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MISSION
Positioning and promoting Sarawak as a safe and friendly 
eco-tourism destination.

Be the catalyst for tourism growth.

Providing networking and synergy among the official
agencies and tourism partners.

Increasing awareness among Sarawakians on the benefits
and importance of the tourism industry.

Enhancing performance through motivation and teamwork.

•

•

•

•

•

VISION
Making Sarawak the naturally preferred tourism destination.
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Sarawak Tourism Board was 
incorporated under the Sarawak 
Tourism Board (Incorporation) 
Ordinance, dated 12 November 
1994.

To increase tourist arrivals in the 
state.

To create awareness among the 
trade, media and public on the 
diversity of Sarawak in terms of 
tourism products, both regional 
and international.

To position Sarawak as a
prime destination for culture, 
adventure, nature, food and 
festivals (CANFF) tourism.

Objectives of the Board

Introduction
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To stimulate and promote tourism to and within Sarawak;

To stimulate, promote and market Sarawak as a tourist destination;

To organise, secure and enhance publicity in Malaysia and overseas on tourist 
attractions in Sarawak;

To engage or assist in the development of tourism in the State and to carry out 
such activities in association with the Government, any public or local authority, 
any corporation, any company, any body or any person or as managing agents 
or otherwise on this behalf, or enter into any arrangement with such bodies or 
persons for sharing profits, union of interests, co-operation, joint venture or 
reciprocal concession;

To make recommendations to the Minister on the measures and programmes to 
be adopted to facilitate and stimulate the development and promotion of the 
tourism industry in Sarawak and, where approved by the Minister, to implement or 
assist in the implementation of such measures and programmes; and

To liaise and co-ordinate with and make representation to the Malaysian Tourism 
Promotion Board or the Federal Ministry of Tourism, Arts and Culture on all 
matters relating to the enhancement of tourism and the development of the 
tourism industry in Sarawak.

FUNCTIONS OF THE BOARD

•

•

•

•

•

•

India Street, Kuching
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INTRODUCTION

Although the year 2021 began with some measure of uncertainty due to 
border lockdowns and MCOs, Sarawak tourism remained resilient and 
innovative as it regained its footing in the unpredictable tourism climate under 
the pandemic.

I must commend the Sarawak Government for being foremost in establishing 
a secure foundation for Sarawakians through an aggressive COVID vaccination 
campaign. As one of the first states out the gate with vaccination, tourism 
frontliners soon followed suit, all in the hopes of expediting Sarawak 
tourism recovery and green bubble travel.

The year 2021 would see a continuation of our 3R Phase Strategy from 2020, 
especially on the Redialling Phase of Post COVID-19. It became a critical time 
in building the confidence of industry players and the tourism sector as a 
whole in accelerating recovery in order to stabilise the ecosystem.

The thrust of STB’s marketing plan continued to place greater emphasis on 
market-driven strategies directed to trade partners and ‘top-of-mind’ outreach 
to consumers. In addition, our marketing plan took a more focused and 
targeted direction by segmenting the markets to fit in our range of product 
experiences. Information-sharing and virtual visibility became the mainstay 
for much of STB’s marketing activities throughout 2021, as we re-established 
and maintained touchpoints with international markets through webinars 
and digital roadshows.
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Santubong, Kuching

YB Dennis Ngau
Chairman

For the domestic market, incentivised intrastate travel campaigns such as 
Sia Sitok Sarawak and other community-based tourism initiatives helped 
secure support for the tourism industry significantly affected by border 
closures. Driving visitations by Sarawakians through Sia Sitok Sarawak also 
increased awareness of new and existing tour and accommodation products 
among the domestic target audience, thereby cultivating potential tourism 
ambassadors and spokespersons among Sarawakians themselves. 

Sarawak tourism has always advocated purposeful travel, which became the 
theme in a post-pandemic climate. Responsible tourism will be the essence 
in driving the tourism sector, which in turn will serve to preserve the 
Environment, Empower communities and create Economic impact. Through 
STB’s intensified focus this year on promoting Responsible Tourism, we look 
forward to how RT can inculcate an attitude and set of behaviours that will 
positively impact the future of Sarawak’s sustainable tourism and preserve its 
tangible and intangible heritage for future generations.

Although it may have been a waiting game for much of 2021, we look forward 
to the year 2022 when visitors from far and wide can come and discover 
Sarawak, where A Journey Awaits.

I would like to assure our state government that we at the Sarawak Tourism 
Board will continue to roll our sleeves and work hard for the state's tourism 
sustainability and to push Sarawak as preferred ecotourism destination in this 
region. 
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WORLD SCENARIO
Based on the data from UNWTO (World Tourism 
Organisation), international tourism rebounded 
moderately during the second half of 2021, 
with international arrivals down 62% in both 
the third and fourth quarters compared to pre- 
pandemic levels. According to limited data, 
international arrivals in December were 65% 
below 2019 levels.

SLOW AND UNEVEN
RECOVERY

UNWTO reported that pace of recovery 
remained slow and uneven across world regions 
due to varying degrees of mobility restrictions, 
vaccination rates and traveller confidence. 
Europe and North America recorded the 
strongest results in 2021 compared to 2020 
(+19% and +17% respectively), but still both 
63% below pre-pandemic levels.

By subregion, the Caribbean saw the best 
performance (+63% above 2020, though 37% 
below 2019), with some destinations coming 
close to, or exceeding pre-pandemic levels. 
Southern Mediterranean Europe (+57%) and 
Central America (+54%) also enjoyed a 
significant rebound but remained 54% and 
56% down on 2019 levels respectively. North 
America (+17%) and Central Eastern Europe 
(+18%) also climbed above 2020 levels.

Meanwhile, Africa saw a 12% increase in 
arrivals in 2021 compared to 2020, though this 
was still 74% below 2019. In the Middle East 
arrivals declined 24% compared to 2020 and 
79% over 2019. In Asia and the Pacific arrivals 
were still 65% below 2020 levels and 94% when 
compared to pre-pandemic values as many 
destinations remained closed to non-essential 
travel.

SARAWAK TOURISM BOARD

Tourism Performance in 2021

World

+4%
2020 vs. 2021

Asia-Pacific

-65%
in 2021 vs. 2020

-92%    compared to 2019/pre-pandemic level.

Malaysia

-96.9%
(January - December 

2021 vs. 2020)

Tourists arrivals January - December 2021 =
134,728 vs. 4.29 mil in 2020 (-98.13%)

Excursionists arrivals January - December 2021 =
265,137 vs. 6.9mil in 2020 (-96.2%)

International Tourists Arrivals in 2020 = 400 million

International Tourists Arrivals in 2021 = 415 million

-72%    compared to 2019/pre-pandemic level.

Sarawak

-80.39%
(January - December 

2021 vs. 2020)

Visitor arrivals in 2021 = 235,425

2020 = 1.19mil (-80.39%)

(Source: STB Research Division: January 2022)
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INCREASED TOURISM SPENDING
The economic contribution of tourism in 2021 
(measured in tourism direct gross domestic 
product) was estimated at US$1.9 trillion, above 
the US$1.6 trillion in 2020, but still well below 
the pre-pandemic value of US$ 3.5 trillion. 
Export revenues from international tourism 
could exceed US$700 billion in 2021, a small 
improvement over 2020 due to higher spending 
per trip, but less than half the US$1.7 trillion 
recorded in 2019.

OUTLOOK FOR 2022
According to the latest UNWTO Panel of Experts survey, most tourism professionals (61%) see better 
prospects for 2022. While 58% expect a rebound in 2022, mostly during the third quarter, 42% point to 
a potential rebound only in 2023. A majority of experts (64%) now expect international arrivals to return 
to 2019 levels only in 2024 or later, up from 45% in the September survey.

When do you expect international tourism to return to
pre-pandemic 2019 levels in your country?

Average receipts per arrival are estimated to 
reach US$1,500 in 2021, up from US$1,300 in 
2020. This is due to large pent-up savings and 
longer lengths of stay, as well as higher transport 
and accommodation prices. France and Belgium 
reported comparatively smaller declines in 
tourism expenditure with -37% and -28%, 
respectively over 2019. Saudi Arabia (-27%) and 
Qatar (-2%) also posted better results in 2021.

(Source: UNWTO, May 2022)
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MALAYSIA SCENARIO: VISITOR ARRIVALS
In 2021, tourist arrivals (VA) in Malaysia 
decreased by 96.9% over the same period in 
the previous year with a total of 134,728 in 
VA and recorded negative growth in tourist 
expenditure of -98.1%, amounting to a total 
of RM238.73 million. In addition, per capita 
expenditure amounted to RM1,771.96 (-39.5%).

The highest number of visitor arrivals to Malaysia 
were from countries such as Thailand (59,607,

-84.9%), Singapore (16,308, -98.9%), Indonesia, 
(11,025,-98.5%), China (7,701, -98.1%), India 
(3,916, -97.5%), Japan (3,114, -95.8%), South 
Korea (3,028,-95.8%) and United Kingdom 
(2,676,-95.8%).

There was a significant decline from Malaysia’s 
other traditional markets such as Brunei (773, 
-99.4%), Australia (1,321, -98.2%) and Iran (314, 
-95.6%).

Foreign Visitor Arrivals in Malaysia
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PERFORMANCE OF DOMESTIC TOURISM IN 2021
In 2021, domestic tourism in Malaysia 
continued to drop in the number of visitor 
arrivals and tourism expenditure due to 
COVID-19 lockdowns and interstate border 
restrictions. According to the Department of 
Statistics Malaysia, in terms of domestic visitors, 
a total of 66.0 million visitors was recorded in 
2021 with a negative growth of 49.9 per cent as 
compared to the previous year (2020: -44.9%).

In terms of volume, the number of trips 
decreased from 147.0 million trips in 2020 to 
72.4 million trips, with a negative growth of 50.7 
per cent in 2021. Domestic tourism expenditure 
in 2021 dropped 54.5 per cent to RM18.4 billion 
compared to RM40.4 billion in 2020.

Number of Domestic
Visitor Arrivals

-100%

-80%

-60%

-40%

-20%

0%

49.9%
44.9%

2021 2020

(Source: Tourism Malaysia with Cooperation of Immigration Department, 2021)
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TRAVELLING TRENDS IN DOMESTIC TOURISM
In 2021, shopping remained the most popular 
reason for domestic visitors since 2020, at 36.4 
per cent (2020: 42.3%). Visiting relatives and friends 
contributed 24.2 per cent (2020: 32.0%), but was 
significantly lower compared to the pre-pandemic 
year which recorded 42.3 per cent. This foreseen 
situation was due to inter-district and interstate 
travel restrictions which made it unfeasible for 
people to visit relatives.

Selangor was the most visited state by domestic 
visitors in 2021, accounting for 10.2 million visitors, 
followed by W.P Kuala Lumpur, and Sarawak with 9.1 
million, and 6.5 million domestic visitors, respectively. 
Land transport was the first most popular choice for 
domestic visitors in 2021 with 98.6 per cent. This was 
followed by air transport (1.1%) and water transport 
(0.3%).

2021
36.4%

Shopping

2020
42.3%

Travelling Trend

2021
24.2%

Visiting Relatives
and Friends

2020
32.0%

Transportation by
Domestic Tourism

Land 98.6%
Air 1.1%
Water 0.3%

SARAWAK SCENARIO
Based on economic trends and prospects for 2021, 
the visitor arrival (VA) target was set as 180,000. 
Sarawak managed to achieve its VA target for 2021, 
receiving 235,245 visitor arrivals and RM536.17 
million in tourism receipts.

Of the 235,245 visitor arrivals, 22,378 were foreigners 
while 212,867 were domestic.

Visitor arrival trends in Sarawak showed a decline of 
80.39% compared to 2020, the lowest recorded for 
the state over the 2017 - 2021 period, the highest VA 
being 4.8mil in 2017.

In terms of tourism receipts, there was also a decline 
of 80.39% compared to 2020. During the 2017 - 
2021 period, Sarawak's highest revenue was in 2019, 
amounting to RM11.57 billion.

2020MONTH
% CHANGE
2020/2021

2021

JANUARY

FEBRUARY

MARCH

APRIL

MAY

JUNE

JULY

AUGUST

SEPTEMBER

OCTOBER

NOVEMBER

DECEMBER

TOTAL

419,776

311,168

173,199

10,081

16,732

30,300

72,655

44,156

77,687

18,338

13,362

12,418

1,199,872

13,065

8,969

11,101

12,845

10,298

8,489

9,186

8,825

9,396

20,926

47,166

74,979

235,245

-96.89%

-97.12%

-93.57%

27.42%

-38.45%

-71.98%

-87.36%

-80.01%

-87.91%

14.11%

252.99%

503.79%

-80.39%

Monthly Visitor Arrivals in Sarawak 2021

cont’d
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FAST FORWARD TO 2022

SARAWAK VISITOR ARRIVALS AND
TOURISM RECEIPTS

Top Ten Countries - Visitor Arrivals in 2021

China
1,436

-80.04%
7,193 (2020)

Indonesia
7,973

-80.39%
104,380 (2020)

Brunei
3,810

-97.89%
180,616 (2020)

Philippines
2,420

-82.80%
14,072 (2020)

India
2,069

-74.28%
8,045 (2020)

Thailand
425

-88.30%
3,632 (2020)

South Korea
343

-86.85%
2,608 (2020)

Hong Kong
295

514.58%
48 (2020)

Europe
237

-88.52%
2,065 (2020)

Sarawak Visitor Arrivals in 2021
235,245

Sarawak Tourism Receipts in 2021
RM536.17 Mil

Growth
-80.39%

Growth
-81.37%

Sarawak announced visitor arrival target of 1.2 million for the year 2022 and has achieved total visitor 
arrivals of 703,481 as of July 2022. The state is optimistic about achieving its target for 2022, especially 
with the return of physical festivals and events such as the Rainforest World Music Festival and the 
Borneo Jazz Festival.

(Source: Immigration Department of Malaysia, Sarawak, 2021
Ministry of Tourism, Creative Industry and Performing Arts Sarawak (MTCP), 2021)

With 90% of Malaysia’s adult population fully vaccinated in Q3 of 2021, cross-state and cross-district 
travel was allowed to resume starting October 11. Monthly visitor arrivals started to pick up in October 
2021, marked by a positive visitor growth of 14.11%, followed by 252.99% growth in November 2021 
and 503.79% in December.

Domestic
212,867

-74.55%
836,568 (2020)

VA trends from the countries of origin indicated that:

The domestic market contributed the highest 
number of visitors to the total VA: 90.48%

Potential new markets in the top 10 VA list

Traditional cross-border markets Brunei and 
Indonesia remained low in VA ranking due to 
travel restrictions

India and China maintained the same ranking in 
2020 e.g. 5th and 6th place respectively.

• Thailand • Hong Kong • South Korea

14
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Customer Financial PPPSD Organisational
Capacity

1.442.780.642.69

Overall performance for year 2021 is 7.55. Performance increased by 22.3% in 2021.

BALANCED SCOREBOARD 2021

SARAWAK TOURISM BOARD
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The Corporate Services Division’s primary responsibility is to provide the support 
necessary for the Board to operate smoothly and efficiently. Additionally, its role is to 
ensure that every method and process is in adherence with the State Civil Service’s 
vision and goals.

At the STB Strategic Retreat held on 2 - 3 February 2021, the objective was to 
formulate and review the strategies and action plan for 2021 during the COVID-19 
pandemic to position Sarawak as a leading ecotourism destination by focusing 
on Culture, Adventure, Nature, Food and Festivals (CANFF) by empowering 
stakeholders through responsible actions.

34 Key Performance Indicators (KPIs) were formulated to be achieved in 2021, 
encompassing customer perspectives, financial perspectives, organisational 
capacity, and service delivery perspectives. For 2021, STB scored an overall 
performance of 7.55/10 in its Balanced Scorecard, an increase of 22.3% from 2020.

0

1

2

3

4
5

6

7

8

9

10

OVERALL
PERFORMANCE

7.55
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STB STRATEGIC MAP 2021
Vision

Strategic Theme(s)

Strategic Result(s)

Perspectives

To position Sarawak as a leading ecotourism destination

To focus on Culture, Adventure, Nature, Food and Festivals (CANFF)
by empowering stakeholders through responsible actions.

Market leadership
excellence

Sarawak story
excellence

Tourism business
viability and sustainability 

excellence

Amplification of targeted 
domestic and

international markets- 
both in visitor numbers 
and receipts; effectively 

collaborate with
stakeholders to grow 

Sarawak tourism; make 
visiting Sarawak a year-
round proposition for 

leisure travellers:
data-driven, digital and 
information availability 

and accessibility.

Strengthen confidence 
in tourism products and 

services; increase the
desirability of Sarawak 
as a travel destination, 
inspiring more people 
to visit, stay longer and 

spend more; ensure
every visitor has a

positive, memorable
experience by building 
the experience base in 

Sarawak; increase brand 
visibility, enrich content.

Increase in industry
employment,

new businesses, new 
investments, public-
private partnerships,

industry average income.

