASE 
DECISIONS 影响或决定采购计划
11,606 Print copies   

Why Is This Important? 为何此项重要？ 
Your brand/offering reaches the right professionals 
who can influence and make the decision to select 
you as a business partner. 您的品牌 / 产品可接触到
有影响力和决定权的相关专业人士 

35,232 subscribers

17.1% 
MAKE RECOMMENDATIONS TO 
END CUSTOMER / CLIENT
向终端客户/顾客推荐
2,394 Print copies   

Why Is This Important? 为何此项重要？ 
A good understanding of your brand/offering 
allows our subscribers to promote it better to 
their end customers and clients. 读者深入了解您
的品牌/产品后，可向其顾客和客户做更好的推介
7,268 subscribers

Reaches Subscribers In The  
Greater China Region and Beyond  
读者遍及大中华地区及全球各国

BY RESPONSIBILITY
按职责划分

TT
G

 C
H

IN
A

+ BPA Audited
   Since 1974



12  |  TTG Publishing Travel Trade Integrated Solutions Kit  |  13

ADDITIONAL  
GLOBAL TERRITORIES 
REACHED DIGITALLY  

(77 COUNTRIES)

INDIA % 22,900
e-SUBSCRIBERS

New Delhi 17.5% 4,008

Mumbai 16.7% 3,820

Chennai 7.3% 1,672

Bengaluru 6.5% 1,489

Hyderabad 5.7% 1,305

Kolkata 4.5% 1,030

Srinagar 4.2% 960

Trivandrum 4.0% 916

Gurgaon 3.4% 777

Ahmedabad 3.0% 687

Goa 2.8% 640

Kochi 2.5% 570

Pune 2.3% 527

Jaipur 2.1% 481

Chandigarh 2.0% 460

Uttrakhand 2.0% 458

Amritsar 1.8% 412

Bhopal 1.6% 370

Himachal Pradesh 1.6% 366

Indore 1.5% 346

Jalandhar 1.5% 345

Uttar Pradesh 1.5% 343

Odisha 1.4% 320

Nagpur 1.3% 301

Truchurapalli 1.3% 297

58.5% 
SENIOR 
MANAGEMENT
25,389 e-Subscribers

General Manager • Director 
CEO • COO • President • 
Vice-President • Chairman

31.8% 
MIDDLE 
MANAGEMENT
13,801 e-Subscribers

Department / Functional 
Managers including Sales 
& Marketing

9.7% 
JUNIOR  
EXECUTIVES
4,210 e-Subscribers 

Travel Consultant • 
Reservation & Ticketing 
Executive and Coordinator 
• Sales Officer • Account 
Executive • Marcoms 
Executive

BY ROLE

85.0% 
INDUSTRY BUYERS
36,890 e-Subscribers

Travel Agencies (Corporate, 
Leisure and Online), 
Operators, Wholesalers (67.5% 
| 29,295 copies) • Destination 
Management Companies 
(10.4% | 4,514 copies) • Event 
Management Companies, 
Professional Conference and 
Exhibition Organisers (7.1% | 
3081 copies)

15.0% 
TRAVEL SUPPLIERS
6,510 e-Subscribers

Hotels & Their Representatives 	
(9.3% | 4,036 copies) • National 
Tourist Offices (NTOs) (2.0% | 868 
copies) • Airlines & GDS (1.9% | 825 
copies) • Others (1.8% | 781 copies)

BY    
INDUSTRY

BY    
TERRITORY

Reaches e-Subscribers in 25 Cities Across India and BeyondTTG India

86.0% 
INFLUENCE OR MAKE  
PURCHASE DECISIONS
37,324 e-Subscribers  
Why Is This Important?  
Your brand/offering reaches the right 
professionals who can influence and 
make the decision to select you as a 
business partner.

14.0% 
MAKE RECOMMENDATIONS TO 
END CUSTOMER / CLIENT
6,076 e-Subscribers 

Why Is This Important?  
A good understanding of your brand/
offering allows our subscribers to promote 
it better to their end customers and clients.