STRATEGIC OBJECTIVES (SO)

Mission

CUSTOMER
CS3: Increase Tourism 

Receipts (RM)
CS2: Increase Visitor 

Arrivals
CS1: Increase Customer 

Stakeholders

F1: Enhance prudent use 
of budget

F2: Enhance financial 
regulatory compliance

FINANCIAL

INTERNAL
PROCESS

IP8: Increase
destination

visibility

IP7: Increase
digital tourism 

business
ecosystem

IP6: Enhance 
marketing

effectiveness

IP5: Enhance 
communications 

effectiveness

IP1: Continuously 
enhance
internal

processes

IP2: Enhance 
governance and 

compliance

IP3: Improve
collaboration
with industry
stakeholders

IP4: Improve 
tourism products/

events quality
(10 signature 

products) CANFF

ORGANISATIONAL
CAPACITY

OC1: Instil
performance-
based culture

OC2: Enhance 
EPIC core values 

among staff

OC3: Enhance 
training and

development

OC4: Leverage 
on ICT

ANNUAL REPORT 2021
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PERSPECTIVES

Customer
(30%)

Financial
(15%)

STRATEGIC
OBJECTIVE

IP1: Continuously
enhance internal
processes

IP2: Enhance
governance and
compliance

IP3: Improve
collaboration with
industry stakeholders

KPI IV T ST ACTUAL
PERFORMANCE

SCORE

CS1: Increase Customer 
Stakeholders

CS1 M1: Stakeholders'
satisfaction rating on STB’s
collaboration programmes
(Sia Sitok Sarawak, e-hailing, 
Digital eco-system, SPE
programmes and VIC
customer service)

70% 80% 90% 80.60% 6.87

CS2: Increase Visitor 
Arrivals

CS2 M1: Increase visitor
arrivals

120,000 180,000 240,000 235,245 10

CS1: Increase Tourism 
Receipts (RM)

CS3 M1: Increase tourism 
receipts

240,000,000 260,000,000 280,000,000 2,880,000,000 10

F1: Enhance prudent 
use of budget

F1M1: Enhance prudent use 
of budget

90% 95% 100% 57% 0

F2: Enhance regulatory 
compliance

F2M1: E-CSA rating 85% 90% 95% 92.90% 8.6

IP1M1: Progress in
implementation of Integrated 
Internal Operation System

70% 80% 90% 0 0

IP1M2: ISO Compliance
(limit to 2 OFIs)

3 2 1 0 10

IP2M1: Enhance Financial 
Management Compliance

85% 90% 95% 95% 10

IP2M2: Contract
Management and Execution 
Compliance

85% 90% 95% 98.80% 10

IP2M3: Assets Management 
Compliance rating

85% 90% 95% 99.60% 10

IP2M4: Store Management 
Compliance rating

85% 90% 95% 98.40% 10

IP2M5: Completion of VIC
Miri and Sibu renovation works

Dec Oct Aug Dec 3.34

IP3M1: Industry confidence 
rating (%)

75% 80% 85% 73% 0

IP3M2: Number of initiatives 
on Joint Public-Private
Partnership

90 100 110 194 10

IP3M3: No. of households 
(pax) through EPIC -
Internalisation of core
values across tourism 
industry through
Responsible Tourism
Initiatives

2,000 3,000 4,000 1,750 0

IP3M4: Percentage of
Responsible Tourism
Effectiveness rating

65% 70% 75% 94.44 10

IP3M5: Percentage of
homestays participating in 
Responsible Tourism
Initiatives

60% 70% 80% 100% 10

IP3M6: Success rate of
implementation of SDG 17 - 
Partnership for the goals

65% 70% 75% 70.17% 6.78

Internal
Process
(40%)

STB STRATEGIC RETREAT 2021

SARAWAK TOURISM BOARD



19

PERSPECTIVES

Internal
Process
(40%)

STRATEGIC
OBJECTIVE KPI IV T ST ACTUAL

PERFORMANCE
SCORE

IP4: Improve
tourism products/ 
events quality (10 
signatures products) 
CANFF

IP4M1: Number of tourism 
products to be profiled 
based on market segments 
and target markets

8 10 12 172 10

IP4M2: Tourism product 
experience rating

80% 85% 90% 89% 9.33

IP4M3: Number of
completed Sarawak Product 
Experience initiatives

5 7 9 7 6.67

IP5: Enhance
communications
effectiveness

IP5M1: Share of Digital Voice 
(Top 4) within Malaysian 
destinations

5 4 3 6 0

IP5M2: Maximise the
outreach of publicity effort 
rating via public relations 
and media activities (Sarawak 
tourism related news content 
in print, online, broadcast, 
social media)

70% 80% 90% 4.87% 4.87

IP6M1: Virtual/Physical B2B 
and B2C - Local/Overseas 
Trade Partners Feedback

IP6: Enhance marketing 
effectiveness

10 12 14 101 10

IP6M2: Number of Travel 
Agents participating in
Familiarisation Trips (agents
from outside of Sarawak)

30 40 50 2 0

IP6M3: Number of
Syndications with Industry 
Partners in Marketplace
(Sarawak, Sabah, West
Malaysia, AUS, SIN, BRU, 
INDO, UK, GER, China, India)

70 75 80 196 10

IP7M1: Sarawak Tourism
Online Ecosystem Fund

80% 90% 100% 100% 10IP7: Increase digital 
tourism business
ecosystem IP7M2: Sarawak Tourism

Online e-tactical Support
80% 90% 100% 93% 7.67

IP8: Increase
destination visibility

IP8M1: Destination
Visibility Rating (60% Digital, 
30% Communications,
10% Survey) 

75% 85% 95% 89.59% 8.2

IP8M2: No. of viewers of
Rainforest World Music Festival 
and Borneo Jazz Festival
Commemorative Content via 
social media platforms

2,000 3,000 4,000 266,605 10

OC1: Instil
performance-based 
culture

OC1M1: Increase
performance-based
culture rating

80% 85% 90% 92.60% 10

OC2M1: Increase the
understanding and best
practices of EPIC core values

80% 85% 90% 92.60% 10

OC3: Enhance training 
and development

OC2: Enhance EPIC 
core values among staff

OC3M1: Increase training 
and development among 
staff at all levels according to 
the required training hours

80% 85% 90% 91.50% 10

OC4: Leverage on ICT
OC4M1: Increase the level of 
ICT utilisation in performing 
tasks

80% 90% 100% 95.56% 8.52

Organisational 
Capacity

(15%)
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SARAWAK TOURISM BOARD

1
STAFF ACTIVITIES

Product Knowledge Trip to
Gunung Gading National Park

Human Resource Unit organised a 
Product Knowledge Trip to Gunung 
Gading National Park on 30 October 
2021. The objective of this trip was to 
enhance and increase staff knowledge 
of our local product and experience 
the beauty of our local tourism product. 
This trip involved all staff and GETS 
in STB.

2 Monthly Staff Gathering

Monthly Staff Gatherings are organised 
to enhance our communication and 
teamwork in line with STB’s EPIC 
values. During the gatherings, we 
have information sharing, birthday 
celebrations, announcements etc.

20
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3 COVID-19 Vaccination Programme 2021

The Chief Minister’s Office organised and arranged 
vaccination programmes for all Sarawak Civil Servants, State 
Statutory Bodies and Local Government Authorities.

4 Distribution of Food Packs at "Program Volunteerism Vaksinasi Industri
Pelancongan Sarawak" on 17 - 18 July 2021 @ Christian Ecumenical Worship Centre

21
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AWARDS

Anugerah Perkhidmatan Cemerlang 2020

Four (4) recipients were awarded the Anugerah Perkhidmatan Cemerlang 2020. The recipients are:

NO

1

2

3

4

POST

Senior Manager N44

Assistant Manager N36

Admin Assistant N22

Tourist Coordinator N22

NAME

Sarren Michael Abu

Pauline Lim Yan Choo

Catharina Tipong Usang

Jessie Mangka

Event

Marketing

Communications

VIC Sibu

UNIT

STB Long Service Award 2021

STB’s Long Service Award is given in appreciation of STB staff who have achieved 20 years of 
service with the Board. This award is an opportunity for the Board to give due recognition to the 
staff for their tenure with the Board. This is also STB’s way to thank and appreciate the team for their 
dedicated and loyal service.

NO

1

2

3

4

POST

Assistant Manager N29

Admin Assistant N19

Admin Assistant N19

Senior Manager N44

NAME

Suria Mohd Razali

Nazrieman Bujang

Deckson Bundak

Sarren Michael Abu

Human Resources

Administration

Administration

Events

UNIT

State Award 2020

NO

1

2

3

4

5

6

AWARD

Pingat Perkhidmatan Terpuji (Gangsa)

Pingat Perkhidmatan Terpuji (Gangsa)

Pingat Perkhidmatan Bakti (PPB)

Pingat Perkhidmatan Terpuji (Gangsa)

Ahli Bintang Sarawak

Pegawai Bintang Kenyalang (PBK)

NAME

Loji Tungging

Mastura Morshidi

Sarren Michael Abu

Nur Farhana Angela Linsam

Catharina Tipong Usang

Puan Sharzede Datu Haji Salleh Askor
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INTEGRITY UNIT (IU)
The Sarawak Tourism Board’s Integrity Unit (IU) was established under the new 
Organisation Structure that was approved by MMKN on 18 June 2020. The unit was 
activated on 1 February 2021.

The unit was set up ensure excellent work practices by staff, promote a culture of high 
moral values and strong ethics, as part of efforts to galvanise compliance.

cont’d

All matters pertaining to integrity 
will be coordinated under one 
main unit so as to implement the 
institutional initiatives of integrity, 
compliance, deterrence, good 
governance, identification of 
misconduct and punitive actions 
with more focus, planning, and 
efficiency to achieve optimum 
outcomes.
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The primary function of IU is to deal with integrity matters in the 
organisation. Its responsibility is to carry out six (6) core functions 
stated as below:

Governance

To ensure the practice of good governance.

a)

Integrity Enhancement

To secure the process of culturing, institutionalising and 
implementing integrity in the organisation.

b)

Detection and Verificationc)

To detect and verify complaints of crime and violations of 
the code of conduct and ethics of the organisation and to 
ensure appropriate action is taken; and

To report criminal offences to the relevant enforcement 
agencies.

i)

ii)

Disciplinary

Act as a secretariat for STB Disciplinary Board.

f)

Among the activities undertaken by IU for the year 2021:

Workshop on Organisational Anti-Corruption Plan (OACP)
17 – 18 February 2021

1.

Workshop on Corruption Risk Management (CRM)
26 – 27 October 2021

2.

Monthly Integrity Moments (Talk)3.

Complaint Management

To receive and act upon all complaints/information of 
crimes and violations of the code of conduct and ethics in the 
organisation.

d)

Compliance

To ensure compliance with laws and regulations in force.

e)

SARAWAK TOURISM BOARD
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The Marketing Strategy of 2021 was a continuation 
of the 3R Phase Strategy, particularly in the 
Redialling Phase of post-COVID-19. It remained a 
critical time in building the confidence of industry 
players and the tourism sector in accelerating 
recovery to stabilise the ecosystem. 

In 2021, 180,000 visitor arrivals were targeted, 
considering the movement restrictions in Malaysia, 
the 14-day quarantine, the low pace of domestic 
travel, the uncertainty of borders reopening and 
travel anxiety. 

Sarawak Tourism Board will continue to focus on the 
two-pronged strategic directions:

Focusing on trade and consumer segments

Moving down the value chain in ensuring 
deliverables of arrivals into Sarawak through:

1.

Syndication and engagement with trade 
partners to facilitate opportunities to grow 
their business ensuring arrivals meet the 
target.

a)

Emphasise marketing support initiatives to 
incentivise and maximise reach in the 
marketplace.

b)

Restore consumers’ and tourism industry 
stakeholders’ confidence through strict SOPs, 
incentivisation and business continuity.

c)

Monitor real time data to understand tourism 
demand, and prepare surveys, studies and 
forecasts.

d)

The Marketing Division’s strategic KPIs are 
developed to optimise the accomplishment of 
the strategic goals through the following:

Increase Visitor Arrivals

To measure total domestic (80%) and 
international visitor arrivals (20%).

i)

ii) Increase Digital Tourism Ecosystem

To measure the extent of digital marketing to 
enhance website content, targeted marketing 
segmentation and collaboration for product 
narration (story-telling).

iv)

Enhance Communication Effectiveness

To measure the extent of digital marketing on 
all digital platforms.

v)

Data-driven marketing strategies

Data-driven market intelligence – to focus on 
COVID-19 trends, new norm travel attributes 
such as staycations, domestic tourism, open- 
air and nature-based tourism demand.

vi)

Enhance Marketing Effectiveness

To measure through online and offline surveys.

Collaborative marketing strategy

Working closely with strategic partners, including 
airlines, Tourism Malaysia, local partners, namely 
the Sarawak Tourism Federation (STF) and its 
umbrella bodies, including the Malaysian 
Association of Tour and Travel Agents (MATTA), 
Malaysian Association of Hotels, Sarawak 
Association of Tourism Attractions (SATA) and 
Sarawak Craft Council (SCC).

Below are the strategic KPIs to enhance the 
attainment of the strategic goals:

2.

Improve tourism products/events quality 
(10 signature products) CANFF

To identify and collate marketable tangible 
tourism products by market segment and 
target market.

i.

Improve collaboration with industry 
stakeholders

ii.

To measure the confidence level of the 
industry towards Sarawak tourism products 
and services.

Marketing partnership programmes to 
provide online training for tourism 
stakeholders to upskill workers and 
additional assistance for travel agent- 
capacity building programmes.

Conduct market research to forecast the 
proportion of domestic tourism as part of 
overall tourism demand – the scale and 
scope of activities in each area, the packages 
and data-sharing with industry partners.

-

-

-

Increase Destination Visibility

To enhance the effectiveness of digital and 
publicity initiatives in all marketplaces.

iii)
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Padawan Kayak, Kuching

Regarding the above, Sarawak Tourism Board 
will need to refer to the three (3) indicators – 
operation of both international and domestic 
flights, aligning with Tourism Malaysia’s marketing 
direction and promotional initiatives and the 
COVID-19 recovery status worldwide. 

Based on these, the strategic goals to achieve the 
KPIs are:

To have a dynamic digital footprint to drive 
visibility on Sarawak as a tourism destination

This is to ensure and retain digital presence 
in domestic and international focus markets 
by boosting support for local events and 
festivals, including thematic and tactical digital 
advertising campaigns promoting Sarawak 
as the naturally preferred tourism destination 
in the ASEAN region, specifically via digital 
platforms, to achieve campaign objectives.

i.

To be present in the marketplace focusing on 
both virtual and physical presence

Participation in the marketplace, virtually and 
physically, is vital to strengthen destination 
branding and create ‘top of mind’ branding 
among visitors. Sarawak Tourism Board will be 
measuring through online and offline surveys 
and also gathering feedback from industry 
partners for process improvement.

ii.

To have publicity outreach to drive visibility on 
Sarawak

Enhance website content, targeted marketing 
segmentation and collaboration for product 
narration (story-telling), ensure the success and 
consistency of brand messaging and deliver 
brand essence via above-the-line and below-
the-line advertising.

iii.

To provide product enhancement to produce 
marketable tourism products

Tourism product enhancement is the result 
of various stakeholders' collaborative efforts 
involving the private and public sectors. 
Sarawak Tourism Board is to collate, conduct 
and create a pool of tourism products/ 
services to create value towards increasing the 
marketability of the destination.

iv.

To provide industry partners with support to 
sustain the tourism industry

This is to offer funding and indirect support 
for promotion and marketing efforts, thus 
maintaining the ecosystem.

iv.

In addition, the implementation of each action 
will involve the combined efforts of the Marketing 
Division team to achieve the objectives, strategic 
directions and planned actions of the strategy.



SARAWAK TOURISM VIRTUAL PRODUCT UPDATE V1.0 and V2.0

These were the first ever virtual events 
organised by Sarawak Tourism Board targeting 
specifically domestic tourism to entice visitors 
further. The virtual product updates provided 
the opportunity to gain a perfect market fit and 
to formulate a new tourism product strategy in 
anticipation of a post-pandemic future, albeit 
no physical travel/consumer fairs were allowed 
during the COVID-19 pandemic.

DOMESTIC

1 PRODUCT UPDATE/ROADSHOW

2 CONSUMER FAIR

In 2021, the Board organised two (2) events, 
namely ‘Sarawak Tourism Virtual Product Update 
(B2B) Version 1.0’ and ‘Version 2.0’, held from 14 
to 15 July and 7 to 8 December 2021. In both 
Product Updates, 64 Sarawak tourism industry 
members were eager to promote Sarawak’s 
unique products. There were over 400 domestic 
buyers, mainly from West Malaysia and Sabah. 

MATTA FAIR KUALA LUMPUR ( 20 November to 21 November 2021)

holiday packages to holiday makers searching 
for affordable holiday getaways especially after 
nearly two (2) years since the Malaysian tourism 
industry was hit with a low number of visitor 
arrivals, specifically Sarawak. It was an excellent 
opportunity to revive Sarawak’s brand, establish 
contacts and reconnect with partners in West 
Malaysia.

MATTA Fair 2021 was held from 20 to 21 
November 2021 at the World Trade Centre 
(WTC) Kuala Lumpur at Hall 3 and Hall 4. It 
was the first domestic consumer fair Sarawak 
Tourism Board participated in physically after 
the COVID-19 pandemic since March 2020. 
Seven (7) industry partners participated in the 
Fair. This allowed Sarawak tourism industry 
partners to reach out and sell leisure and 

SARAWAK TOURISM BOARD

Marketing Unit –
ASEAN AND DOMESTIC
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Sarawak Tourism Board came up with three (3) 
campaigns and two (2) collaborative campaigns 
with AirAsia and Grab Sarawak. The three campaigns 
were the ‘Sia Sitok Sarawak’ Campaign version 2.0, 
‘Sia Sitok Sarawak’ Accommodation Campaign 
and ‘Jom Ke Sarawak’ Campaign. These campaigns 
were a continuation of Redialling phase in the post-
COVID-19 period. There were three (3) indicators 
in this phase based on the operations of both 
domestic and international flights; alignment 
with Tourism Malaysia’s marketing direction and 
promotional initiatives; and the COVID-19 status 
worldwide.

3 INTERSTATE AND INTRASTATE CAMPAIGNS
'Jom Ke Sarawak' was the first interstate campaign 
for 2021. It was a collaborative campaign with 
Shopee as they were the main payment gateway and 
the e-commerce platform provider. The campaign 
was to encourage Sarawakians and non-Sarawakians 
(Shopee Malaysia app users) to buy tour packages 
at a 35% discount on each booking with optional 
accommodation at 3 to 5-Star hotels. The ‘Jom 
Ke Sarawak’ Campaign booking period was from 
1 October 2021 until 5 December 2021, and the 
travelling period was from 1 October 2021 until 
15 December 2021. This campaign benefited 26 
members of the Sarawak Tourism Federation (STF) 
in promoting local tour packages, products and 
activities in Sarawak.

Sarawak Tourism Board created two marketing 
support initiatives namely Strategic Partnership 
Collaboration Fund (SPCF) which is a fund offered 
for tourism-related projects and Visitor Incentive 
Package (VIP).

4 MARKETING SUPPORT
Under SPCF, we supported four (4) organisations/
companies. Out of the four (4), two (2) requested 
for support in terms of video production and the 
other two (2) asked for support in providing gifts/ 
souvenirs for E-Sports Carnival 2021 and 
a familiarisation trip called Rajang Basin Expedition.

Sia Sitok Sarawak
version 2.0

861 booked tours
6,363 pax

The Sia Sitok Sarawak campaign version 2.0 started 
on 31 March with a total of 62 packages including 
tour packages, food, activities and attractions. The 
booking period for Sia Sitok Sarawak version 2.0 was 
from 31 March to 31 October, while the travel period 
was from 31 March to 15 December 2021. The total 
number of bookings made throughout Sia Sitok 
Sarawak version 2.0 was 861 bookings with a total 
number of 6,363 pax.

Sia Sitok Sarawak
Accommodation

34 hotels
8,360 room nights
booked

Sia Sitok Sarawak Accommodation was STB's 
second campaign in 2021 to boost and support 
domestic travel to coincide with the Sia Sitok 
Sarawak version 2.0 campaign. The Sia Sitok Sarawak 
Accommodation campaign included attractive 
promotional hotel room rates at a 50% discount. 
The campaign gave opportunities to 34 Malaysian 
Association of Hotels (MAH) Sarawak Chapter 
members with about 8,360 room nights booked.

AirAsia 
SNAP

13,932
seats sold

Sarawak Tourism Board partnered with AirAsia to lure 
visitors from other parts of Malaysia to visit Sarawak. 
The ‘AirAsia SNAP’ Interstate Campaign offered a 
return flight with a 3D2N stay from RM399.00 per pax 
with an average subsidy of RM45.00 with a target of 
300 room nights. The duration of the campaign was 
from 13 to 19 December 2021. A total of 13,932 seats 
were sold with the online social media campaign 
garnering total impressions of 1,381,934 and 26,186 
link clicks with click-through-rates of 1.89% on 
AirAsia’s digital platforms (Facebook and Instagram).

In 2021, Sarawak Tourism Board continued the 
‘Sarawak Ambassadors Programme on e-learning 
for e-hailing drivers’ to make the drivers Sarawak 
Tourism Ambassadors. Sarawak Tourism Board 
has succeeded in its goal of creating a Sarawak 
ambassadors’ community with a total of 1,000 Grab 
drivers in Cohort 1. The programme for Cohort 2 
started immediately after STB attained the first 1,000 
drivers.
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ASEAN
It was forecast that the ASEAN region would 
slowly be reopening its borders in the year 
2021. However, when the Delta strain of COVID- 
19 hit hundreds of countries globally, the 
focus in ASEAN turned towards virtual visibility. 
The year 2021 was when STB strengthened its 

relationship with Tourism Malaysia in all ASEAN 
countries. Various virtual initiatives were 
conducted in collaboration with Tourism 
Malaysia in the ASEAN region namely in Jakarta, 
Medan, Manila, Bangkok and Bandar Seri 
Begawan.

1 TRADE FAIR
All trade fairs went virtual in 2021. STB participated in three (3) virtual trade fairs, 
namely AVIAREPS South East Asia Virtual Roadshow, TTG Asia – The Great ASEAN 
Travel Fest 2021 and ITB Asia Virtual 2021, with the involvement of Sarawak industry 
partners.

AVIAREPS South East Asia Virtual Roadshow

The AVIAREPS South East Asia Virtual Roadshow was the first of its kind in a 
fully 3D environment, allowing both sellers and buyers to interact using individual 
avatars. It was a two (2)-day B2B meeting from 20 to 21 January 2021. Over 500 
leading outbound agencies in Southeast Asia participated. It was the first time STB 
engaged in the AVIAREPS event. STB participated with three (3) tourism industry 
partners. A total of 80 meetings were conducted.

a)

TTG Asia – The Great ASEAN Travel Fest 2021

The Great ASEAN Travel Fest 2021 was held from 4 to 5 May 2021, organised by 
TTG Asia Media. The B2B session featured tourism industry partners from all over 
the world, mostly ASEAN countries. A total of 23 meetings were conducted.

b)

ITB Asia Virtual 2021

As the unprecedented COVID-19 situation worsened globally, ITB Asia, which was 
initially planned to be held physically in Singapore, went virtual. ITB Asia Virtual 
2021 was held from 25 to 29 October 2021. Ten (10) Sarawak tourism industry 
partners participated in the five (5)-day event. A total of 270 meetings were 
conducted.

c)
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Sarawak Tourism Board partnered with Tourism Malaysia in ASEAN countries and 
Sarawak Trade and Tourism Office Singapore (STATOS) co-organise webinars. A 
total of eight (8) webinars were conducted throughout the year with participation 
by more than 700 buyers throughout ASEAN countries.

2 VIRTUAL PRODUCT UPDATE SESSION (WEBINAR)

Sarawak Tourism Board had provided funding for three (3) tourism projects, namely 
STATOS Weekend Getaway Brochures to promote Kuching, Sibu and Miri as 
weekend getaway destinations to Singaporeans and other residents; PATA Virtual 
Adventure Travel Conference and Mart 2021 which was held from 26 to 27 May 
2021 by sponsoring three (3) tourism industry partners; and MHTC Virtual Insights 
2021 by supporting five (5) private medical centres to attend the conference.

3 MARKETING SUPPORT

NO

1

2

3

4

5

6

7

8

DATE

25/03/2021

23/04/2021

04/05/2021

22/06/2021

Siri 1: Jakarta, 24/06/2021
Siri 2: Surabaya, 29/07/2021
Siri 3: Semarang, 30/09/2021
Siri 4: Pontianak, 11/11/2021
Siri 5: Makassar, 25/11/2021

Siri 1: Bandung, 26/08/2021
Siri 2: Yogyakarta, 28/10/2021
Siri 3: Jakarta 9/12/2021

12/10/2021

10/11/2021

INITIATIVES

TM Brunei – Online Refresher Session

TM Manila – Via Philippines Product Update:
Malaysia in Focus

TM ASEAN – Wanderlust Travel Stories
Webinar 2021

TM Bangkok - Product Update Session

TM Jakarta - Group, Incentives and
Corporate Hybrid Seminar
Siri 01/2021-05/2021

TM Jakarta – Millennial and Sports Hybrid Seminar
Siri 01/2021-03/2021

Tourism Malaysia Medan, Rindu Malaysia Webinar 
Series #13 2021 “Destinasi Negeri Sarawak, Bumi 
Kenyalang”

Sarawak More to Discover Product Update
Webinar Organised by NATAS and STATOS
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Sarawak Tourism Board had its first ever engagement session with Sarawak medical 
stakeholders in the presence of the Ministry of Tourism, Creative Industry and 
Performing Arts Sarawak and Malaysia Healthcare Travel Council (MHTC) on 2 
November 2021 at a hotel in Kuching. The engagement session was to discuss 
issues faced by the Sarawak medical stakeholders and to leverage on MHTC’s 
strategic directions in the health travel policy. The session was a follow-up from 
17 March 2021 moving forward meeting with Sarawak medical stakeholders and a 
22 April 2021 meeting with MHTC.

4  INDUSTRY DEVELOPMENT

INTERNATIONAL MARKETS

As forecasted and predicted, in 2021, all  destinations 
greatly suffered from the drop in international arrivals. 
Sarawak had its share of loss in international arrivals and 
revenues as fallout from the COVID-19 pandemic and 
suffered severely due to the slow global tourism recovery. 
Whilst global tourism can expect an eventual return 
to 2019 visitor levels (by 2023 or 2024 at the earliest, 
according to  UNWTO  and  PATA), in many other ways 
the arrival numbers of 2019 will never return. The 
escalating increase in number of COVID-19 cases and 
the appearance of new variants have yet again affected 
international travel.

Although many restrictions were 
imposed for international travel, 
Sarawak Tourism Board maintained 
and secured all marketing activities 
albeit taking them digital and 
virtual. The International Markets Unit 
has attended and conducted almost 
all trade events virtually and engaged 
with trade members through digital 
platforms such as B2B, B2C, OTAs 
and other digital communications 
platforms.

ITB Berlin NOW 
9 - 12 March 2021

European Markets

The major trade events in Europe, which are ITB Berlin, World Travel Mart in London, Vakantiebeurs 
in Amsterdam, MATKA in Helsinki and BIT in Milan were conducted virtually. Although held 
virtually, the overall quality of buyers and trade members saw an increase with greater 
participation by buyers seeking niche destinations like Sarawak. Webinars and Product Updates 
were held online in collaboration with Tourism Malaysia and airlines.

a)

The event took place from 9 to 12 March 
2021 as a purely digital B2B event. It had 
offered the global travel industry what it 
needed NOW: the right contacts thanks to 
intelligent matching, new business through 
efficient and direct interaction and even more 
knowledge as well as inspiration through top 
industry insights and news.

Its focus remained on bringing an entire 
industry together because nothing could
replace cooperation, be it in networking, 
knowledge exchange or in the market. ITB 
Berlin NOW kept its promise to remain as 
the No. 1 platform for successful business,

new and established contacts, inspiration 
and interaction to ensure that the 
digital ITB Berlin experience moved the 
industry forward and that it did so in the 
comprehensive quality that everyone was 
used from ITB Berlin.

The ITB Berlin NOW was held at the 
Waterfront Hotel Kuching with ten (10) 
Sarawak trade partners under the Sarawak 
platform for them to engage with and 
meet their trade partners from overseas 
throughout the 4-day business sessions 
online from 1000 hour to 1900 hour GMT 
ie. 1700 hour to 0200 hour Malaysian time 
daily from 9 to 13 March 2021.
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ITB Berlin NOW (cont’d)

Borsa Internazionale del Turismo (BIT) 2021 
Digital Edition, the  International Tourism 
Exchange, was held for the first time  in 
digital form.

Tourism Malaysia (TM) Paris had taken up 
a virtual booth in the Exhibition and had 
invited Sarawak Tourism as one of the 
co-partners of Tourism Malaysia Paris, to 
participate free of charge.  

With the link shared by the  BIT 2021 Digital 
Edition organiser, Fiera Milan, STB was able 
to register and get its credentials to access 
the Exhibitor Portal to start its BIT Digital

Borsa Internazionale Del Turismo (BIT) 2021 Digital Edition
9 - 14 May 2021 (3-day B2B and 3-day B2C)

experience, uploading all the materials, 
pictures, logos, links and all its valuable 
materials.

BIT 2021 Digital Edition provided a 
platform by which one could fix their 
own appointments and the response and 
number of meetings had depended on 
the number of Italian counterparts present, 
whom one may ask for a direct meeting 
or vice versa and confirm the request for 
meetings. Sarawak Tourism had also been 
listed in the exhibitors’ list and was easily 
found.

cont’d

Interest in ecotourism was high and tour 
programmes such as Talang Besar, Telok 
Melano, jungle trails and waterfalls got 
stronger support.

Proposal on digital presentations for 
overseas agents and their clients via 
information sessions as they are first-hand 
experts of the destination were well received.

Overseas agents enquired about the 
reopening of our borders, which means, they 
showed enthusiasm towards Sarawak.

Our products were relevant to ecotourism 
which was well received in the market 
place and after the opening of international 
borders, it was expected that private tours 
for small numbers would dominate as 
more travellers were looking more into 
responsible and sustainable tourism.

This was a positive sign as some agents have 
indicated that travellers were starting to look 
into bookings for summer (July and August) 
although the trips were mostly local or 
medium-haul.

1.
2.
3.
4.
5. 
6.

Participating Agencies:

Authentic Borneo Tours Sdn. Bhd.
Borneo Adventure Sdn. Bhd.
Brighton Travel and Tours Sdn. Bhd.
CPH Travel Agencies Sdn. Bhd.
Ecogreen Holidays Sdn. Bhd.
Greatown Travel and Tours Sdn. Bhd. 

7.
8.
9.

10.

One Wayang Tours Sdn. Bhd.
Cat City Holidays Sdn. Bhd.
Innosar Holidays Sdn. Bhd.
Business Events Sarawak
(Sarawak Convention Bureau)



Borsa Internazionale Del Turismo (BIT) 2021 Digital Edition (cont’d)

Interest on Sarawak was generated from 
the meetings and publicity with potential 
business to be realised when international 
borders were reopened.

BIT 2021 recorded about 1,400 exhibitors, of 
which 80% were domestic, 15% European and 
5% foreign TO/NTOs/Airlines.

TM Paris had advised that this digital event 
was to be considered as an ‘experiment’, 
the first of this kind in Italy. The good point 
was that the event was free-of-charge, and 
despite the few issues (all technical), it 
was believed that this was a good window 
for Malaysia, in particular, Sarawak, as a 
tourism destination. 

However, due to the current pandemic 
situation in Italy, most Italians were on 
“smart working” order. This was a challenge 
as there was a very limited number of 
Italian buyers participating at BIT 2021.

At the time, the international borders 
were still closed with no indication of the 
opening of our border in view of the 
COVID-19 situation. Hence, no definite 
answer was given on the reopening of 
borders.

MATKA Workshop Day Digital 2021
20 May 2021

The MATKA Workshop Day Digital 2021 was 
the largest travel trade event in Northern 
Europe where one could meet potential 
business partners according to the 
pre-planned schedule. Workshop Day 
consisted of two events. In  ‘Meet Finland’, 
Finnish service providers met international 
tour operators and in ‘Global Workshop’, we 
were able to make appointments with buyers 
from Finland, Nordic countries, Russia, and 
Baltic countries as well as participants from 
other parts of the world.

This year, the MATKA Workshop Day Digital 
which was a virtual B2B matchmaking event 
between qualified travel trade suppliers was 
scheduled on 20 May 2021 and the MATKA 
Travel Fair would only be held in January 
2022.

MATKA Workshop Day saw the 
participation of 746 attendees from 45 
countries with 6,781 meeting requests 
approved. It consisted of 252 supplier 
companies from 26 countries with 196 
Finnish suppliers in ‘Meet Finland’ and

56 international suppliers in 'Global 
Workshop’.   In terms of buyers and media, 
there were 307 buyers from 33 countries and 
7 media companies.

Sarawak Tourism participated with its own 
registration with the organiser, Messukeskus, 
to maintain its destination presence and 
provided the platform for its Sarawak 
industry partners to do business virtually. 
A total of five (5) local Sarawak agents 
participated in this virtual event with no 
registration fee imposed for their 
participation in view of the COVID-19 
situation which was affecting the Sarawak 
tourism industry as a whole.

There was positive response from the Nordic 
market with potential new leads to promote 
Sarawak. The market dominance of Sarawak 
was apparent as the itinerary of a 13D/12N 
Borneo tour which once covered the bulk 
of Sabah had shifted to cover 7D/6N in 
Sarawak. Our role now is to convince the 
Nordic agents to shift the handling of the 
tours to Sarawak agents.
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STB’s participation in the MATKA Nordic 
Travel Fair will be able to create some 
visibility and better reach out in terms of 
the Nordic market.

Messekeskus, the organiser of MATKA 
Nordic Travel Fair announced that the 
MATKA Nordic Travel Fair from 19 to 23 
January 2022 was to be a physical travel 
fair. TM Representative in the Nordic market 
has recommended that STB to participate 
jointly with TM with a stand in the same 
format as that of MATKA Nordic Travel Fair 
2020.

STB participation in the MATKA Nordic Travel 
Fair 2022 was recommended as the Sarawak 
trade partners gave positive feedback from 
their participation in the MATKA Workshop 
Day Digital last year and it would enable our 
Sarawak trade partners to continue with their 
business matching and reach out to quality 
buyers in the Nordic market.

The opportunity to meet face-to-face virtually 
with Nordic agents in MATKA Nordic Travel 
Fair 2022 would enable us to establish new 
partnerships while also create destination 
awareness for consumers in the Nordic 
market.

Joint marketing campaigns with trade 
partners and agent familiarisation trips 
to support our Sarawak agents were also 
recommended for when the pandemic 
situation is over. The right trade partners 
would be identified by TM who would 
then be monitoring the campaign to put 
emphasis on our destination.

Joint collaboration on a Sarawak webinar 
with TM Representative in the Nordic was 
scheduled for September 2021 to keep 
the momentum and maintain our market 
presence to reach out to a wider marketplace 
and generate interest in Sarawak in 
preparation and readiness for when the 
international border reopen.

MATKA Workshop Day Digital 2021 (cont’d)

Vakantiebeurs Online Travel Show 2021
4 - 5 June 2021 (2-day B2B/B2C virtual)

CLICK TO WATCH VIDEO

The Vakantiebeurs presented a dazzling 
online travel festival called “I Love Travel” 
with “Dream Now, Travel Soon!” being the 
motto of the event.  The event took the form 
of an interactive online travel festival, aimed 
at bringing pre-holiday fun into people’s 
living rooms.

TM The Hague had participated with a 
virtual stand and created a pavilion for 
Malaysia by including co-exhibitors. Sarawak 
Tourism had been invited as one of its co- 
exhibitors by participating with the basic 
package with Jaarbeurs, the organiser of 
Vakantiebeurs Online Travel Show 2021.

cont’d

https://www.youtube.com/watch?v=kXR3gcSPILc
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FVW 3rd Virtual Counter Days Show 2021
31 August - 2 September 2021 (3 days)

The FVW 3rd Virtual Counter Days Show held 
from 31 August 2021 to 1 September 2021 
merged with the FVW Kongress from 1 to 3 
September 2021. Visitors were a combination of 
travel agents and tour operators. 

The FVW 3rd Virtual Counter Days Show 2021 
was held at the Waterfront Hotel, Kuching with 
ten (10) Sarawak trade partners under the 
Sarawak platform in order for them to engage 
with and meet their trade partners from overseas 
throughout the 3-day business sessions on 
meeting basis from 1600 hour to 0000 hour 
Malaysian time daily from 31 August 2021 to 
2 September 2021.

Participating agencies:-

Authentic Borneo Tours Sdn. Bhd.
Borneo Adventure Sdn. Bhd.
Brighton Travel and
Tours Sdn. Bhd.
Cat City Holidays Sdn. Bhd.
CPH Travel Agencies
(Sarawak) Sdn. Bhd.
Ecogreen Holidays Sdn. Bhd.
Greatown Travel Sdn. Bhd.
Happy Trails Borneo Tours
Minda Nusantara Tours and Travel 
Agencies Sdn. Bhd.
Paradesa Borneo (One Wayang 
Tours Sdn. Bhd.)

1.
2.
3.

4.
5.

6.
7.
8.
9.

10.

By participating in the First Edition of 
Vakantiebeurs 2021 online, Sarawak Tourism 
was aiming at ensuring that the Sarawak 
brand stays on top of travellers’ minds and 
to shift their focus as well as that of travel 
professionals to our destination, as the 
platform offered a special stage or B2B 
lounge for networking and knowledge 
exchange.

A total of 98 meeting appointments were 
secured by four (4) STB officials with ten (10) 
meetings confirmed during Vakantiebeurs,

four (4) meetings confirmed after 
Vakantiebeurs and 4 online chats.

Interest in Sarawak was generated from 
meetings and online chats with potential 
new businesses and potential realisation of 
business more likely in 2022.

STB was offered by TM The Hague to 
take on the spot for the video under their 
superior package for Vakantiebeurs Online 
Programme. The Discover Sarawak video of 
30 minutes was released live on 5 June 2021 
with 16 attendees.

Vakantiebeurs Online Travel Show 2021 (cont’d)
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World Travel Market (WTM) London 2021
1 - 3 November 2021 (Physical)
8 - 9 November 2021 (Virtual)

WTM London 2021 was a hybrid event from 
1 to 3 November 2021 (physical) and 8 to 
9 November 2021 (virtual), whereby, as an 
exhibitor, we were given the flexible solution 
to accommodate any travel restrictions and 
time constraints. This new stand format was 
called an ‘Activation Package’ with the 
concept of a 20 sqm stand which was built 
for us to give the brand exposure on the 
show floor but with minimal presence of a 
representative to manage the stand.