BY RESPONSIBILITY

Argentina • Armenia • Austria • 
Azerbaijan • Bahrain • Bangladesh • 
Belgium • Bhutan • Brazil • Brunei • 
Cambodia • Canada • China • Costa 
Rica • Croatia • Cyprus • Czech Republic 
• Denmark • Dominican Republic • East 
Timor • Egypt • Estonia • Fiji • Finland • 
France • Germany • Greece • Hawaii • 
Hong Kong • Indonesia • Ireland • Israel 
• Italy • Japan • Kazakhstan • Kenya 
• Kuwait • Laos • Lebanon • Macau • 
Malaysia • Malta • Mauritius • Mexico 
• Myanmar • Nepal • Netherlands • 
New Zealand • Nigeria • Norway • 
Oman • Pakistan • Philippines • Poland 
• Portugal • Qatar • Romania • Russia 
• Saudi Arabia • Singapore • Slovakia 
• South Africa • South Korea • Spain 
• Sweden • Switzerland • Taiwan • 
Tanzania • Thailand • Tunisia • Turkey 
• Ukraine • UAE • United Kingdom • 
Uruguay • USA • Vietnam

20,500
SUBSCRIBERS BASED  
OUTSIDE INDIA

TT
G

 IN
D

IA

43,400 
India + Global

DIGITAL
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Reaches Subscribers in 24 Asia-Pacific Countries and Beyond

ADDITIONAL GLOBAL TERRITORIES 
REACHED DIGITALLY (30 COUNTRIES)

Argentina • Austria • Belgium • Canada • Costa Rica • Czech Republic • Egypt • Finland • France 
• Germany • Guam • Iceland • Ireland • Italy • Mauritius • Mexico • Oman • Portugal • Qatar • 
Russia • Saudi Arabia • South Africa • Spain • Switzerland • Tanzania • Tunisia • Turkey • UAE • 
United Kingdom • USA

TTGmice

BY    
INDUSTRY

BY ROLE

BY    
COUNTRY/
TERRITORY

ASIA-PACIFIC  % 13,500
PRINT+

28,330
SUBSCRIBERS

China 25.7% 3,468 7,280

Singapore 19.9% 2,682 5,638

Malaysia 18.0% 2,437 5,099

Hong Kong & Macau  11.8% 1,587 3,343

Thailand  11.2% 1,511 3,173

South Korea 3.9% 522   1,105

Japan 2.1% 290 595

India 1.6% 212   453

Australia & New Zealand 1.4% 195  397

Indonesia 1.2% 167 340

Taiwan 1.1% 149 312

Vietnam 0.9% 119   255

Philippines 0.7% 91 198

Bangladesh, Bhutan, Brunei, 
Cambodia, Laos, Myanmar, Nepal, 
Pakistan and Sri Lanka

0.5% 70    142

13,500 
100% In  

Asia-Pacific

DIGITAL

22,500 
Asia-Pacific 	 
+ Global

PRINT+

69% 
CORPORATE END USERS
9,313 Print copies

Manufacturing (14.0% | 1,890 copies) 
• Finance, Banking & Insurance 
(11.8% | 1,593 copies) • Consultancy 
Firm / Other Business Service 
(8.8% | 1,188 copies) • Wholesale, 
Distributor & Retailer (8.5% | 1,148 
copies) • Construction, Engineering 
, Oil, Petroleum (6.0% | 810 copies) 
• IT & Telecommunications (4.8% 
| 648 copies) • Transportation 
(4.3% | 580 copies) • Medical & 
Healthcare Services (3.4% | 459 
copies) • Advertising Agency, Media, 
PR & Marketing (2.8% | 378 copies) 
• Government (1.2% | 161 copies) • 
Education, Training, Research & 
Development (1.0% | 134 copies) 
• Property Development & Real 
Estate (0.9% | 121 copies) • Mining, 
Agriculture & Forestry ( 0.8% | 108 
copies) • Security / Electricity, Water, 
Gas (0.7% | 95 copies) 
19,805 subscribers

13.4% 
INDUSTRY SUPPLIERS
1,803 Print copies

Hospitality ( 9.3% | 1,251 copies) • Convention 
/ Exhibition Bureau / Venue Operator (2.1% | 
284 copies) • NTO (1.0% | 135 copies) • Airline 
/ Airport / Airport Services (0.6% | 81 copies) 
• Recreation / Theme Park (0.2% | 27 copies) • 
Cruises / Car Rental / GDS (0.2% | 25 copies) 
3,845 subscribers

17.6% 
INDUSTRY BUYERS
2,384 Print copies

Corporate Travel Agency (8.7% | 1,175 copies) 
• Event Management ( 2.7% | 366 copies) • 
Destination Management Company (2.6% | 353 
copies) • Professional Conference / Exhibition 
Organiser (2.0% | 270 copies) • Trade Association 
(1.3% | 178 copies) • Incentive / Motivational 
House (0.3% | 42 copies)
5,050 subscribers

OF OUR SUBSCRIBERS ARE DIRECTLY INVOLVED IN 
MAKING / INFLUENCING MICE PURCHASE DECISIONS  93%

70.6% 
SENIOR 
MANAGEMENT
9,531 Print copies

CEO • COO • President • 
Vice-President • Chairman • 
Director • General Manager
20,262 subscribers

22.2% 
MIDDLE  
MANAGEMENT
2,997 Print copies

Department / Functional 
Manager including Sales & 
Marketing • Corporate Travel 
& Services • Procurement 
& Contracting • HR & 
Administration • Projects  
& Events
6,372 subscribers

7.2% 
JUNIOR  
EXECUTIVES
972 Print copies

Events Executive & 
Coordinator • Sales & 
Accounts Executive • 
Marcoms Executive 
2,066 subscribers

TT
G

M
IC

E

+ BPA Audited
   Since 1974
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CHINA 中国地区 % 19,658
PRINT

46,780
SUBSCRIBERS

Northeast Province/ City 东北地区省份/ 城市

Liaoning Province 辽宁省 2.1% 420 970

Heilongjiang Province 黑龙江省 1.1% 208 480

Jilin Province 吉林省 0.6% 112 258

North Province/ City 华北地区省份/ 城市

Beijing City 北京市 23.2% 4,563 10,525

Tianjin City 天津市 2.2% 439 1,013

Hebei Province 河北省   1.4% 275 635 

Shanxi Province 山西省 0.7% 130 300

Northwest Province/ City 西北地区省份/ 城市

Shaanxi Province 陕西省  1.0% 191 441

Gansu Province 甘肃省  0.5% 90 208

Qinghai Province 青海省  0.2% 30 66

Ningxia Hui Autonomous Region 宁夏回族自治区 0.1% 17 36 

Xinjiang Uyghur Autonomous Region 新疆维吾尔自治区 0.1% 10 30 

East China Province/ City 华东地区省份/ 城市

Shanghai City 上海市 23.9% 4,700 10,846

Shandong Province 山东省 4.0% 779 1,797

Jiangsu Province 江苏省 3.3% 656 1,514

Zhejiang Province 浙江省 2.4% 463 1,068

Fujian Province 福建省 2.2% 424 978

Jiangxi Province 江西省 0.6% 115 265

Anhui Province 安徽省 0.5% 94 217

Central South Province/ City 中南地区省份/ 城市

Guangdong Province 广东省 15.8% 3,107 7,170

Henan Province 河南省 1.7% 339 782

Hubei Province 湖北省 1.7% 330 761

Hunan Province 湖南省 1.5% 299 690

Guangxi Zhuang Autonomous Region 广西壮族自治区 1.2% 230 531

Hainan Province 海南省 0.9% 173 399

Southwest Province/ City 西南地区省份/ 城市

Sichuan Province 四川省 2.8% 554 1,278

Chongqing City 重庆市 0.7% 135 311

Yunnan Province 云南省 0.5% 96 221

Guizhou Province 贵州省 0.5% 91 210

Others 其它

Hong Kong 香港 1.9% 370 1845

Taiwan, Macao 台湾、澳门 1.1% 218 935

TTG-BTmice China

BY    
TERRITORY
按地区划分

ADDITIONAL 
GLOBAL 
TERRITORIES 
REACHED 
DIGITALLY
非大中华区 
订阅者均为 
电子版读者

Australia • Brunei 
• Cambodia • 
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THE FACE Suites is Kuala Lumpur’s all-suite hotel that comprises 200 units of sheer luxury with an inspired design and 
attention to details with stunning view of Kuala Lumpur city skyline.

Designed for business and leisure travellers, enjoy One Bedroom or Two Bedroom suites with the comfort of a home. 
Ranging from 83 sqm to 138 sqm, each suite features functional space for work or study and a modern living room with 

en-suite bathroom as well as a fully equipped kitchenette with modern appliances.

THE FACE Suites (Platinum Victory Resorts Sdn Bhd) 982828-W 

1020, Jalan Sultan Ismail, 50250 Kuala Lumpur, Malaysia

Tel: +603 2168 1688   Fax:+603 2168 1699  Email: info@thefacekl.com  Website: www.thefacekl.com 

For reservation call +603 2168 1688 or visit us at www.thefacekl.com
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By Karen YueBali is the latest destination in a line of 

others across the world to impose a visitor 

fee aimed at preserving the condition of 

the land, and will likely not be the last to 

do so as more Asian tourism authorities 

seek ways to better manage tourist flows 

and fund tourist infrastructure mainte-

nance.
Since February 14 this year, interna-

tional visitors entering Bali has to pay a 

one-time levy of 150,000 rupiah (US$10) 

per person. The collection will be used to 

preserve Bali’s cultural heritage and re-

inforce sustainable tourism efforts. The 

first year of takings, es-

timated at 250 billion 

rupiah, will go to-

wards cultural pres-

ervation and waste 

management.Last October, the 

Japanese island of 

Educate travellers of the challenges 

of overtourism, so that they can 

make informed decisions on where 

to visit, based on the destination’s 

carrying capacity.