The tailor-made solution exclusive to Sarawak 
Tourism offered a live event for exposure and 
branding from 1 to 3 November 2021, as well 
as, a virtual event for the B2B sessions from 8 
to 9 November 2021.

The virtual event also offered Sarawak local 
agents exposure at the live event by way 
of branding (artwork supplied as an image 
by Sarawak) and they also got their listings 
on both WTM London Directory and WTM 
Virtual Directory.

For the physical event from 1000 hour to 
1800 hour daily on 1 to 3 November 2021,

the Sarawak stand was supported by 
Greater UK Asia with the service of one (1) 
person (Sarawakian) knowledgeable about 
Sarawak as a tourism destination to manage 
the stand. It was reported that an estimated 
number of 60 buyers visited the Sarawak 
stand with their business cards collected. 
They were further invited to register and 
arrange for video meetings with STB officials 
as well as the Sarawak agents virtually from 8 
to 9 November 2021. The visitors also took 
advantage of a photo opportunity to dress in 
Sarawak costumes.

For the virtual event from 0700 hour to 2200 
hour daily on 8 to 9 November 2021, six (6) 
Sarawak agents from Kuching participated 
physically at the Waterfront Hotel, Kuching 
while four (4) Sarawak agents from Sibu and 
Miri participated virtually.

The WTM London 2021 was a great success 
as all Sarawak agents had expressed positive 
feedback on the increase in number of 
quality buyers with the new leads that they 
were able to establish.

1.
2.
3.
4.
5.
6. 

Participating agencies:-

Authentic Borneo Tours Sdn. Bhd.
Borneo Adventure Sdn. Bhd.
Brighton Travel and Tours Sdn. Bhd.
Cat City Holidays Sdn. Bhd.
CPH Travel Agencies (Sarawak) Sdn. Bhd.
Ecogreen Holidays Sdn. Bhd.

7.
8.
9.

10.

Greatown Travel Sdn. Bhd.
Happy Trails Borneo Tours
Minda Nusantara Tours and 
Travel Agencies Sdn. Bhd.
Paradesa Borneo (One Wayang 
Tours Sdn. Bhd.)
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Malaysia Truly Asia (MTA) AEROMEET 2021
16 - 18 November 2021 (Virtual)

Sarawak Tourism Board (STB) was invited by TM Putra Jaya to participate in MTA AEROMEET 
2021 Virtual from 16 to 18 November 2021.

The MTA AEROMEET 2021 platform consisted of webinar and business matching sessions 
attended by 185 participants.

This was another good platform for STB to promote Sarawak particularly and Malaysia as a 
whole to the AERO (Americas/Europe/Oceania) market especially when Malaysia was starting 
to reopen its international borders.

Apart from STB, the five (5) Sarawak agents who participated in MTA AEROMEET 2021 were 
as follows: -

Participating agencies:-

Authentic Borneo Tours Sdn. Bhd.
Borneo Adventure Sdn. Bhd.
Ecogreen Holidays Sdn. Bhd.
Greatown Travel Sdn. Bhd.
Happy Trails Borneo Tours

1.
2.
3.
4.
5.

STB was also offered a seminar slot in the MTA 
AEROMEET on Day 1, 16 November 2021 and 
Mdm Mary Wan Mering, Director of Marketing 
presented “Destination Sarawak”.

The AEROMEET virtual platform was accessible 
by Malaysian sellers, international buyers and 
members of the public.

SQ Webinar 2021 for the Nordic Market
7 April 2021 from 0900 hour to 1030 hour Danish time  
(1630 hour to 1530 hour Malaysian time)

The webinar was organised by TM Nordic 
and SQ Denmark, inviting Sarawak Tourism 
Board. The webinar was targeted at travel 
agents/tour operators in the Nordic, and the 
result was:

Registered travel agents in attendance 
were 53.
Following the webinars in total: 35

•

•

‘Sarawak More to Discover 2021’ webinar for the Italian Market
25 March 2021 from 1030 hour to 1130 hour
(1930 hour to 2030 hour)

The webinar was organised by TM Italy, involving Sarawak 
Tourism Board. It was held in Italy on the GoToWebinar platform 
at 10.30 am Italian time, with live connection with Sarawak 
Tourism (17.30 Malaysian time). The webinar was targeted at 
travel agents/tour operators in Italy. The registered travel agents 
attending were 466.

The webinar was conducted successfully. Marketing representative TM Italy expected that after 
the re-opening of borders the webinar will lead to at least 100 more Italians visiting Sarawak 
within the second half of 2022.

In terms of visibility, the ROI is estimated between EUR10,000.00–RM50,000.00 (value of 
social media posts, coverage generated by press release, DEM repeated 3 times to 15,000 
contacts of database, reposting of video/material by travel agents after the webinar).
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TM/MH Webinar for Australia
14 July 2021 from 1100 hour to 1300 hour
(0900 hour to 1100 hour Malaysian time)

The webinar was organised by 
TM Sydney and MH Sydney, 
inviting Sarawak Tourism Board.

The webinar was targeted at 
travel agents/tour operators in 
Australia and the result was:

Registered travel agents were 
45
Following the webinar in total: 
25

•

•

TM/MH Webinar for New Zealand
24 August 2021 from 1500 hour to 1600 hour Auckland time
(1000 hour to 1100 hour Malaysian time)

The webinar was organised by 
TM Sydney and MH Sydney, 
inviting Sarawak Tourism Board.

The webinar was targeted at 
20 to 25 travel agents/tour 
operators in New Zealand and 
the result was:

Registered travel agents were 20
Following the webinar in total: 15

•
•

TM/Sarawak Webinar for the Nordic Market
9 September 2021 from 1000 hour to 1100 hour CET
(1600 hour to 1700 hour Malaysian time)

The webinar was organised 
by the TM representative for 
the Nordic and Baltic regions, 
inviting Sarawak Tourism Board. 
The webinar was targeted at 
40 to 45 travel agents/tour 
operators in the Nordic market 
and the result was:

Registered travel agents were 
43
Following the webinar in 
total: 30

•

•

39
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MH/TTG Webinar for the United Kingdom (UK)
15 September 2021 (Pre-recording)
20 September 2021 (Published and promoted)

The format for this webinar was around 30 
to 40 minutes with TTG going through a 
set script of questions. The webinar was 
pre-recorded before being published and 
promoted on TTG’s channels. The webinar 
remained online once published by TTG 
so agents can continue to view it long after 
it was published. Besides TTG’s channels, 
MH UK/EUR also cross promoted it on MH 
Expert, a travel agent training platform 
with around 100 agents visibility each 
month.

In terms of content, the TM/TTG Webinar 
was a success. MH UK/EUR provided an 
update on the airline side covering their 
capacity increases, new COVID-19 safety 
ratings, flexible products amongst others 
while STB gave an update on what 
Sarawak has to offer in terms of tourism 
attractions and how Sarawak was doing 
and the steps being made to ensure that 
Sarawak was well poised to welcome 
customers once the borders start to open.

Among the questions addressed, with the 
rising awareness on sustainable tourism, 
was how does Sarawak play its role in 
responsible and sustainable tourism. There 
were also questions on Free Independent 
Travellers (FIT), strategies to attract this target 
group, and steps taken to ensure safety and 
convenience for travellers when international 
travel resumes.

Travel Meet Asia – By ITB Asia
23 July 2021

North Asia Markets (China, Taiwan, South Korea and Japan)b)

Travel Meet Asia was a series of 
B2B  virtual events  that brought  forth 
opportunities for key markets in Northeast 
Asia. It was a complimentary meeting 
platform offered by ITB Asia to all registered 
exhibitors. The platform gave access to over 
300 attendees and over 100 invited buyers.

Sarawak Tourism Board together with ten (10) 
industry players attended to 173 potential 
buyers throughout the event. The response 
was encouraging with many wanting to know 
more about Sarawak’s tourism attractions. 
Language was not a barrier for visitors as 
Sarawak has Mandarin speaking guides.

Paradesa Borneo
(One Wayang Tours Sdn. Bhd.)
Transworld Travel Services Sdn. Bhd.
Amoga Travel Sdn. Bhd.
Sarawak Convention Bureau

7.

8.
9.

10.

1.
2.
3.
4.
5.
6.

Participating agencies:-

Borneo Adventure Sdn. Bhd.
Brighton Travel and Tours Sdn. Bhd.
Cat City Holidays Sdn. Bhd.
CPH Travel Agencies (Sarawak) Sdn. Bhd.
Ecogreen Holidays Sdn. Bhd.
Greatown Travel Sdn. Bhd.
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PATA Travel Mart
28 July 2021

PATA Travel Mart 2021 was 
organised in conjunction with the 
Sichuan International Travel Expo 
(SITE) with the support of the 
Leshan Culture, Radio, Television 
and Tourism Bureau and powered 
by official virtual partner Dragon 
Trail International. It attracted 
573 delegates from 69 global 
destinations. Delegates comprised 
242 sellers from 226 organisations 
and 30 destinations, along with 163 
buyers from 156 organisations and 
39 source markets.

Sarawak Tourism Board 
together with five (5) industry 
players attended this event 
to increase awareness among 
all the targeted Asia Pacific 
buyers. In view of the 
pandemic, it was crucial to 
amplify Sarawak’s presence 
among buyers to maintain and 
increase awareness although 
arrivals were yet to be seen due 
to the travel restrictions. The 
total meeting appointments 
secured by Sarawak delegates 
was at 70.

Some positive and encouraging feedback from buyers 
are:

Sarawak is a strategic location with convenient 
connectivity and it is also a less crowded destination.

Buyers who are looking to add Sarawak to their list of 
destinations (no existing Sarawak products yet). They 
see potential in Sarawak as a preferred destination 
especially post-pandemic, with more nature-based 
adventures rather than urban excursions.

Buyers are not unfamiliar with Sarawak; it is rich in 
culture and nature.

Sarawak has good nature, food and culture.

Innosar Holidays Sdn. Bhd.
Minda Nusantara Tours and 
Travel Services

4.
5.

1.
2.
3.

Participating agencies:-

Cat City Holidays Sdn. Bhd.
Greatown Travel Sdn. Bhd.
Paradesa Borneo
(One Wayang Tours Sdn. Bhd.)

Royal Brunei Webinar
29 September 2021

Sarawak Tourism Board presented to more 
than 100 agents in the webinar conducted by 
Royal Brunei Taipei Office. The presentation was 
on tourism attractions, facilities and suggested 
itineraries to give the agents better information 
about the destination. A video on Sarawak was 
also shown.

From the survey results collected, more 
than 90% of the attending buyers were 
interested to include Sarawak in their 
programme and about 60% were still 
sceptical about travelling due to the 
COVID-19 pandemic. 
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South Korea Market Brief to Sarawak Industry players
2 November 2021

The South Korean market had 
gradually picked up on Sarawak 
several years back in the early 
2000s when there were good flight 
connections between Seoul and 
Kuching, via Kota Kinabalu and 
Kuala Lumpur. Products offered 
were golfing, beach resorts and 
natural attractions. It is time again, 
to revisit the market and rejuvenate 
the excitement and interest among 
trade members in Seoul.

The briefing by Tourism Malaysia 
Seoul Office gave in-depth insights 
into the new millennial markets and 
potential visitors to Sarawak. There 
were around ten (10) industry players 
who attended the briefing.

JATA Virtual Travel Mart
25 – 26 November 2021

In place of the institutional JATA Tourism 
Expo Japan (TEJ) 2021, the Japan 
Association of Travel Agents (JATA) 
organised the 2nd JATA Online Travel Mart 
which ran for five (5) weeks starting 25 
October 2021 until 26 November 2021. 
JATA is the largest travel organisation in 
Japan responsible to advance outbound, 
inbound and domestic travel. It regularly 
organises JATA Tourism Expo Japan; 
however, due to the COVID-19 pandemic 
and the Emergency Decree of the national 
government, JATA migrated to a virtual 
platform.

The event served as a platform for business
networking and exchange of the latest

information on border openings, travel 
restrictions, travel safety protocols, and 
destination attractions.   The B2B Online 
Business Meetings were scheduled on 25 - 
26 November 2021 for Asia, Oceania and 
Micronesia regions.

Sarawak Tourism Board participation was 
under the Tourism Malaysia booth on a 
complimentary basis. The response was 
not very encouraging due to many agents 
closing offices and the pandemic affecting 
many businesses. Tourism Malaysia Tokyo 
has also given a similar poor response on 
JATA Virtual 2021.
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M
iri-Sibuti Coral Reefs National Park

ITB China Online

The number of meetings and business 
cards exchanged was 196 but the 
response towards the meeting was 
not encouraging as more than half did 
not attend meeting appointments. The 
Sarawak sellers were trying their best 
to approach the buyers but they 
received poor response. One of the 
major reasons was because most 
buyers were aware that the Chinese 
will not be making any international 
trips any sooner.

ITB China is the largest B2B- 
exclusive trade show focused 
on the Chinese travel market. 
At ITB China in Shanghai, the 
organiser brought together 
more than 600 top and hand- 
selected buyers from the Greater 
China with industry professionals 
from all over the world. They 
provided various networking 
events and a unique state-of- 
the-art matchmaking system 
to enhance networking and 
maximise business opportunities at the travel 
expo. Coinciding with their travel fair, the ITB 
China tourism conference also took place 
enabling unprecedented knowledge transfer 
throughout the tourism exhibition.

At the ITB China tourism conference, the 
organiser provided the perfect platform to get 
updates on the latest Chinese travel market 
trends for the coming years. Leading travel 
market professionals and experts from all over 
the world gathered to transfer their knowledge, 
share their expertise and shape the future of the 
Chinese tourism market.

Minda Nusantara Tours and
Travel Agencies Sdn. Bhd.
Brighton Travel and Tour Sdn. Bhd.
Transworld Travel Services Sdn. Bhd.

5.

6.
7.

1.
2.

3.
4.

Cat City Holidays Sdn. Bhd. 
Paradesa Borneo
(One Wayang Tours Sdn. Bhd.)
Matahari Tours Sdn. Bhd.
Ming Ming Travel Service Sdn. Bhd.

The Sarawak tourism industry participation were:



Familiarisation Trip by TideSquare Travel Agency South Korea travel agency
based in Kuala Lumpur
15 – 19 November 2021

TideSquare, IATA No.17326654, 
exclusively operates and manage 
Privia Travel, the travel arm of Hyundai 
Card, part of Hyundai Motor 
Corporation. It was established in 
partnership to serve all Hyundai Card 
members' travel needs. Hyundai Card 
is one of the largest credit card issuers 
in South Korea with over 10 million 
card members. Their primary focus is 
their over one million premium card 
holders – Platinum to The Black Card 
members.

Since 2017, TideSquare has also 
acquired and operate Tourvis, the 
corporate travel division of SK 
Group, South Korea’s largest 
telecommunication provider, with 
over 25 million mobile users.

In 2019, Kakao, the largest mobile communication 
app in South Korea, invested USD30 million in 
TideSquare for a strategic partnership.

There are many strong benefits for STB to work and 
partner with TideSquare, among others:

Direct and exclusive access to over 10 
million Hyundai Card members, 
over 25 million mobile users of SK 
Telecommunication and over 25 million 
Kakao App users.

Translation of Sarawak’s tourism products 
into Korean which will be marketed 
via e-brochures, monthly credit card 
statements and quarterly magazines.

Selected number of hotels/travel 
products featured per city.

Sarawak’s ground handlers and hoteliers 
do not have to worry about credit facility 
as full payments to hotel/supplier before 
cancellation policy dateline are made, via 
Hyundai Visa Corporate credit card.

a)

b)

c)

d)

This FAM trip was crucial as STB needed to 
impress and convince the agent about Sarawak’s 
tourism products and be able to reach the millions 
of Hyundai Card members, 25 million mobile users 
of SK Group telecommunications and millions of 
Kakao App users.

The FAM trip covered Kuching, Miri and Mulu for 
5 days 4 nights, from 15 to 19 November 2021, for 
two (2) Senior Directors of Product Development.

New markets (UAE, India)c)

Webinar with TAAI and TAFI members, South India
5 - 6 August 2021

There was interest in the 
destination and they wanted to 
know more about the destination 
with questions on Indian food, 
number of days required in 
Sarawak, and direct air 
connectivity from India.

Two webinar sessions in collaboration with Tourism 
Malaysia, TAAI and TAFI members were conducted 
to provide information and updates on Sarawak to all 
TAAI and TAFI members who were looking for new 
attractions in Malaysia. Most of the attending 
members have been selling Malaysia but not many 
have Sarawak in their programme.

SARAWAK TOURISM BOARD
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Webinar with TAAI and TAFI members, South India (cont’d)

Indians travelling abroad like to make the most of their vacation. An average international 
leisure trip lasts for 12-14 days when it comes to places like New Zealand, Australia or Europe. 
Locations in South East Asia such as Bali, Thailand, Singapore are easily reached and therefore 
the average vacation is planned for 5-7 days. This places Sarawak high on the list as a potential 
destination if packaged together with other regional hubs. 

The Market Brief was to provide 
insights on South India markets to 
Sarawak industry players consisting 
of STF, ASIA and MATTA members. 
There were 15 members who 
attended the briefing.

Market Brief on South India market 
to Sarawak industry players
6 December 2021

Virtual Arabian Travel Mart
24 - 26 May 2021

The outcomes from Virtual ATM2021 were 
beyond expected targets. The quality of 
buyers, OTAs and media was good and 
valuable for Sarawak. There were 26 meeting 
appointments, exceeding the target of 15 
meetings. 

STB’s entry into the market was totally new 
where almost all the 26 buyers had very little 
knowledge of Sarawak products.

Sarawak’s target was not only the locals 
but the large population of expatriates 
originating from Europe, America and other

parts of Asia, which are potential travellers 
to Sarawak.

Several buyers indicated interest in Sarawak 
for leisure holidays especially during the 
long summer holidays as most companies 
provide holiday breaks for their employees.

STB initiated strategic collaborations with 
potential B2B and B2C platforms to get 
Sarawak on their platforms. This would be 
one of the most effective means of coverage 
as most Emiratis use social media and the 
Internet as their choice for information, with 
YouTube as the most popular platform.

Bario, Miri
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Briefing on B2B Platform, NOW to Sarawak Industry Players
9 September 2021

A briefing on a B2B platform for Sarawak industry 
players to participate in and upload all their packages. 
About ten (10) industry players attended the briefing 
with STF, ASIA and MATTA members. 

NOW is a new advanced solution that has been tried 
and tested by industry experts and created specifically 
for B2B wholesalers, travel agencies, OTAs and DMCs. 
The registration form has been circulated to all industry 
players to register and upload their packages on the 
platform. 

UAE Market Brief for Sarawak industry players
10 October 2021

The Market Brief on the UAE markets had 
a strong response from industry players. 
Around 15 participants attended the 
session. The briefing highlighted the profile 
of the market and the expectations of the 
destination in terms of services and products 
offered. 