Noor Ahmad Hamid

CEO, PATA

Asia orders visitor fees

More Asian destinations are charging tourist fees to fund tourism maintenance, 

prompting industry players to call for transparency in collection and usage
tract resistance from visitors, say indus-

try players. Among Indonesian inbound 

operators, however, the complaint is that 

travellers are required to access a different 

link each for visa-on-arrivals, e-customs 

declaration, and the Bali Tourism Levy.

When asked if the Miya-

jima Visitor Tax has eased over-

crowding on the famed island, 

Hatsukaichi City’s Miyajima 

Planning and Coordination Di-

vision, director, Shunji Mukai, 

told TTG Show Daily that “there 

has been no change in the num-

ber of visitors”.
However, all is not lost, as the 

city is assured of “stable and con-

tinuous annual revenue of 350 

million yen as a financial source” – a hefty 

amount that is being put to good use, 

from “improving transportation access 

and enhancing amenities such as cleaning 

and maintaining toilets and rest areas, to 

projects related to the preservation and 

inheritance of Miyajima’s traditions and 

culture”.Mukai is certain that the Miyajima Visi-

tor Tax is a necessary system, as it makes 

travellers “bear some of the costs” of re-

alising responsible tourism development.

Proper and sustainable management of 

a destination is critical if it wishes to be-

come one that travellers are keen to pay 

repeated visits, opined Hiroshima Tour-

ism Association’s chief producer and ex-

Miyajima, located in Hiroshima Prefec-

ture and famed for the UNESCO World 

Heritage site of Itsukushima Shrine, began 

charging 100 yen (US$0.66) per entry or 

500 yen for a one-year pass. Hatsukaichi 

City officials, who oversee Miyajima, say 

the fee will be used for sustainable tour-

ism development, including measures to 

alleviate visitor congestion, as well as the 

maintenance of the ancient shrine.

A tourist fee set to commence this year 

in Thailand has been put on hold. Part of 

the collection was meant for a new health 

and accident insurance for foreign tour-

ists, which is now funded by the nation’s 

coffers. Other popular Asian destinations, such 

as Jeju in South Korea as well as Taketomi 

and Amami in Japan, are mulling tour-

ist fees to cover the cost of dealing with 

waste, environmental damage, and other 

requirements arising from tourism.

These visitors fees are too low to at-

ecutive director, Shotaro Yamabe.

“In the development of repeatable tour-

ism destinations, it is essential to ensure 

the satisfaction of tourists,” said Yamabe, 

adding that destinations must maintain 

“basic qualities” to avoid stressing visitors 

and the Miyajima Visitor Tax will help 

fund the delivery of such basic qualities.

While these fees come with good in-

tentions, industry players have called for 

transparency in collection and usage.

Ewan Cluckie, founder of Thailand-

headquartered Tripseed, a destination 

operator and tour distributor that is com-

mitted to responsible tourism, said such 

financial initiatives “require proper en-

forcement and transparency in 

how funds are being allocated, 

something which rarely happens 

in reality”.Adjie Wahjono, operations 

manager, Aneka Kartika Tours & 

Travel in Indonesia, said the tour 

operator community hopes that 

the Bali Tourism Levy will also be 

used to fund trade promotions.

Besides such financial meas-

ures, PATA CEO Noor Ahmad 

Hamid said destinations could encourage 

better tourist behaviour through educa-

tion, such as by explaining the benefits of 

bringing their own water bottles while ex-

ploring destinations and ordering food in 

moderation. Tourism organisations could 

also inform travellers of the challenges of 

overtourism, so that they can make “in-

formed decisions on where to visit, based 

on the destination’s carrying capacity”.

Cluckie is all for traveller education 

too, saying that travellers should be en-

couraged to explore secondary cities or 

to travel during low seasons so that they 

would contribute to a more stable flow 

of tourism income throughout the year.  

– Additional reporting by Mimi Hudoyo

Online marketing and travel agency en-

gagement will keep Tourism Malaysia 

busy, as it works to achieve further growth 

in its key European markets this year.