Briefing on B2B Platform, www.holibob.tech for Sarawak industry players
13 October 2021

www.holibob.tech is a B2B platform that 
enables tour and activity operators to easily 
access their extensive travel partner 
network globally. Their distribution partners 
can enjoy a wide variety of experiences 
worldwide by simply connecting to one of 
their gateway solutions. This platform is a 
potential platform for Sarawak industry 
players to participate in. 

Around 15 participants from STF, ASIA and 
MATTA members attended the briefing. 
Registration forms were distributed to 
interested members.
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26 December 2021 – 1 January 2022

ANNUAL REPORT 2021

Expo 2020 DUBAI, hosted by  Dubai  in 
the  United Arab Emirates, was originally 
scheduled for 20  October 2020 - 10  April 
2021. However, due to the  COVID-19 
pandemic in the United Arab Emirates, 
it was rescheduled to 1  October 2021  – 
31  March 2022, and maintained the name, 
Expo 2020 for branding purposes.

Malaysia’s participation was in the 
‘Sustainability’ theme, where all sectors 
under sustainability in terms of ecotourism, 
energy, education, health care, etc.

cont’d

participated. The Malaysia Pavilion was 
led by the Ministry of Science, Technology 
and Innovation and the implementing 
agency was the Malaysian Green Technology 
and Climate Change (MGTC).

The Malaysia Pavilion saw participation from 
5 states, 23 ministries and 44 agencies.

The Ministry of Tourism, Arts and Culture 
was represented by Tourism Malaysia which 
led the ecotourism sector at Week 13 from 
26 December 2021 to 1 January 2022. 

Sarawak Tourism Board was one 
of the contributing agencies 
under Tourism Malaysia 
promoting ecotourism attractions. 

STB’s participation in the event 
was during Ecotourism Week 
from 26 December 2021 to 
1 January 2022, conducting 
B2B meeting sessions, media 
interviews, the Sarawak Talkshow 
and press conferences.
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EXPO2020 Dubai Ecotourism week (cont’d)

B2B Meetings

The buyers at the B2B meetings 
expressed several points of interest in 
Sarawak tourism products as most of 
them were buyers who were already 
selling South East Asia destinations. They 
were looking for more products and 
varieties of other products for vacation 
choices. Discussions were held on the 
introduction of Sarawak’s CANFF products 
and most buyers were interested in the 
adventure and nature attractions. It was 
the first time they had heard about 
Sarawak and were interested to learn 
more about the destination. With interest 
focused on adventure and nature, 
Sarawak has a higher potential to be a 
single vacation destination with a 
minimum of 6 to 7 days on high-end 
facilities and services. Further interest 
could be enhanced through participation 
in familiarisation trips to Sarawak when 
the borders are fully opened.

Apart from the leisure market segment, 
there was also interest in gap-year 
students’ trips, SMM2H segment and 
MICE segment.

There was a total of 15 agents met during 
the B2B sessions.

Interview

The Sarawak interview with TravTalk 
publication in Dubai focused on 
responsible tourism, emphasising 
sustainable tourism operations and

a)

b)

empowering the local community. The 
interview also highlighted the efforts by 
the Sarawak Government in mitigating 
the impact of the COVID-19 pandemic 
among visitors with strict SOPs at tourism 
sites and facilities.

Destination Sarawak Talkshow

The DESTINATION SARAWAK public 
Talkshow, titled ‘The Beauty of Sarawak’ 
drew many interested onlookers and 
members of the general public who were 
visiting the Expo 2020 Dubai.

Press conference under Tourism Malaysia

Sarawak Tourism Board attended the 
press conference organised by Tourism 
Malaysia and chaired by the Minister of 
Tourism, Arts and Culture, YB Dato Sri 
Nancy Shukri. The statement on Sarawak 
was on responsible tourism and the 3 
SDGs advocated by Sarawak. Questions 
asked by the media were mostly on 
Malaysia’s preparedness for the COVID- 
19 pandemic.

Publicity mileage created

The publicity created through all various 
channels and platforms throughout the 
Expo 2020 within the 37-day period 
between 1 Dec 2021 and 6 Jan 2022 
on Sarawak Tourism participation had a 
cumulative potential reach of 4,282,200 
people with an advertising sales rate 
of RM185,233.00 or an estimated PR 
value of RM555,699.00.

c)

d)

e)
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Niah Cave, Miri



50

SARAWAK TOURISM BOARD

Key Achievements in 2021

PRKEY ACHIEVEMENT IN 2021 CREATIVE
MEDIA FILMING IN SARAWAK STOEF

Campaigned during the pandemic 
targeting ‘revenge’ travellers and 
those still wary of travel, positioning 
Sarawak as a safe destination with 
emphasis on its low population 
density, abundance of greenery and 
open spaces in nature and focus on 
Responsible Tourism practices.

CLICK TO WATCH VIDEO

Promoted Rainforest World Music Festival and 
Borneo Jazz Festival Virtual Experiences in place 
of the physical festivals to generate excitement 
for the fully online concerts.

39.09 mil audiences (eyeballs) reached through 
various media platforms (online, print, tv, radio).

Generated a total PR value worth 

RM26,086,761.00

(STOEF) Sarawak Tourism Online Ecosystem 
Fund achieved target of 60 applicants for 
year 2021.

The ‘Journey Awaits’ campaign

Travellers around the world were still under varying degrees 
of lockdowns and travel restrictions throughout 2021. As 
such, STB launched its cinematic 'Journey Awaits' destination 
branding video, highlighting new attractions like the Borneo 
Cultures Museum and the Floating Mosque, to evoke a sense 
of wonder and a visual travel itinerary for pent-up travellers 
stuck under lockdown. Together with CANFF-themed 
standing buntings that hinged on the word ‘Awaits’, the key 
takeaway for visitors was that although they may not be able 
to travel extensively yet, Sarawak would still be there ‘waiting’ 
for them.

Furthermore, the ‘Journey Awaits’ video which begins with an 
Iban song of healing, positions Sarawak as a restorative and 
immersive getaway from confined and densely populated 
spaces, targeting pandemic-fatigued travellers through the 
use of wide-panning angles, aerial views, and shots of open 
sky, natural spaces and authentic cultural experiences. 

https://www.youtube.com/watch?v=S6Sj9WkBgEI
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RWMF and BJF Virtual Experiences

STB put on a fully ‘virtual’ show for the first 
time in the festivals’ decades-long history. 
A collection of 488 articles were produced 
across mainstream media and social 
media platforms to promote the two 
landmark events held amid ongoing travel 
restrictions. 

For RWMF Virtual Experience, 
approximately 326 articles were generated 
across broadcast, print, online and social 
media platforms, creating an estimated 
PR value of RM1,517,719. Meanwhile, BJF 
Virtual Experience generated approximately 
162 articles across social media, newspapers 
and online platforms, creating an estimated 
PR value of RM1,025,559.

Most mainstream media coverage of 
RWMF 2021 and BJF 2021 came from 
Sarawak-based print and online outlets, such 
as See Hua Daily News, Borneo Post, Dayak 
Daily and New Sarawak Tribune. Twitter- 
Malaysia led among social media channels, 
followed by East Malaysia-based Facebook 
pages such as TVS, TVS TV and Borneo Talk.

An article by Harian Metro (28 June 2021) 
generated the highest single report PR 
value for RWMF 2021 (RM99,391). 
Meanwhile, a print article from The Star 
(1 July 2021) garnered the highest PR 
Value from a single mainstream report for 
BJF 2021 (RM73,203), while a post from My 
Sarawak Insight Facebook Page (24 June 
2021) generated the highest social media 
engagement for the event (582 reactions, 
23 comments, 209 shares).

STB engaged TVS for a special ‘live’ TV 
broadcast of the RWMF and BJF Virtual 
Experiences. Besides generating excitement 
over the virtual experiences, broadcasting 
nationwide through TVS served to capture 
new audiences from the domestic market 
for future editions of the festivals. The 
engagement with TVS included special 
appearances by the Minister of Tourism, 
Creative Industry and Performing Arts, YB 
Dato Sri Haji Abdul Karim Rahman Hamzah, 
Permanent Secretary, Mr. Hii Chang Kee, 
and STB Chairman, YB Dennis Ngau on 
morning talk shows such as Borak Teh C 
Peng, and Sejahtera Asia to further promote 
and generate excitement for a first-time 
completely online version of the much 
beloved festivals.

The collaboration garnered a total of 
RM1,889,000.00 in Total Media Value, a 25.5 
times in Return on Investment and 367,511 
viewers throughout the TV broadcast of 
both festivals, 59,315 video views on their 
Facebook Live feeds, and 49,974 views of 
the guest appearances on Sejahtera Asia and 
Borak Teh C Peng.CLICK TO WATCH VIDEO

Sia Sitok Sarawak 2.0, Sia Sitok Sarawak Accommodation,
and Jom ke Sarawak

Sia Sitok Sarawak 2.0 was launched during 
a time of uncertainty for travellers, including 
domestic ones. The promotion and 
awareness targets for this campaign were 
to inform the public of the campaign's 
availability, use indirect marketing to create 
acceptance of the campaign and create 
acceptance within the community to 
understand the need to revive and sustain 
the Sarawak travel industry. Through the use 
of online portals and KOLs, at least 1,905,000 
eyeballs were reached throughout March - 
October 2021.

CLICK TO WATCH VIDEO
cont’d

https://www.youtube.com/watch?v=ZEiiqM0iDA8
https://www.youtube.com/watch?v=DXUUS-VYDac
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Sia Sitok Sarawak 2.0, Sia Sitok
Sarawak Accommodation,
and Jom ke Sarawak (cont'd)

The first edition of Sia Sitok Sarawak 
Accommodation was launched completely 
online via video featuring a speech by the 
Minister and a skit performed by Lan Perey.

Micro and nano influencers were engaged 
to create an ongoing conversation about the 
campaigns and to normalise new norm travel, 
generating a total of 105,902 impressions.

When interstate travel opened up in October, 
the Jom ke Sarawak launch (15 October 2021) 
was marked by a physical event livestreamed over 
Facebook. West Malaysian media was invited to 
the virtual event which garnered RM1,521,001.00 
in PR value across online and broadcast 
channels, and over 35,000 impressions 
generated by KOLs and media platforms such 
as @hobartkho, Malaysia Food and Travel 
(@malaysiafoodandtravel) Sarawak Eye Online (@
sarawakeye_official) and Locco Malaysia.

Gunung Mulu National Park

Sarawak’s first UNESCO World Heritage site got a 2-page 
spread in the Special Issue of the UNESCO World Heritage 
Review No.99 in July 2021, plus a digital footprint in the 
Google Arts and Culture page featuring 20 photographs 
and descriptions of the site. The special issue is available 
in four languages - English, French, Spanish and Mandarin, 
in conjunction with the World Heritage Committee’s 44th 
session held from 16 - 31 July 2021 in Fuzhou, China and 
online. The Gunung Mulu National Park page under 
Google Arts and Culture has been viewed more than 
111,000 times since going live.

Virtual trade fairs, seminars and
webinars

Online content became king as trade fairs went virtual, and 
seminars went online. Government institutions and private 
sector players took to webinars in online sharing sessions, 
to share insights and ideas on how to cope and innovate 
during the pandemic. Virtual trade fairs, webinars, seminars 
became the norm, increasing opportunities to create 
online content. 

Content was generated for the Responsible Tourism 
webinar, STB’s first B2B Sarawak Product Updates Virtual 
Event, Travel Trade Gazette (TTG) UK webinar, ITB Asia, 
UCSI World Tourism Day, International Conference on 
Responsible Tourism and Hospitality (ICRTH), UCSI World 
Tourism Day, PATA Destination Marketing Forum, and 
others.

Filming support

Despite movement restrictions, 
a total of 23 programmes were 
assisted in promoting Sarawak, 
almost all of whom were local or 
West Malaysian production houses. 
Among the films, programmes 
and documentaries were ‘Gems of 
Sarawak’ and ‘Ekspedisi Rajang’ by 
TVS; ‘Kuntau Dayak’ by Bohriman 
Borneo Sdn. Bhd.; ‘Road to Our 
Heritage’ by Estranged Sdn. Bhd.; 
and ‘Dive and Discover Sarawak’ by 
Schizo Stars, among others.

Media fam trips

With the rollout of the intra-state 
Sia Sitok Sarawak campaign in 
2021, there was no hindrance to 
organising media familiarisation 
trips to create campaign visibility 
while simultaneously boosting 
traveller confidence and 
excitement about staycations 
and domestic tourism, thereby 
capitalising on the domestic 
market.
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Floating Mosque, Kuching

Sarawak Tourism Online Ecosystem 
Fund (STOEF) is part of the Rebuilding 
and Relief Phase under Sarawak 
Tourism Board's COVID-19 Recovery 
Plan (3R Strategy).

The 3R Strategy encapsulates 3 
phases with 3 main thrusts which 
encompass digital, public-private 
partnership and communications.

The 3 phases are: Phase 1 - 
REBUILDING and RELIEF; Phase 2 - 
RECOVERY COLLABORATION and 
Phase 3 - REDIALING.

The 1st phase of STOEF started 
in 2020 with a budget allocation 
of RM260,000.00. It looked into 
rebuilding the confidence of industry 
players by improving and increasing 
their digital footprint. The 2nd 
phase for the project was 
implemented in 2021 with a total 
budget RM300,00.00. Out of the 
60 successful applications for 2021, 
43% were inbound tour operators, 
32% were handicraft entrepreneurs, 
17% were hotels, and 8% were 
homestays.

A survey was conducted by STB 
named “Sarawak Tourism Industry 
Stakeholders response towards 
COVID-19 impact over tourism 
business, Sarawak tourism’s recovery 
and rebuilding programmes” in 
October 2021. A total of 102 
Sarawak tourism stakeholders 
participated in the survey, where, 
63.7% had applied for STOEF. Out 
of that percentage, 85.3% stated 
that STOEF helped their businesses 
through the pandemic crisis via their 
digital platforms. Hence, a significant 
number of stakeholders (98%) 
responded that the Board should 
continue this programme in the 
upcoming years.

STOEF



The year 2021 was one of uncertainty 
for the tourism industry. The COVID-19 
pandemic continued to wreak havoc on 
the global community.

Despite issues pertaining to cross-border 
travels and tourism in general, Sarawak 
Tourism Board continued to grow its social 
media and web platforms by 17.4 percent 
in 2021. Followers of STB’s various online 
channels grew from 259,527 followers to 
304,700 followers in the 12-month period.

The increase was attributed to a number of online 
promotions and campaigns aimed at promoting 
Sarawak and its tourism products despite the 
ongoing COVID-19 outbreak.

With the uncertainty surrounding regional and 
international tourism, STB restrategised to focus its 
resources and efforts towards promoting domestic 
tourism. The Digital Marketing and Communication 
team reciprocated the efforts of the marketing team 
in this regard and pushed content that was relevant 
and targeted at the domestic market.

Facebook

STB is currently managing four Facebook 
accounts – Sarawak Travel, Sarawak Tourism 
(Chinese), Rainforest World Music Festival 
(RWMF) and Borneo Jazz Festival (BJF).

Both the Sarawak Travel and Sarawak Tourism 
(Chinese) pages are used to promote Sarawak 
and its tourism products year-round where 
as the RWMF and BJF pages are used to 
promote the respective festivals, usually in the 
month of March.

Sarawak Travel

Total Posts
– 171

Total Impressions
– 7,239,785

Total Reach
– 4,661,994

Total Engagement 
– 213,845

Sarawak Tourism 
(Chinese)

Total posts
– 157

Total Impressions
– 1,569,562

Total Reach
– 1,439,084

Total Engagement 
– 63,308

BJF

Total Reach
– 825,201

Total Impressions
– 937,822

Total Engagement 
– 171,608

RWMF

Total Reach
– 1,350,554

Total Impressions
– 1,750,798

Total Engagement 
– 257,278

This year, both the RWMF and BJF Facebook 
pages featured a live stream of the iconic events, 
resulting in high engagement rates.

The breakdown of channel activities are listed 
below:
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Apart from the running, updating and servicing of STB’s current websites - SarawakTourism.com, 
RWMF.net, JazzBorneo.com and photo.sarawaktourism.com – STB had built three new microsites 
designed to not only serve the industry better but to also raise awareness and help promote 
Sarawak and the respective sectors to the global audience.

STB built the Responsible Tourism website – sarawakresponsibletourism.com – to cement the 
board’s commitment to promoting and practising Responsible Tourism in the state. It aims 
to educate people what responsible tourism is about while showcasing all the different 
Responsible Tourism initiatives carried out by STB and other tourism stakeholders.

The Sarawak-Malaysia My Second Home microsite - smm2h.sarawaktourism.com 
- serves as the one-stop portal for information on making Sarawak your second 
home. It contains information on Sarawak and why you should consider making it 
your second home, as well as information on how to apply for the programme 
and other ‘Frequently Asked Questions”.

The Digital Photography Exhibition Gallery microsite is an extension of 
STB’s existing photo library. The gallery looks to raise the profile of the 
winning photos and photographers while promoting Sarawak to both 
domestic and international audiences. It also serves to showcase and 
highlight the Culture, Adventure, Nature, Food and Festival pillars of 
Sarawak’s tourism industry.

New Microsites

FB Ads

We also ran Facebook advertisements for many of 
the campaigns run by STB throughout the year. This 
resulted in 22,747,948 impressions and unique reach 
of 9,608,186.

Websites

The Sarawaktourism.com website received 
approximately 340,000 users in 2021. Of this 
figure 56% were males and a majority of the 
visitors were aged between 18-44 years old. 
Over 63% of those visiting the website were 
from Malaysia, followed by Indonesia (13%) and 
China (6%).
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Hornbill Newsletter

The Digital Team reactivated the Hornbill 
Newsletter in September. The newsletter looks 
to keep stakeholders and the general public 
in the loop on activities and initiatives 
by STB while promoting Sarawak and its 
various tourism products. By December, the 
newsletter was servicing 4,243 recipients who 
were signed up via the STB website or by 
networking with STB through various 
roadshows and engagement sessions.

Integrated Marketing and
Communications for Chinese
Speaking Market

STB introduced the Integrated Marketing 
and Communications for Chinese Speaking 
Market initiative in July whereby STB would 
conceptualise and create content and have 
it published on online portals and platforms 
catering to the Chinese Speaking Market. 

The initiative saw STB increase its followers on 
platforms such as WeChat, Baidu and Weibo 
with the “Rediscover Sarawak” post uploaded 
in August 2021 becoming the highest read 
article with 6.8 million reads.