The South-east Asian destination re-

corded over 100 per cent growth in its top 

performing European markets within the 

first 11 months of 2023. December data is 

pending at press time.

The top five European source markets 

to Malaysia are the UK, Germany, France, 

Netherlands and Spain.

In sharing the tourism board’s market-

ing plans with TTG Show Daily, Tourism 

Malaysia said digital platforms would 

be key. Efforts include engagement with 

travel influencers and content creators as 

Malaysia builds partnership,  

as Sarawak establishes Borneo gateway

well as the creation of interactive 

digital brochures and interactive 

maps for tourist destinations in 

Malaysia.Tourism Malaysia’s office in 

Frankfurt, in partnership with 

German tour operator Der-

touristik, is running a 52 week 

e-learning programme for Ger-

man-speaking outbound agents 

who are engaged in selling Ma-

laysia or those intending to do so. This 

kicked off in June 2023.

Another initiative is with German OTA 

Journaway.com to promote Malaysia 

through the agency’s online catalogues.

Other activities include joint marketing 

with airlines and fam trips for se-

lected agents and media.

Meanwhile, the state of 

Sarawak has launched its Gate-

way to Borneo campaign along-

side the signing of an MoU with 

long-haul travel specialist Tisch-

ler Reisen that aims to lure more 

Europeans.In 2023, Sarawak attracted a 

total of 3.9 million visitors. Of 

those, 57,496 arrivals hailed from Eu-

rope, marking a 121 per cent year-on-year 

surge. This represents an 81.5 per cent re-

covery in the European market compared 

with 2019. The UK was the top source market, 

with Germany snagging second place 

with 7,738 visitors. 
Abdul Karim Rahman Hamzah, min-

ister for Sarawak Ministry of Tourism, 

Creative Industry and Performing Arts, 

is optimistic that 2024 will see Sarawak 

surpass 2019 levels for European arrivals.

“Building on the foundation laid in 

2023, this partnership is a natural pro-

gression, aimed at enhancing Sarawak’s 

appeal as a premier destination in the 

eyes of European travellers,” Rahman 

Hamzah told TTG Show Daily.

“Tischler Reisen is set to leverage its 

extensive network of 600 agencies in 

Germany, promoting Sarawak through 

diverse tour packages, both offline and 

online. “Through this collaborative effort, 

we’re confident Sarawak will ascend to 

greater heights as a preferred destination 

among Germany and neighbouring Eu-

ropean markets.” – S Puvaneswary and 

Marissa Carruthers

Adjie: money for 
trade promotions

Abdul Karim: 
European arrivals 

will only rise further

ITB Berlin, GermanyMarch 6, 2024
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By Karen YueInterest in travel to Asia-Pacific among 

European travellers is building back, with 

Western European markets showing the 

strongest appetite for the region.

According to market research firm 

Euromonitor International, preliminary 

data for 2023 full-year European out-

bound volume shows 9.1 million trips 

made from Eastern Europe to Asia-Pacific 

and 18.7 million trips made from Western 

Europe to Asia-Pacific. This represents 65 

per cent and 71 per cent of pre-pandemic 

2029’s levels.Top destinations in the region 

for Eastern Europeans in 2023 are 

Thailand (1.1 million), China 

(995,200), Indonesia (410,900), 

India (291,200) and Vietnam 

(291,100). The rest of the top 10 

destinations are in Central Asia, 

comprising Armenia, Ka-

zakhstan, Azerbaijan, 
Uzbekistan and Kyr-

gyzstan.
Among Western 

Europeans, the top 
10 destinations chart 

is dominated by fa-
miliar Asia-Pacific 

tourism hotspots. Thai-
land takes pole position 

with 3.6 million trips 
from Western Europe, 

Europe regains appetite for 

Asia-Pacific destinations

Travel volume to Asia-Pacific is climbing, and but pace of flight reinstatement and political 

unrest can dull growth potential for European movement into the region

followed by Pakistan (two million, a hefty 

sum that includes Pakistani diaspora), 

India (1.7 million), Japan (1.3 million), 

China (1.1 million), Indonesia (1.1 mil-

lion), Singapore (one million); Vietnam 

(835,100), the Philippines (662.100), and 

the Maldives (655,600).
Euromonitor International projects 

trips to Asia-Pacific from both Eastern 

and Western Europe to further improve 

in 2024, with a projected 10.9 million and 

24.2 million respectively.Travel intelligence firm, Forward-

Keys shares similar observations 

of improving  European inter-

est in the Asia-Pacific region, 

although 2023 recovery was 

primarily driven by essen-

tial segments such as VFR, 

expatriate and business.
The UK is the most recov-

ered European source market 

to Asia-Pacific in 2023.
Looking ahead to the 

first half of 2024, Eu-
ropean origin mar-
kets that are driving 
the recovery to 
Asia-Pacific are Spain (up 14 per cent over 2019), 

Indonesian tourism organisations are 

looking to European source markets with 

great interest, as recent improvements in 

longhaul flight capacity have lifted Euro-

pean travel demand.
Umberto Cadamuro, COO of Pacto in 

Indonesia, told TTG Show Daily: “Despite 

the challenges that the European economy 

is facing, customers are showing a contin-

ued and strong interest in travel. When it 

comes to a long holiday, South-east Asia 

stands out in terms of quality and price 

when compared to other regions world-

wide.”
For Pacto, bookings from the Nether-

Indonesia wants tourist dispersion
Leonardus Nyoman, owner 

and director of Flores Exotic Tour, 

confirms that arrivals to Labuan 

Bajo had increased tremendously, 

so much so Komodo islands have 

become too crowded. Fortunately, 

there are other Flores islands to 

explore, and his European clients 

appreciate unique cycling, photog-

raphy and bird-watching tours in 

off-the-beaten-track areas.

Ricky hopes that promotions led by the 

Indonesian government could highlight 

destinations beyond Bali so as to disperse 

tourist traffic.  – Mimi Hudoyo

lands and Italy are the strongest among 

longhaul markets.Encouraged by continued growth in 

bookings, Cadamuro will step up market-

ing in Europe and will soon open a new 

representative office in Spain.

Fellow Indonesian trade peer, Ricky 

Setiawanto, who is director of business de-

velopment at Panorama Destination, said 

demand from Europe was growing faster 

than airlines could reinstate services.

Illustrating the strong level of interest 

in Indonesia, Ricky said one of his agents 

in the Netherlands reported that sales for 

the country ranked second to South Af-

rica during a recent travel fair.

“We have 140 groups (com-

ing from the Netherlands) this 

year, and our partner said there 

could be even more if more 

seats were available,” he said.
While seat capacity to popu-

lar Bali “is much better now” 

compared to 2023, flights are 

“always full” and airfares re-

main high, lamented Ricky.
Besides Bali, Europeans are also drawn 

to Yogyakarta and Flores in East Nusa 

Tenggara, fuelled by the popularity of Ko-

modo island, observed Cadamuro.

Italy (down three per cent), Germany 

down four per cent), Russia (down nine 

per cent), and France (down 13 per cent). 

Olivier Ponti, director – intelligence 

and marketing at travel intelligence firm, 

ForwardKeys, acknowledged that the 

speed of the recovery is different across 

European markets.“Some (European) markets are reacti-

vating faster than others. A fine example 

is Spain, where we already see more book-

ings now compared to pre-pandemic 

times. Spain’s speedy oubound recovery 

has a lot to do with the reestablishment 

of air connectivity as well as aggressive 

marketing campaigns conducted by some 

Asia-Pacific destinations to attract Span-

ish travellers,” he detailed.
“That’s a success story because it shows 

that destinations can actually make a dif-

ference by investing in activities that re-

kindle travel demand,” he told TTG Show 

Daily.
Commenting on Asia-Pacific destina-

tions that are most adored by European 

travellers, Ponti said the depreciation of 

the yen has played to Japan’s advantage. 

The destination recorded a “remarkable” 

14 per cent increase compared to 2019, as 

travellers sought out more affordable des-

tinations in a landscape of pricey airfares.

Other top-performing destinations, 

according to ForwardKeys data, include 

India (up 10 per cent over 2019), the Mal-

dives (up eight per cent over 2019), Indo-

nesia (up four per cent over 2019), and 

Thailand (down six per cent over 2019). 

“Although China continues to lag be-

hind (down 25 per cent over 2019), it holds 

real potential, especially since it has al-

lowed visa-free entry to citizens from vari-

ous European countries,” remarked Ponti. 

Flights, wars to impact growth 

While Asia remains an “extremely attrac-

tive destination for European travellers”, 

Ponti warned that the pace of air connec-

tivity recovery and the consequences of 

war would impact Asia’s ability to further 

grow European arrivals this year.

“There is travel demand, but not 

enough airplanes to accommodate that 

demand while some airlines are reallocat-

ing airplanes to more profitable routes,” 

said Ponti, adding that destinations need 

to rebuild air connectivity with key source 

markets “so that they’re easy to reach 

while ensuring airfares are not being too 

expensive”.He said high airfares would “kill de-

mand” and cast a “limitation on growth” 

for international arrivals.
Meanwhile, the war in Ukraine has 

made the Russian airspace unavailable 

to many many Western carriers, which 

meant longer flight duration, higher fuel 

consumption and, therefore, higher air-

fares, added Ponti.