Branded Articles

Sarawak Tourism Board set out to maintain 
its brand presence and promotions especially 
in the domestic market. Six (6) articles were 
conceptualised and written which were then 
posted on our websites and social media to 
promote the state to the domestic market 
channels as support material for STB’s various 
ongoing marketing initiatives. These articles, 
along with the pushing of the content, recorded 
over 12.5 million impressions.
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Social Media Sharing Session for Chinese Speaking Market

The Digital Team continued to expand 
on its Jejak Digital initiative in 2021, 
reaching out to various communities 
and homestays in cooperation with 
STB’s Sarawak Product Experience 
(SPE) programme to help them 
understand what a digital footprint 
is and how they can take advantage of 
this to take control of and improve on 
the marketing of their tourism products 
and destinations.

The livestreams recorded a total unique reach of 58,842 
and engagement of 35,147. The show with the most 
reach was “What? You don’t know this Sarawak food?” 
with 12,875 while the show with the most engagement 
was “S-MM2H” with 9,717.

Jom Ke Sarawak Campaign

The Jom Ke Sarawak campaign was launched in 
partnership with Shopee in October to promote 
interstate travel. Sarawak Tourism Board was tasked 
to support promotional activities for this initiative. The 
one-month Facebook Ad campaign garnered a total 
of 481,159 impressions, 224,612 in unique reach and 
7,565 in engagement.

COVID-19 has had a detrimental effect 
on the worldwide travel industry. 
Sarawak was not spared from the 
negative and lingering effects that 
the pandemic has had on the industry. 
STB took it upon itself to promote 
intrastate travel while international 
borders remained closed and interstate 
travel faced roadblocks in 2021.

With this in mind, the Digital Team 
organised and livestreamed a series of 
six (6) videos to promote Sarawak and 
its tourism products and continued 
strengthening Sarawak’s branding to 
the Chinese Speaking audiences. The 
streams touched on topics ranging from 
food, nature and festivals to Sarawak's 
own Malaysia – My Second Home 
programme.

Jejak Digital

STB produced two separate videos 
touching on recent Standard Operating 
Procedures (SOPs) for entering Sarawak 
for both domestic and international 
travellers in light of confusion and 
uncertainty due to scattered 
information on the matter. The videos 
garnered 105,369 impressions and 
84,834 reach before they were taken 
down to be refreshed with updated 
SOPs.

SOP Video
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Photography/Videography

A photography and videography 
competition was organised by STB 
during the month of November. 
The competition was launched on 
November 1 2021 and the closing 
date of submission was on November 
31. Judging for the competition was 
held on December 5 and featured 
five (5) experts in their respective fields, 
handpicked by STB to ensure fair 
judging for the participants. The awards 
ceremony was held on December 
16. The competition received a total 
of 1,652 photo and 45 video entries, 
many of which are currently used in our 
promotional activities.

A microsite was also created to serve as a digital 
photography exhibition to showcase the winning 
photos to the members of the public.

Awards

The STB Digital Team submitted a number 
of initiatives for awards in 2021 as we felt the 
initiatives were in line with both the vision and 
mission of STB, as well as the global priorities 
with regards to the everchanging tourism 
landscape.

A number of the submissions were named 
finalists in their respective categories and 
competitions with the Rainforest World Music 
Festival and Borneo Jazz Festival winning the 
“One to Watch” award for the World Travel 
Market (WTM) Responsible Tourism Awards 
under the “Destinations Building Back Better 
Post-COVID” category.

STB was also awarded the bronze for the 
Marketing Excellence Awards under the 
Mobile Marketing category for the promotions 
of the Rainforest World Music Festival and the 
Borneo Jazz Festival.
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A series of six (6) 360 style videos were 
produced by Association of Sarawak 
Inbound Agents (ASIA). They were 
uploaded onto the Sarawak Tourism 
Board YouTube page and promotion 
and media buy were carried out on 
both the YouTube and Facebook 
platforms. This resulted in a total of 
452,868 impressions and 233,919 
unique views on YouTube and 
280,454 impressions and 162,143 
unique views on Facebook.

Stories From The Heart

The Floating House-Stay’, Bintulu
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For 2021, the Research Unit mainly 
focused on the domestic and regional 
markets such as ASEAN due to the 
COVID-19 pandemic impact, and 
on consumer travel demands. The 
domestic market research looked 
intensively into intrastate marketing. In 
addition to that, the research extended 
to Sarawak residents’ travel interest, 
Sia Sitok Sarawak (SSS) campaign 
effectiveness, Rainforest World Music 
Festival (RWMF) 2021 and Borneo Jazz 
Festival (BJF) 2021 Virtual Experience 
and satisfaction among the virtual 
audience. The Sarawak Government’s 
Post–COVID-19 Development Strategy 
(PCDS) 2020 - 2030 emphasised on 
tourism beyond leisure. In conjunction 
with this, the Research Unit conducted 
a study regarding health tourism in 
Sarawak.

Intrastate travel – Sarawak residents’ travel 
intention and demands and SSS visibility among 
Sarawak residents

Socio-economic impact of tourism in Sarawak – 
community perspectives

Sarawak’s visibility and product aptness in 
Indian market

ASEAN market – traveller behaviour and 
demands during new norm travel

Rainforest World Music Festival 2021 – virtual 
experience

Borneo Jazz Festival 2021 – virtual experience

Sarawak Tourism Performance 2021

Health Tourism in Sarawak in response to 
COVID-19

•

•

•

•

•

•

•

•

Key research areas in 2021 were:

1 INTRASTATE TRAVEL – SARAWAK RESIDENTS’ TRAVEL
INTENTION AND DEMANDS AND SSS VISIBILITY AMONG
SARAWAK RESIDENTS
This research sought to identify and understand Sarawak residents’ travel interest, perceptions 
and Sia Sitok Sarawak campaign’s visibility among the residents. This is in alignment with 
Sarawak Tourism Board’s intrastate marketing strategy and related campaign.

Research objectives

1)

2)

3)

4)

5)

6)

7)

Demographic profiling of the respondents.

To understand Sarawak residents’ holiday plans in 2021.

To identify Sarawak residents’ main reasons to choose Sarawak as a holiday
destination and their travel demands inside the state.

To examine Sarawak residents’ purpose of travel.

To analyse the SSS campaign’s visibility among Sarawak residents.

To understand the experience and satisfaction of SSS consumers.

To identify the level of interest among Sarawak residents towards tourism products 
and activities inside the state.
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NATIONALITY/LOCATION

487

5

6

7

29

534

Sarawakian

Sabahan

West Malaysian residing in Sarawak

Foreigner residing in Sarawak

Residing outside Sarawak, within Malaysia

Total

FREQUENCY PERCENT

91.2%

0.9%

1.1%

1.3%

5.4%

100%

(Source: Sarawak Residents Travel Research, STB May 2021)

Research Methodology

The research utilised a quantitative methodology. Questionnaires were administrated through 
digital platforms to collect responses. The online survey was run for 30 days on STB’s and STF’s 
digital platforms. A total of 534 respondents participated in this research.

Key Findings of the Research

A significant number of respondents were Sarawakians (91.2%) followed by people staying 
outside Sarawak but within Malaysia (5.4%). Other categories such as foreigners residing in 
Sarawak, West Malaysians and Sabahans registered single-digit number of respondents.

Below
20

20 - 29 30 - 39 40 - 49 50 - 59
60 and 
above

0.00%

5.00%

10.00%

15.00%

20.00%

25.00%

30.00%

35.00%

40.00%

21.30%

35.40%

23.20%

12.70%

2.10%
5.30%

Age Distribution (%) Gender (%)

46.3%
male

53.7%
female

(Source: Sarawak Residents Travel Research,
STB May 2021)

Profiling of the respondents1.
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The research showed that a higher percentage of 
the 30-39 age group (35.4%) were more interested 
to travel within the state. There was almost an equal 
percentage of respondents in the 20-29 age groups 
(21.3%) and 40-49 (23.2%) who showed interest 
in travelling within Sarawak. Females (53.7%) were 
also more interested to travel than male (46.3%) 
respondents.

Marital Status (%)

Single Married Divorced
Widow/

Widower

0%

10%

20%

30%

40%

50%

60%

0.40%2.60%

50%
47%

(Source: Sarawak Residents Travel Research,
STB May 2021)

Unemployed

Manual worker

Student

House Wife

Clerical/sales

Business/self-employed

Management/administration

Professional/technical

0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00%

6%

2.40%

9.70%

3.60%

6.20%

19.90%

27.20%

25.10%

Occupation (%)

Based on marital status, almost a similar percentage 
of married people (50%) and single people (47%) 
were interested in travel. By occupation, a higher 
percentage were in managerial positions (27.2%) 
followed by professionals/technical skilled positions 
(25.1%). This revealed that, professionals and 
administrative service people are more interested 
to travel compared to other categories. The income 
factor directly or indirectly affected the leisure plans 
of respondents.

•

•

•

64% of respondents wished to take holidays this 
year.

62.7% like to travel within Sarawak and 24.1% 
would like to travel outside Sarawak but within 
Malaysia. i.e. a total of 88% of the respondents 
preferred domestic travel.

The results revealed that “the fear factor” still 
dominated the travel behaviour of respondents 
(79.2%).

Sarawak residents’ holiday plans 
post-pandemic

2.

Purpose of travel inside Sarawak3.

(Source: Sarawak Residents Travel Research,
STB May 2021)

Holiday/
Leisure

92.3%

Visiting friends
and relatives

37.4%

Official/
Business

13.9%
Shopping

15.8%

Education/
Training

8.10%

Religious
purpose

2.8%

Health/
Medical

2.4%

cont’d
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The main purpose of the visit was leisure/holiday 
(92.3%) followed by VFR (37.4%) and finally shopping 
(15.8%). This revealed that Sarawak is a popular 
holiday destination for leisure travellers.  

0.00%

10.00%

20.00%

30.00%

40.00%

50.00%

60.00%

70.00%

39.10%

30.90%

48.70%

9%

61.60%

8.40%

1 2 3 4 5 6

I would like to explore and experience
Sarawak tourism products and activities

I feel safer to travel within Sarawak due to 
COVID-19

Value for money destination

I prefer domestic trips at this pandemic time

I purchased Sia Sitok Sarawak packages

Other reasons

1

2

3

4

5

6

(Source: Sarawak Residents Travel Research,
STB May 2021)

Main reasons to choose Sarawak as 
a holiday destination

4.

A significant number of respondents indicated that 
they would like to make holiday trips to Sarawak 
to explore the beauty of the state (61.6%), and its 
natural and cultural attractions, while 48.7% 
preferred domestic travel during the pandemic.

Safety and security were cited as other reasons 
to make trips within Sarawak (39.1%). A very low 
percentage (9%) purchased SSS packages.

Sarawak residents’ travel demands 
inside Sarawak

5.

Sarawak Residents' Demands -
Intrastate Travel

i) Preference of accommodation

Hotels

52.2%
Homestay

27.9%

Friends and
relatives' residence

9.8%

Service
apartments

9%

Hostels

1.5%

ii) Duration of trips

Overnight trips 
3D2N

54.9%

Longer than 
2-night trips

30%

Day
trips

15%

(Source: Sarawak Residents Travel Research,
STB May 2021)
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In terms of accommodation preference, a higher 
percentage of respondents preferred to stay at 
hotels (52.2%) followed by homestays (27.9%). In 
2020, the residents' survey results showed the same 
trend as well. Based on the duration of stay, more 
than half of the residents (54.7%) wished for an 
overnight trip such as 3D2N within the state 
and 30.1% preferred a longer than 2-night trip. 
A minimal population would like to do day trips 
(15%). This indicates that the locals prefer spending 
overnight trips in Sarawak.

Sia Sitok Sarawak (SSS) campaign 
visibility and perception of Sarawak 
residents

6.

The results of the study indicated that, more than 
half of the respondents were aware of SSS (60%). 
However, 40% were still unaware of SSS. This 
indicated that the SSS campaign needed more 
advertisement and publicity within the state.

Main Information Channels Used To Get Info 
About Sia Sitok Sarawak (%)

Facebook/
Instagram

67.9%

Word-of-mouth/
family/friends

33.5%

STB website

13.9%

Travel agents/
tour operators

24.5%

Other social
media channels

20.4%
Newspapers

15.7%

TV/
Radio

14.0%
Brochures

10.8%

(Source: Sarawak Residents Travel Research,
STB May 2021)

The results of the analysis showed that social 
media such as Facebook and Instagram (67.9%) 
were the main information channels to disseminate 
information about SSS, followed by word-of-mouth 
(WOM) 33.5%. STB’s website (32.7%) was also shown 
to be a good avenue to popularise SSS among 
intrastate travellers. The analysis further revealed 
that travel agents/tour operators, newspapers, 
TV/radio played a major role in the popularisation of 
SSS packages.

SSS is a good initiative to facilitate travel inside 
Sarawak and restore travellers' confidence:

Opinion of Sarawak Residents

0.00%

5.00%

10.00%

15.00%

20.00%

25.00%

30.00%

35.00%
28.30%

45.00%

40.00%

50.00%

1.10%0.60%

25.70%

44.40%

Strongly
Agree

Strongly
Disagree

Disagree
No

Opinion
Agree

72.7%
strongly agreed/ 
agreed SSS good 
to boost traveller 

confidence

(Source: Sarawak Residents Travel Research,
STB May 2021)

Perception of Sarawak Residents towards
Sia Sitok Sarawak (SSS)

A significant number of respondents agreed that 
SSS was a good initiative by Sarawak Tourism 
(72.7%). Among these, 44.4% agreed and 28.3% 
strongly agreed that this intrastate marketing 
campaign helped to create a momentum in 
staycations. It has created confidence among 
travellers to take holidays during new norm travel 
and at the same time enjoy the holiday packages.
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Intrastate travellers’ level of interest 
in Sarawak tourism products/
activities within the state

7.

The data revealed that intrastate travellers are more 
interested in nature-based activities. The items highly 
in demand are authentic local food (81.3%), waterfalls 
and eco-park visitation (81%), beach tours, sunset/ 
mangrove tours (80.7%) followed by wildlife tours, 
national park visits, cruising and dolphin watching, 
highland tours, caving and island tours and fishing.

1 2 3 4 5 6

Sarawak Residents: High Demand Tourism 
Products/Activities Inside Sarawak

7 8 9

8
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%

7
7

.6
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%
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.3
0

%

7
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%

Authentic Local Food Experience

Waterfalls and Eco-park Visit

Beach Tours, Sunset/Mangrove Tours

Wildlife Tours and Rainforest Visits

National Parks

Cruising and Dolphin Watch

Highland Tours

Cave Tours/Visit Mulu Caves

Island Tours and Fishing

1

2

3

4

5

6

7

8

9

(Source: Sarawak Residents Travel Research,
STB May 2021)

3)

4)

5)

6)

7)

8)

Flexible cancellation policies and 100% refund

Longer duration in booking period and travelling 
time

Frequent connectivity based on the SSS packages 
for ease of travel

Airline collaboration for marketing and promotion 
– MASwings and AirAsia

Promotions through hotels and airline marketing 
teams.

Collaborate with universities/schools to offer 
packages with discounted prices.

Recommendations to boost intrastate travel

1)

2)

Aggressive marketing campaigns – integrated 
marketing online and offline

Increase awareness about intrastate travel among 
residents 

Aggressive marketing campaigns to
enhance visibility of SSS

RECOMMENDATIONS/
STRATEGIC DIRECTIONS TO
BOOST INTRASTATE TRAVEL

1

• Online and offline marketing and
promotion, social media promotion,
peer-to-peer promotion, press releases, 
promotional activities both in rural and 
urban areas.

Digital marketing and promotion2
•

*

Social media posts and ads

User Generated Content (UGC) use in
digital promotion to boost the purchase
intention for SSS packages among
residents.

Flexible cancellation policies and refund
options

3

•

*

To increase consumer confidence to
purchase the packages.

Longer duration in booking period and 
travelling time.

Frequent connectivity (air, land and water)4
• Frequent connectivity based on the SSS 

packages for ease of travel.
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All residents in Sarawak has a beneficiary of SSS5
•

*

Collaborate with universities/schools to offer
packages at discounted prices (student group rate).

Encourage residents to participate through road 
shows and TV/Radio advertisement.

Travel with care6
• Constantly monitor the SOPs 

and update the travellers 
through digital platforms.

2 STATE-WIDE STUDY ABOUT SOCIO-ECONOMIC IMPACT OF 
TOURISM AND SARAWAK TOURISM’S ROAD TO RECOVERY –
COMMUNITY PERSPECTIVES

Research Objectives:

1)

2)

3)

To identify the economic impact of tourism among 
the host communities in Sarawak pre-COVID-19 
(employment generation, income level and 
standard of living).

To identify the social impact of tourism among 
the local communities in Sarawak (social mobility, 
educational standards, quality of life and health 
standards) pre-COVID-19.

To study COVID-19’s impact on socio-economic 
conditions of local communities who are directly 
and indirectly involved in Sarawak’s tourism industry 
(current situation).

4)

5)

6)

To investigate the influence of Sarawak 
Tourism’s recovery and rebuilding 
programmes on uplifting the Sarawak 
tourism industry.

To examine the local communities’ 
confidence level in STB’s 3R strategy – 
Recovery, Rebuilding and Redialling 
programmes.

To develop recommendations/recovery 
models/solutions for Sarawak tourism to 
overcome the impact of the COVID-19 
pandemic.
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To identify the economic impact of tourism among the host
communities in Sarawak pre-COVID-19
(Employment generation, impact on income level and standard of living)

Objective 1:

Key findings of the study

Employment Generation
Quantitative Results

Job Opportunities
for locals:

59%

Job Opportunities
for women:

59%

Job Opportunities
during peak seasons:

58%

Job Opportunities
for part time workers:

60%

Increase household
income:

57%

Cross Tabulation
Analysis:

B40

Income Level
Quantitative Results

Opportunity to
sell local products:

63%

Earn side
income:

58%

Earn high salary/
wages:

65%

Qualitative Results
• Inbound tourist
• Homestay occupied
• Handicrafts
• Cross Tabulation Analysis:

 B40 and M40,
Women, SPM

Methodological framework

Methodology applied:

• Mixed method
(both qualitative and quantitative)

Quantitative Method:

•

•

•

Survey method applied.

Questionnaires used as instruments for data 
collection.

Total sample size: 2,000 respondents
participated in the survey.

Qualitative Method:

•

•

•

Interview method applied.

Unstructured interview checklists used for 
data gathering.

Total sample size: 27 respondents 
participated in the interview, representing 
Sarawak tourism industry’s major 
stakeholders, tour operator/travel agent 
associations, academicians, tour guide 
association, Government officials etc.

Qualitative Results



This objective analysed the local communities’ 
economic benefits from tourism growth in Sarawak.

1

2

Based on employment generation, a higher 
percentage of the communities mentioned 
that tourism growth created both part-time 
and full-time job opportunities. Additionally, 
it has the potential to create jobs for 
women. During the qualitative analysis 
interview sessions, it was found that tourism 
benefited single mothers’ income and that 
women and single mothers involved in 
the tourism business gained more 
entrepreneurial skills. B40 communities 
benefited more from tourism growth in 
villages of Sarawak.