Cadamuro: good value here

Ponti: invest in rekindling 
travellers’ interest 

US, Hong Kong, South Korea, and Macau 
as the top five contributors of travellers in 
descending order.China outbound numbers are expect-

ed to be in the range of 109 million for 
2024, with a market share of 17.7 per cent 
among the top 10 source markets.In studying IVAs into 22 destinations in Asia alone, PATA forecasts a 107.4 per cent recovery by the end of this year under the mild scenario and 100.4 per cent recovery by end-2025 under the medium scenario. With a conservative lens, full re-covery would only materialise af-ter 2026.

Within Asia, the destination sub-regions of North-east Asia and South-east Asia are predicted 
to receive the majority share of IVAs in 
2024 – 52.9 per cent and 31.9 per cent re-
spectively. China will contribute the lion’s 
share of IVAs into Asia – 105.4 million 
expected.

In presenting the projections during a 
webinar on February 7, Haiyan Song, as-
sociate dean, School of Hotel and Tour-
ism Management, The Hong Kong Poly-
technic University, noted that increased 
openness and connectivity are the key 
to North-east Asia’s continued recovery, 
while South-east Asia would require im-

By Karen Yue
PATA’s newly released Asia Pacific Visitor 
Forecasts report is forecasting a 109.9 per 
cent recovery of international visitor ar-
rivals (IVAs) by the end of this year under 
a mild scenario.Recovery under a medium scenario, 

however, would only materialise at the 
end of 2025.

With world events remain-ing volatile, a severe scenario remains possible; recovery would strengthen more slowly to 2026, and remaining 13 points below the 2019 level by the end of the forecast period.Across all three scenarios, growth in IVAs into and across Asia-Pacific is predicted to be driven by Asia, the Americas and Europe. 
Under the medium scenario, those three 
source regions are predicted to account 
for almost 92 per cent of all IVAs gener-
ated into and across Asia-Pacific in 2024, 
increasing marginally by 2026.Under the mild and severe scenarios, 

those proportions are predicted to dif-
fer only very marginally at this aggregate 
level.

In tracking source markets perfor-
mance into and across the total Asia-
Pacific region, the study ranks China, the 

The Singapore Tourism Board (STB) is 
bringing authentic Singapore experiences 
to life in augmented reality (AR), pow-
ered by Google’s ARCore Geospatial AI, 
allowing inbound travellers to discover 
new sights at the touch of their fingertips 
around landmarks in the city.STB is one of the first tourism part-

ners in Google’s ARCore Early Access 
Programme, which empowers developers 
to build location-based AR experiences 
across more than 100 countries without 
having to ever physically be there.Visitors to Singapore can download 

the Visit Singapore Travel Guide app and 
join the Merli mascot on a tour through 
six stops to uncover Singapore’s histori-

PATA projects full tourism recovery

Singapore gets interactive with AR experiences

Full tourism recovery to 2019 levels can be expected under optimistic 

conditions, says a study by PATA and The Hong Kong Polytechnic University

Visitors can send out virtual postcards to loved ones with Singapore’s new AR experiences

provements in intra- and inter-connectiv-
ity such as new flight routes and relaxed 
visa processes.

Look farther ahead, Song said North-
east Asia could expect 330 million visitors 
by the end of 2026, while South-east Asia 
could receive 157 million along the same 
timeline – both under the medium sce-
nario.

Researchers expects intra-Asia travel 
flows to remain the backbone of IVAs 
across Asia, rising from a 76 per cent share 
of all arrivals in 2024 to almost 79 per cent 
by the end of 2026.

ITB Berlin, Germany
March 5, 2024

TTGassociations • TTG Asia

Fellow webinar speaker, Caroline 
Bremner, head of travel research at Eu-
romonitor International, shared that rail 
travel, festivals/leisure events, and muse-
ums/cultural sites would attract the most 
tourism spend in 2024.Bremner described the year 2024  

as a “new growth era” for travel amid chal-
lenges of an economic slowdown, charac-
terised by cities thriving on the back of  
culturally immersive experiences, sus-
tainable developments and digital trans-
formation, as well as resilience in luxury 
travel.

Song: better connectivity needed

cal, cultural, and culinary experiences, as 
well as interact with nuances of the city’s 
heritage and modernity, right from their 
devices.

Some of the experiences include ex-
ploring the site of Singapore’s first-ever 
post office, now the iconic Fullerton Ho-
tel, and send out postcards to loved ones 
virtually; see a life-sized bumboat and 
uncover the historical significance of the 
Singapore River at the Great Emporium 
stop; unveil hidden gems like the Perana-
kan Tile Gallery, a local Chinatown busi-
ness featuring tiles salvaged from demol-
ished shophouses; and feast eyes upon the 
recommendations for must-try hawker 
dishes at the Maxwell Food Centre.
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By Ruth Chen 
The global oil and gas industry 
is starting to rebound this year, 
with industry events seeing 
improved attendance 
alongside efforts by 
show organisers to pre-
sent stronger content. 

During the oil price 
downturn in 2016-2017, 
companies reported 
massive layoffs, a 
complete freeze on staff 
events, reduction on 
assigned exhibition del-
egates as well as restriction on 
meetings to a when-necessary 
basis.

Oil & gas tradeshows get creative to survive

Marking the turn, 
the industry’s biggest 

gathering – the annual Offshore 
Technology Conference (OTC) – 
achieved above-average attend-

For more information,
visit us at IT&CM Asia at booth C1.

www.rwgenting.com

Taking events to

Impress your business associates 
at an extraordinary location 

6,000 feet above sea level. 

By S Puvaneswary 
Resorts World Genting (RWG) 
intends to grow its share of 
C-Level meetings and high-end 
incentives, as well as bid for 
international business events 
by working closely with indus-
try partners and dangling its 
unique hardware. 

It recently showcased its 
business events capability to 
the local travel trade by hosting 
the Malaysia Convention and 
Exhibition Bureau’s Business 
Events Week in August. It was 
the first venue outside of Kuala 
Lumpur to host this annual 
event which is aimed at bring-
ing local players together and 
through a series of presenta-

RWG courts high-end events
tions by industry practitioners, 
expose them to new business 
approaches.

Rocky Too, senior vice presi-
dent sales & marketing at RWG, 
said: “We have many unique 
venues that can be cordoned 
off and used to host exclusive 
events, such as Park Avenue 
Lounge, La Fiesta, Highline and 
Eighteen Dining.”

The integrated resort up in 
the highlands is now awaiting 
the opening of the Twentieth 
Century Fox World Malay-
sia Theme Park, which will 
welcome private events after 
operating hours.

“Planners just have to tell us 
their wildest ideas, and provid-

Too: RWG will offer many unique venues such as La Fiesta (pictured)

IT&CMA and CTW Asia-Pacific
September 18, 2018 • Bangkok, Thailand

ance with 2,300 exhibitors and 
more than 61,300 attendees 
during its 50th edition in May 
2018.

A South-east Asian oil and 

gas association secretariat 
member who declined to be 
named, told the Daily that 
general participation at events 
has increased by an estimated 
five per cent since last Novem-
ber. She expects attendance at 
her upcoming biennial exhibi-
tion in 2019 to increase by 10 
to 15 per cent over the 2017 
edition.

According to Stephen Bal-
lard of BCM Public Relations, 
who organises oil and gas 
events in Asia, exhibition 
companies have been creative 
in carving out business oppor-
tunities at their events. For ex-

ample, the Africa Oil Week in 
November will have a special 
segment to look at monetising 
exploration projects in Africa.

Masterclasses have also 
been added to the biennial 
International Oil and Gas 
Industry Exhibition and 
Conference, taking place this 
November in Singapore. Such 
programmes are aimed at pro-
viding discussions on critical 
issues, challenges as well as 
recovery strategies.

The conference producer is 
expecting a much better turn-
out this year, although they 
did not indicate estimates.

ed there is no red tape involved 
in getting permits, we will create 
high impact and memorable 
events. This includes invit-
ing foreign entertainers and 
transporting our custom-
ers from the airport in our 
limousine.”

Joseph Ryan, 
director of spe-
cial projects and 
general manager, 
Zouk Genting 
Venues, said 
various spaces 
at Zouk 
Atrium can 
be adapted 
to the needs 
of plan-

ners. Zouk 
Atrium, located 
on the ground 
floor of Sky- 
Avenue mall, 
comprises 
RedTail Bar by 
Zouk, soon-to-

open RedTail 

Karaoke, and Empire Club and 
Zouk Genting which are sched-
uled to open in 3Q2018.

Ryan said Zouk Genting will 
have two private rooms for 
events. The complete venue is 
also suitable for press confer-
ences, product launches and 
private dining events.

Ballard: improved 
content as a lure
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