In terms of income generation, a significant 
number of industry stakeholders during the 
interview session stated that tourism 
improved communities' income levels 
through creating jobs and developing 
small tourism-based enterprises. For those 
working as tour guides in remote villages 
like Bario, international tourist visits gave 
them opportunities to learn new languages, 
understand new cultures and at the 
same time, get employment which 
directly increased their income levels. The 
quantitative results showed that 59% of the 
local communities agreed that the tourism 
industry increased their household income, 
63% of local communities strongly agreed 
that tourism growth provided chances to sell 
their local products and 65% that tourism 
growth gave them the opportunities to 
earn higher income. Nearly 60% of the 
respondents agreed that the tourism 
industry in Sarawak provided prospects to 
the local communities to earn a side income 
depending on the seasonality of tourist 
arrivals. In cross-tabulation analysis, most of 
the beneficiaries were from the categories 
of B40, M40 and women.
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Penawan Waterfalls, Limbang
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Standard of Living
Quantitative Results

Finance projects to
improve local
communities health:

68%

Reduce income
inequality among
the local communities:

58%

67%

Finance projects in
improving the basic
infrastructure:

Getting
tourism grant
and subsidy:

69%

Qualitative Results
• 37% agreed improve
   standard of living
• Infrastructure and Facilities
• Cross Tabulation Analysis:

B40, Women,
SPM

In terms of standard of living, based on interviews 
with stakeholders, 37% strongly agreed that the 
standard of living among the local communities 
had increased due to employment generation from 
tourism. The survey results revealed that 60% of the 
respondents strongly agreed that tourism growth 
had positively impacted the local communities’ 
standard of living.

To identify the social impact of
tourism on host communities
in Sarawak pre-COVID-19

Objective 2:

Social Impact : Qualitative Results

SOCIAL MOBILITY

60% agree that tourism in Sarawak managed 
to improve social status, however did not
specifically relate the impact on social mobility.

EDUCATION STANDARD

72% agree that the Sarawak tourism industry 
improved education levels among the local 
community.

QUALITY OF LIFE

37% agree that Sarawak tourism improved the 
local community's quality of life.

HEALTH STANDARD

28% suggested that to attract buy-in 
from potential tourist, both federal and state 
governments should play important roles to 
ensure that better healthcare facilities and 
treatment are available.
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Kampung Punang, Limbang

Social Impact: Quantitative Results

SOCIAL MOBILITY

Changes the social status of the local
community.

Eliminates social class disparity among local 
communities.

Does not discriminate social class
background within the local community.

Every individual in the local community is 
involved in the tourism activity in my area.

•

•

•

•

Improved understanding on achieving a
better health standard.

Positive emotional feeling within the local
community.

Influence the authority to provide better
healthcare to the local community.

High number of tourists led to overcrowding 
in the same area.

•

•

•

•

HEALTH STANDARD

>60%

QUALITY OF LIFE

Tourism improves local community's quality
of life.

Expanded the local community's knowledge 
about the world.

Influenced the local community to better
understand others.

Has led to improved understanding of local 
heritage.

•

•

•

•

Increased visibility of Sarawak at the global 
level.

Drives the local community to equip
themselves with fluency in other languages, 
such as English.

Improved the level of education within the 
local community.

Created better understanding among
different cultures.

•

•

•

•

EDUCATION STANDARD

>50%
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To study COVID-19's impact on the 
socio-economic conditions of local 
communities directly and indirectly
involved in Sarawak's tourism
industry

Objective 3:

Results from the interview sessions regarding 
COVID-19's impact confirmed that it has had 
a devastating impact on the tourism and 
hospitality sector. In the year 2020, hotel 
occupancy dropped 70%, revenue for the 
hotel industry plummeted 85% due to the 
cancellation of international flights and locals 
were also avoiding travel.

CURRENT SITUATION

Shutdown of hotels and homestays.

Change of nature of business, especially 
local tourist guides .

Park guides were badly affected.

•

•

•

SMEs’ income are significantly reduced.

Boat services were at a total standstill 
for a period of time (beginning of the 
MCO).

Yearly events cancelled.

Most of the companies have been
unable to meet current Operating
Expenses (OPEX).

Companies that are still in business 
must incur additional costs in order to 
comply with the Government's
directives (COVID-19 Standard
Operating Procedures).

•

•

•

•

•

Survey results regarding COVID-19's impact 
revealed that tourism industry players 
experienced difficulties in promoting local 
handicrafts and products (65%), logistics 
disruption (64%), and event cancellations (57%) 
which have affected their businesses. Finally, 
56% of all respondents stated that the severity 
of the pandemic may force their business to close.
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To investigate the influence of
Sarawak Tourism’s recovery and
rebuilding programmes to uplift
the Sarawak tourism industry

Objective 4:

Based on interviews with respondents from the 
MAH Northern and Central regions, MOTAC, and 
MATTA for the hotel industry, all industries have 
gained momentum from the financial assistance 
provided by the Government.

Hotels received financial aid as a result of 
becoming quarantine centres for those entering 
Sarawak. The respondents agreed that by 
becoming quarantine hotels, management was 
able to ensure the hotels' continuity of operation 
and employee retention.

Both respondents from MAH in the Northern 
and Central regions also stated that the 
Government's Wage Subsidy Programme has 
aided hoteliers who have been economically 
impacted as a result of COVID-19, allowing them 
to continue operating their businesses.

These assistances are intended to alleviate the 
financial burden on those in the local communities 
who are directly and indirectly involved in the tourism 
industry.

Kuching
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To develop recommendations/
recovery models/solutions for
Sarawak tourism to overcome the 
COVID-19 pandemic

Objective 6:

• Community
   Empowerment

• Creative and innovative
   products
  
• Experiential tourism

• Conservation Plan Team

• Interconnectivity

• Kampung Stay

Ecotourism/
Responsible Tourism

• Promoting the state's
   universities

• Summer camp or gap
   year programme

• Heritage and culture
   destinations for
   educational trips

• Sarawak tourism
   presence in potential
   education market

Educational Tourism

• Equipment

• Places of interest

• Content writer

• Photographer

• Game developer

• Financial digitalisation

Virtual Tourism

• Hospitals and Specialists

• Medical Tourism
Ecosystem

• Medical Tourism
packages

• Alternative Medicine

Medical Tourism

PRODUCTS

Community-Based Tourism (CBT)

• Connecting the local community

• Educating the local
community

• Cooperative ownership

• Community 
products

• Local business

• Storytelling

To examine the local communities’ 
confidence level towards Sarawak 
Tourism Board’s 3R strategy:
Recovery, Rebuilding and Redialling

Objective 5:

QUANTITATIVE RESULTS:
(Level of agreement)

3R strategy ensures sustainability
in Sarawak tourism

69%

Sarawak Tourism Ambassadors

Boost confidence of the
local communities

66%

Financial assistance in 3R strategy 
assists the local communities

66%

Training is given in tandem
of the 3R strategy

67%
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3 SARAWAK TOURISM- DESTINATION VISIBILITY, TOURISM 
PRODUCT APTNESS FOR INDIAN CONSUMERS AND
TRAVEL INTENTIONS TO SARAWAK POST-COVID-19:
PERCEPTIONS FROM ITB INDIA TOURISM INDUSTRY 
STAKEHOLDERS

Main objectives

•

•

•

•

To understand the visibility of
Sarawak among Indian travel 
agents/tour operators.

To know about the main
information sources used by 
travel agents to get to know 
about Sarawak.

To analyse Sarawak tourism 
product aptness among Indian 
consumers during the new 
norm travel.

To identify Indian consumer
demand items/tourism
products and activities in
Sarawak.

Findings

Rating of Sarawak tourism products in the Indian 
consumer market.

Rating of Sarawak Tourism Product Aptness 
among Indian Consumer Market (%)

Very much 
suitable

Very suitable No opinion

0%

25.00%

30.00%

35.00%

40.00%

45.00%

50.00%

28.60%29%

42.90%

10.00%

15.00%

20.00%

5.00%

(Source: Indian Market Stakeholder
Response Survey STB, April 2021)

Sri Aman

cont’d
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Visibility of Sarawak among Indian tourism 
stakeholders.

Have you heard about Sarawak?

(Source: Indian Market Stakeholder
Response Survey STB, April 2021)

YES
71.40%

NO
28.60%

A total of 71.4% had heard about Sarawak. 
However, 28.6% were not aware of Sarawak, and 
were only aware of the states in West Malaysia. 
The Indian agents mentioned that the TM office in 
Mumbai did not provide much information about 
Sarawak.

Information sources about Sarawak in Indian 
market.

(Source: Indian Market Stakeholder
Response Survey STB, April 2021)

0.00%

Brochures/newspapers

10.00% 20.00% 30.00% 40.00% 50.00% 60.00%

Travel fairs/B2B session

Travel agents/tour operators

Sarawak Tourism Website

Friends/WOM

Internet

Information Sources about Sarawak (%)

16.70%

16.70%

16.70%

50%

16.70%

50%

SARAWAK TOURISM BOARD

Miri
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The data revealed that the information that Indian 
travel agents got about Sarawak were mainly from 
Sarawak Tourism Website and B2B sessions/travel 
fairs (50%).

Demand level of Sarawak tourism products and 
activities in Indian market

Sarawak tourism products and activities - 
demand level in Indian consumer market

0%

10%

20%

30%

40%

50%

60%

70%

90%

80%

100%

191 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18

1.

2.

3.

4.

5.

6.

7.

8.

9.

Museums, culture and 
heritage places

Health/Medical tour

National parks and
wildlife tours

Orangutan
rehabilitation and
wildlife conservation

City tours and shopping

Rainforests and
mountains

Bird watching, frog tours 
and photography

Authentic local food

Music festivals and 
events

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

Adventure tours/
mountain biking/hiking 

Cycling jungle trekking

Kayaking, fishing and 
diving

Educational tours/
vacation camps

Island tours and dolphin 
watching

Malaysia, My Second 
Home/Investments

MICE/Team building 
trips/incentive travel

Beach tour and sunset

Visit caves and waterfalls

Longhouse stay and
village tour

Very high demand

High demand

Moderate demand

Low demand

Very low demand

(Source: Indian Market Stakeholder
Response Survey STB, April 2021)

Based on the opinion of Indian tour operators/ 
travel agents, five (5) items were in high demand 
among their consumers. These included:

1.

2.

3.

4.

5.

6.

7.

Rainforests and mountains 
100%

National parks and wildlife tours

Caves and waterfalls 100%

MICE/Team building activities and 
incentive travel

Adventure tours, hiking and 
mountain biking 100%

Beach tours and sunsets 100%

Orangutan rehabilitation and
wildlife conservation 86%

Strategic directions to penetrate 
Indian market

Strategic directions for penetrating Indian market are 
as follows:

1 Build foundation and enhance visibility of
Sarawak in Indian market

Increase awareness about Sarawak in Indian market 
through Sarawak tourism product presentation 
(webinars) digital promotion, storytelling and B2B/ 
B2C sessions.

Based on Indian consumer tourism demand items, 
activities and preferences. The tour packages are 
directly connected with consumer demand.

Integrated marketing approach (online and offline). 
Deliver tourism products and activities to Indian 
visitors in a better way. Personalise our marketing 
to ensure what reaches our target audience is most 
relavant and compelling, and this will generate more 
positive results.

2 Target right consumers with right tour 
packages

3 Integrated marketing approach
- Post-COVID-19

(Source: Indian Market Stakeholder
Response Survey STB, April 2021)
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4 ASEAN MARKET RESEARCH 2021- ASEAN TOURISM
MARKET ANALYSIS: COVID-19 AND INDUSTRY RESPONSE
TOWARDS NEW NORM TRAVEL

Research Objectives

•

•

•

•

•

•

•

•

•

•

To understand visibility of Sarawak in
ASEAN market.

To find out the main information channels 
used by ASEAN stakeholders to get
information about Sarawak.

To analyse stakeholders' response on 
COVID-19's impact towards the tourism
business sector in the ASEAN region.

To compare ASEAN and Sarawak tourism 
industry stakeholders’ response on
COVID-19's impact towards business.

To understand the travel interest of
ASEAN consumers after COVID-19/
new norm travel.

To identify ASEAN consumer expectations 
for selecting a destination during new norm 
travel.

To understand Sarawak’s potential as a 
preferred tourism destination in the ASEAN 
market during new norm travel.

To study issues faced by travel agents in 
selling Sarawak in the ASEAN region.

To identify Sarawak tourism products 
demand level in the ASEAN consumer
market during post-pandemic travel.

To provide strategic directions for
marketing and promotion of Sarawak in the 
ASEAN region during the new norm travel.

Key Findings of the study

Stakeholders from the ASEAN region that 
participated in this study were from Singapore 
(25%), Indonesia (37.5%), Malaysia (9.37%) and the 
Philippines (18.75%). The main findings were:

1 94% of the respondents know about 
Sarawak. The main information sources are 
travel agents/tour operators (75%), internet/ 
Google search (68.8%) and finally B2B 
sessions or travel fairs (65.6%).

2 Consumer selection of destinations was 
based on:

ASEAN consumers' expectations for
selecting a destination during the

new-norm travel - Stakeholder perspectives

0%

10%

20%

30%

40%

50%

90% 81.30%

56.30%

78.10%
84%

60%

70%

80%

18.75%

1 2 3 4 5

Follow strict COVID-19 protocols/SOPs
at the destination

Preference towards less crowded places

Nature friendly tours/eco-tours

Search for health and safety facilities at the 
destination

Other expectations

1

2

3

4

5
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Very high demand/high demand
Sarawak tourism products in ASEAN market

Authentic local food 84.4%

1

2

Beach tour, sunset and mangrove tour 75.1%

From these results it can be understood that during 
the new norm travel, consumer demands were 
mainly for nature and authenticity which were the 
primary concern for travel. Consumers mainly 
checked for COVID-19 protocols at the destinations, 
preferred low population destinations (78.1%) and 
the health and safety facilities at the destination.

*Other expectations

Prefer privately arranged trips, FITs, small group 
travel. (4 - 5 pax)

Incentives and initiatives by the destinations to 
protect visitors.

Travel with family/close friends only and not big 
group tours with strangers.

Safety and to search the info about the 
destination regarding how to manage the 
COVID-19 situation.

Affordable rate.

(Source: STB Research, ASEAN Market April 2021)

• Follow strict COVID-19 protocols/
SOPs at the destination

84%

• Search for health and safety
facilities at the destination

81.3%

• Preference towards less
crowded places

78.10%

Bakelalan, Limbang
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BRUNEI

Collaborate with TM Brunei - Sarawak tourism 
product webinar (virtual) and update SOPs to 
enter Sarawak.

Frequently update Sarawak tourism products
and packages. *($)

Integrated marketing and promotion
(online and offline). *($)

Work with travel agents on 3D2N/4D3N trips 
offers based on new norm travel.

Cross-border tourism with strict SOPs.

•

•

•

•

•

Strategic Directions for Marketing and
Promotion of Sarawak in ASEAN Market: 

2021 - 2022 Travel Rebound

3 High demand Sarawak tourism products in 
the ASEAN market were:

Authentic food
84.4%

Beach tours, sunset and
mangrove tours

75.1%

National park visits and 
wildlife tours

68.8%

Rainforests and mountains
68.7%

City tours and shopping
56.2%

Kayaking, fishing and diving 53.1%
(Source: STB Research, ASEAN Market April 2021)

7

6

Museums, culture and heritage places 53.2%

5

City tours and shopping 56.2%

4

Rainforest and mountains 68.7%

3

National park visit and visit wildlife tours 68.8%
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INDONESIA SINGAPORE

*($) = symbolise the areas the budget allocation needed. (Source: STB Research, ASEAN Market April 2021)

Frequent updates on Sarawak tourism
products (virtual).

SOPs and COVID-19 protocol updates.

Medical tourism - Healthcare facilities and
treatments.

B2B sessions in strategic locations in
Indonesia - Pontianak and Jakarta. *($)

Product publicity (online and offline) with rich 
content - leisure travel. *($)

To collaborate with travel partners, FAM Trips. *($)

Industry collaboration - Traveloka Indonesia and
Global Tiket Network. *($)

•

•

•

•

•

•

•

Frequent updates on Sarawak tourism
products (virtual).

SOPs and COVID-19 protocol updates.

Product publicity (online and offline) with rich 
content - leisure travel, experiential tourism. *($)

Highlight geographical space in tourism spots 
and sustainable practices.

Nature-based tours (rich content). *($)

Engage with travel intermediaries. *($)

•

•

•

•

•

•

SSS travel packages based on consumer demand.

Strict SOPs, health and safety protocols.

•

•

2 Travel Begins at Home -
Boost Staycation

1 Green Bubble Travel
(Safe travel corridors)

Green bubbles will be created based on 
COVID-19 scenario and % of population covered 
by vaccination.

•

Domestic. *($)• Intrastate. *($)•

3 Aggressive Digital Marketing and
Promotion

Social media marketing. *($)

Rich content based on consumer interest *($)
nature, adventure, eco-tours and food.

Digital roadshows/FAM Trips. *($)

•

•

•

4 Responsible tourism/
Sustainable tourism

Eco-friendly travel.

Tourism product enhancement/development. *($) 
for safe sustainable travel.

•

•
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5 HEALTH TOURISM IN SARAWAK IN RESPONSE TO
COVID-19: MEDICAL TOURISM STAKEHOLDERS'
RESPONSE AND THE WAY FORWARD

This research was conducted in 
alignment with Sarawak’s Post-
COVID-19 Development Strategy 
2020 - 2030, with one of the key 
themes, “Tourism Beyond Leisure”. 
Sarawak is an emerging health 
tourism destination in Malaysia. 
COVID-19 devastated the health 
tourism industry around the 
world. Sarawak’s health tourism 
sector was affected by the impact 
of COVID-19. The Board has 
taken tremendous initiatives to 
rejuvenate the health tourism 
sector in Sarawak. This research 
focused on Sarawak medical 
tourism stakeholders’ perceptions 
towards the development of 
health tourism in response to 
COVID-19.

Sarawak's top medical visitor arrival countries and medical tourism revenue from 2017 - 2022

2017 
2018 
2019 
2020
2021

60.50mil
69.82mil
76.4mil
26.5mil
8.9mil

44,662
53,529
56,800
22,000
11,385

Year Total Revenue (RM) Total no. of health care travellers

Medical Tourist Arrivals in Sarawak: An Overview

Note:
The year 2019 saw the highest number of medical tourists 
arrivals in Sarawak and the highest revenue earnings.

COVID-19 negatively impacted the medical tourist arrivals in 
Sarawak, with 2021 showing the lowest number of arrivals and 
revenue over the past four years.

(Source: STB Research January 2022: Sarawak Medical Tourism)

26,500

2,000

800

600

300

5,600

44,700

41.67mil

1.78mil

0.5mil

0.3mil

0.3mil

3.4mil

60.5mil

41,000

3,400

1,100

800

300

7,000

53,500

60.3mil

3.10mil

0.6mil

0.6mil

0.4mil

4.7mil

69.8mil

44,700

3,500

1,200

800

500

6,100

56,800

66.3mil

3.9mil

0.8mil

0.6mil

0.5mil

4.3mil

76.4mil

10,800

1,400

500

300

100

3,900

22,000

15.90mil

1.3mil

0.4mil

0.2mil

0.1mil

3.3mil

26.5mil

Indonesia

China

Philippines

India

Brunei

Others

TOTAL

2017 RM 2018 RM 2019 RM 2020 RMCountries

Annual Medical Visitor Volume and Revenue (RM)

(Source: STB Research January 2022:
Sarawak Medical Tourism)

Note:
Indonesia accounted for the highest number of 
medical tourists to Sarawak followed by China.
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OBJECTIVES:

1)

2)

3)

4)

To understand the effectiveness of the
engagement session with MHTC and STB.

To identify medical tourism stakeholders’
perceptions towards the initiatives taken by STB 
and MTAC to boost medical tourism in Sarawak.

To understand the initiatives on the part of
medical tourism stakeholders to empower
medical tourism in response to COVID-19.

To develop strategic directions for the
rejuvenation of medical tourism in Sarawak.

MAIN FINDINGS:

Sarawak’s health tourism sector mentioned that 
they would like to join MHTC (Malaysia Healthcare 
Travel Council) as they indicated it would help 
to get more exposure, enhance marketing and 
promotion, and make Sarawak a fertility hub in 
Malaysia. By becoming members of MHTC, 
they believed that it opened up strengths and 
opportunities in medical tourism.

According to the stakeholders’ opinion, the 
Department of Immigration should quicken the 
approval of My Travel Pass applications of 
international patients and their immediate family 
members.

The participants want the medical tourism 
industry stakeholders’ engagement session to be 
held once every quarter with Sarawak Tourism 
Board and MHTC.

ANNUAL REPORT 2021

cont’d

Sematan, Kuching
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RECOMMENDATIONS

STRATEGIC DIRECTIONS TO BOOST HEALTH TOURISM
IN SARAWAK POST-PANDEMIC

1

2

3

4

(Source: STB Research January 2022: Sarawak Medical Tourism)

Strong public-private
partnerships between

government and
private sector.

Investment in health care 
technologies for developing 

medical facilities, staff
training, medical labs, vaccine

development institute,
biotechnology and virology 
lab with the help of Ministry 

of Health (MOH).

Collaborate with John
Hopkins University medical 
centre for getting training in 

specific medical fields to
enhance staff medical

knowledge and service quality. 
MOH Sarawak to take

necessary steps for these
initiatives.

Ministry of Health inspire and 
motivate hospitals to receive 

international awards for 
excellent quality health care 

services.

5

To provide valuable medical 
tourism related information to 

prospective medical
tourists about the services 

offered and prevent
communication barriers by 
availing trained staff who 

speak multiple languages.

6

To attract more international 
health tourists, hospitals must 
design strategies that provide 

a stress-free experience for 
the patient.
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Due to the COVID-19 pandemic, RWMF was 
cancelled in 2020. However, maintaining the 
presence of the festival was significant – especially 
among festival-goers and fans who have been 
following this iconic music festival over the years. 
Most importantly, we had to keep the iconic brand 
alive and to announce the festival dates for 2022.

For 2021, the virtual marketing experience initiatives 
took place on 18 – 20 June 2021 for Rainforest 
World Music Festival (RWMF) and 25 - 27 June 
2021 for Borneo Jazz Festival (BJF) from 6.00pm to 
7.30pm daily and live on various platforms such as:

RAINFOREST WORLD MUSIC FESTIVAL 
(RWMF) AND BORNEO JAZZ FESTIVAL 
(BJF)

2021 ACTIVITIES AND ACHIEVEMENTS

Festival Virtual Platform
(virtualrwmf2021.xpoexpo.live and

virtualbj2021.xpoexpo.live)

Facebook (STB, RWMF and BJF)

TVS Facebook

TVS Channel –
Astro and MYTV

Shopee Live

Sarawak Tourism Board
YouTube Channel

By embarking on virtual marketing of the festivals 
2021, the Management focused on the 
following objectives:

(RWMF – 17-19 June and BJF – 24-26 June)

i)

ii)

iii)

to keep the two festivals on the public's radar.

to capture a greater audience via digital
presence.

to promote dates for RWMF and BJF for
year 2022.

86
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Although the Return on Investment (ROI) 
might not be in monetary terms, data 
harvesting was equally important for future 
RWMF and BJF to be on the public's radar.

We successfully achieved the following for 
RWMF and BJF 2021 respectively: -

3-day virtual experience, 402,865 viewers for 
both broadcast and online media.

149,644 viewers for online media only
(excluding TVS Live Broadcast).

Registered viewers from 79 countries
worldwide.

Social media boosting was carried out with 
the Return of Investment reaching a total 
number of 1,273,934 users (number of
people who viewed the ad) and with 
2,208,215 impressions (number of times
the ads were played). This translated to
engagement figures of 338,249 (number
of interactions – shares, comments, etc)
with a breakdown of RM0.017 cost per
engagement and RM0.13 cost per link click.

Communications, promotion and marketing 
were done through various media platforms 
such as Facebook, Magazine, Newspaper, 
Online, Twitter with a total PR value of 
RM1,517,719.00.

Both RWMF and BJF via TVS platform have 
achieved brand visibility equated
impressions of 800,000 eyeballs based
on 3-week traffic flows.

Ø

Ø

Ø

Ø

Ø

Ø

Rainforest World Music Festival 2021
– A Virtual Experience

1.

Online survey: 833 respondents.Ø

i)

ii)

iii)

93.5% Malaysians, 6.5% foreigners

60.6% female and 36.9% male

Majority of the respondents were in the 
age range of 20 to 39 at a total
percentage of 72.1%

To identify the information sources used by 
the visitors to get to know the RWMF
2021 Virtual Experience, findings can be 
summarised as follows:

Ø

i)

ii)

54.8% had never attended the RWMF
pre-COVID-19.

A significant number of respondents
got to know about the RWMF Virtual
Experience via online social media 
(73.9%).

For both RWMF and BJF, Sarawak Multimedia 
Group through TVS supported with
2 commercials and 3 complimentary
deliverables with media value of 
RM1,475,000.00.

Ø

(Source: RWMF Virtual Event 2021 Survey Report,
STB July 2021)

*A higher % of the respondents opined 
that the event experience was excellent 
(43%).

*38.4% have indicated that the virtual 
event was good. Overall 81.15% 
(676/833) had positive festive 
experience in RWMF 2021.

Rating of RWMF virtual 2021 visitor experience (%)

0.00%

RWMF Virtual Experience 2021 -
Visitor Experience Rating (%)

5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00%

Excellent

Good 

Fair

Poor

Very Poor

4.10%

13%

1.80%

38.40%

42.70%

81.15%
Positive

Experience
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Borneo Jazz Festival 2021 – A Virtual Journey2.

Viewers' experience and satisfaction towards RWMF 
2021 Virtual Experience: -

i)

ii)

We have achieved a high number of satisfied 
visitors with 81.1% positive experience.

A higher percentage of the respondents
indicated that their reason for joining this virtual 
experience was because of their love for music 
(79.6%), followed by reasons such as relaxation 
and enjoyment, and excitement towards the 
RWMF Virtual Experience.

iii)

iv)

A great number of them were also supportive 
and shared this experience on social media 
(76.6%) with majority using Facebook (75.1%) to 
share this experience.

Based on level of satisfaction, we have achieved 
79.8% satisfaction from online viewers.

3-day virtual journey, 244,637 viewers for 
broadcast and online media.

116,961 online viewers from 43 countries 
worldwide.

Ø

Ø

Social media boosting was carried out with 
the Return of Investment reaching a total 
number of 1,073,036 users (number of 
people who viewed the ad) with 1,286,281 
impressions (number of times the ads were 
played). This translates to engagement 
figures of 248,471 (number of interactions 
– shares, comments, etc.) with a breakdown 
of RM0.01 cost per engagement and cost 
per link click was recorded at RM0.02 and 
RM0.13 respectively.

On the Communications Unit side, promotion 
and marketing were done through various 
media platforms such as Facebook,
Magazine, Newspaper, Online News and 
Press Releases, Twitter with a total PR value
of 1,025,559.00.

Both RWMF and BJF via TVS platform
have achieved brand visibility equated
impressions of 800,000 eyeballs based
on 3-week traffic flows.

Ø

Ø

Ø
Audience experience and satisfaction:Ø

i)

ii)

We have achieved a high number of 
satisfied audiences with 87.5% positive 
experience.

A higher percentage of the respondents 
indicated that their reason for joining 
this virtual journey was for relaxation and 
enjoyment (70.3%).

iii)

iv)

Majority of the respondents were in
the age range of 30 to 49 at a total
percentage of 57.3%.

66.7% never attended the BJF
pre-COVID-19.

As for the information sources used by the 
visitors to get to know the BJF 2021 Virtual 
Journey, findings can be summarised as 
follows:

Ø

i)

ii)

iii)

A significant number of respondents got 
to know about the BJF 2021 Virtual
Journey through Facebook or social 
media platforms with a percentage of 
60.4% followed by www.borneojazz.com 
at 27.6%.

84.4% of the audience shared the event 
on their social media platforms.

Majority of the massive support came 
from sharing on Facebook (79.3%)
followed by Instagram (52.5%).

Online survey: 192 respondentsØ

i)

ii)

78.6% Malaysians, 21.4% foreigners.

51.3% female and 48.7% male.
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Borneo Jazz Festival Virtual Experience audience experience and satisfaction

Highest percentage (87.5%) had rated it a positive 
experience i.e. excellent or good. According to them, 
the main reasons for watching BJF Virtual Experience 
was as follow,

BJF virtual event experience rating
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(Source: Borneo Jazz Festival Virtual Experience 2021
Survey Report, STB July 2021)
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68.20%

6.80%

32.30%

70.30%

47.40%
43.80%

Reasons for watching
BJF Virtual Experience 2021 (%)

These first-of-their-kind virtual music events in 
Malaysia and the region were streamed live on 
multiple online platforms and on TV channels, 
providing a platform for local performers to 
showcase their culture and heritage.

STB also partnered with Shopee and GrabFood 
to provide retailers an opportunity to market and 
sell authentic Sarawakian food and tourism products 
such as handicrafts and souvenirs, to local 
audiences. Viewers were able to watch the 
performances, interviews and flashbacks and 
engage in conversation with other online users 
throughout the 90-minute event as well as watch 
virtual workshops from previous years from the 
Bidayuh, Iban, Chinese and Malay houses at the 
Sarawak Cultural Village.

The Rainforest World Music Festival (RWMF) and 
Borneo Jazz Festival (BJF) virtual experiences won 
the World Travel Market Responsible Tourism 
Awards 2021 as the ‘One to Watch”. Open to four 
regions (Africa, India, Latin America and the Rest 
of the World), the awards recognised excellence in 
responsible tourism, and selected RWMF and BJF 
in the “Destinations Building Back Better Post- 
COVID“ category.
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PATA DESTINATION MARKETING FORUM (vPDMF)

There were three virtual tours highlighted during 
the event which covering the southern, central and 
northern regions of Sarawak as follows: -

The PATA Destination Marketing Forum (vPDMF) 
was held virtually on 24 – 26 November 2021 with 
700 delegates representing 460 organisations from 
63 countries/destinations.

Initially, PATA expected 500 delegates worldwide 
to take part in the vPDMF21. However, due to 
overwhelming response, PATA increased the 
registration limit to 700 on the dedicated virtual 
platform.

“Experiences that Inspire” was the theme for the 
event. An immersive virtual experience of Sarawak 
through its conference content and experiential tours 
were planned accordingly.

Minister of Tourism, Creative Industry and Performing 
Arts, YB Dato Sri Haji Abdul Karim Rahman Hamzah 
was given the honour to do the closing remarks 
where as STB Chairman, YB Dennis Ngau was 
given the opportunity to do the welcoming remarks. 
We contributed with a case study, “Sustainability 
from Asia Pacific” by STB CEO, Puan Sharzede Datu 
Haji Salleh Askor, alongside Mr. Kadoi Ruluked, 
Managing Director, Palau Visitors Authority. Based 
on the survey conducted by PATA, Puan Sharzede 
was voted as one of the top two speakers for the 
three-day conference. In addition, a 'Fireside Chat 
- Experiences that Inspire' on the Rainforest World 
Music Festival was one of the topics at the two-day 
conference whereby the two speakers featured 
were Datu Aloysius Dris and Mr. Robert Basiuk.

Damai, Kuching

For the virtual showcase booth, four Sarawak 
agencies participated namely Tanoti Crafts, Lamin 
Dana, Centexs Commercial Sdn. Bhd. and Sarawak 
Craft Council.

PATA has benefited prominent players in the 
travel and tourism industry for nearly three quarters 
of a century, with strong media relationships that 
were deployed to cover the vPDMF21 and Sarawak 
as host destination at length. The vPDMF21 provided 
a broad global coverage and exposure, and enhanced 
Sarawak's reputation as a premier destination.

Virtual Tour 1:
Chase the Adrenaline (Kuching and

Semadang Kayak)

Virtual Tour 2:
Tellian, The Soul of Mukah

Virtual Tour 3:
Embrace Heritage in Lawas
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Sarawak Tourism Board (STB) has taken various steps to 
create a sustainable tourism industry since 2011.

Our tourism players adopt eco-friendly practices in their 
tourism products, such as encouraging bicycle-rides in 
rural areas or bird-watching in Sarawak’s lush rainforests.

RESPONSIBLE TOURISM

Making Responsible
Tourism Our Norm

As tourism players shift the way they operate, it is 
also vital that travellers take on a more responsible 
mindset. Travellers are encouraged to research 
the culture and practices before travelling. The 
world and its people are diverse and fascinating, 
and it is a privilege to experience different cultures 
and religions. Travellers can learn local customs, 
traditions and pick up the local language.

When it comes to eating, finding a place to 
stay and buying souvenirs, choosing where to 
spend money can have a massive impact on the 
community. By having dinner at a family restaurant, 
staying in a family-run guest house or purchasing 
a trinket from a street vendor, travellers are 
helping inject money directly into the local 
economy. Besides creating a more authentic travel 
experience, these practices also help locals 
create better lives for themselves.

When it comes to the footprint left behind, 
travellers must endeavour to conserve energy 
and water, cutting back on the consumption of 
plastic and taking public transport whenever 
possible.

All in all, responsible tourism must no longer be 
a niche part of tourism but the norm for every 
part of our sector. That means an opportunity 
to build back a much better sustainable tourism 
destination and create an industry that is more 
resilient.

RT Agenda

The implementation of Responsible Tourism is 
in conjunction with the Visit Sarawak Campaign’s 
focus on Experiential and Responsible Tourism. 
As per World Tourism Organisation, 2004, 
definition, responsible tourism is any form of 
tourism that can be consumed more responsibly. 
RT, which focuses on 3Es: ENVIRONMENT, 
EMPOWERMENT and ECONOMIC VIABILITY, 
requires that operators, hoteliers, governments, 
local people and tourists take responsibility, take 
action to make tourism more sustainable. 

cont’d

We promote homestays, encourage consumption of 
local food, and highlight local handicrafts and arts. 
Such community-based tourism can be found in areas 
such as Nanga Sumpa in Batang Ai where travellers can 
gain an insight into the lifestyle of the various tribes 
of Sarawak who have lived in the remote areas for 
generations. These efforts can generate economic 
activities for its residents, especially those from lower- 
income groups. Sarawak’s biggest and most renowned 
orangutan rehabilitation centre, Semenggoh Wildlife 
Rehabilitation Centre which is only 20km from Kuching 
City, is a sanctuary for the conservation of the orangutans 
in their natural habitat.

More importantly, STB takes environmental issues 
seriously and together with tourism players, we 
embark on activities like waste management, energy 
conservation and environmental education. We 
encourage tourism players in Sarawak to participate in 
green initiatives such as banning of single use plastics, 
upcycling used materials and exploring innovative 
solutions for waste management. These initiatives 
include the hotel industry turning food waste into 
compost or rural homestay operators converting 
used oil into soap products. At tourism-based events, 
separate bins are prepared to collect recyclable 
materials.
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•

•

•

•

Makes positive contributions to the conservation 
of natural and cultural heritage as well embracing 
diversity.

Provides more enjoyable experiences for tourists 
through more meaningful connections with local 
people, and a greater understanding of local 
cultural, social and environmental issues.

Provides access for physically challenged people.

Is culturally sensitive, encourages respect between 
tourists and hosts, and builds local pride and 
confidence.

In line with the UN Sustainable Development Goals (SDGs), the RT programme highlights three SDGs on 
Responsible Tourism, namely Quality Education (SDG 4), Responsible Consumption and Production (SDG 12), 
and Partnerships for the Goals (SDG 17).

DATE HOMESTAY
NO. OF TARGETED 

HOUSEHOLDS
BENEFICIARIESNO

15 October Homestay Melayu
Kampung Maludam, Betong

438 2,0971

16 October Kampung Telok
Melano, Sematan

84 2002

22 October Homestay Uma Belor Sungai 
Asap, Belaga

101 1,0003

Our RT Initiatives

Local Communities -
Homestays Initiative

I.

Since Visit Sarawak Campaign in 2019, 
we have been actively advocating 
Responsible Tourism. We now have 
extended the programme to the local 
community as part of our post-COVID- 
19 outreach initiative. We collaborated 
with a social enterprise, Fly Technology 
Agriculture Sdn. Bhd. (WormingUp) 
together with all registered homestays 
under Ministry of Tourism, Arts and 
Culture Malaysia (MOTAC) in Sarawak. 
The initiatives include knowledge 
sharing on waste management, 
educational training on soap making 
and distribution of hygiene essential 
kits. In the year 2020, we covered a 
total of 23 out of 46 homestays 
involving 6,508 households with 37,221 
beneficiaries.

For the year 2021, we set a target to complete the remaining 
balance of 23 homestays. However, following the extension of 
the Movement Control Order (MCO) imposed on inter-district 
travel in Sarawak, as well as some homestays being closed to 
visitors due to the pandemic, we had to reduce the number to 10 
participating homestays only. The initiative has benefitted a total 
of 1,750 households with 9,826 beneficiaries.

The details as follows:

•

•

•

Minimises negative social, economic and 
environmental impact.

Generates greater economic benefits for local 
people and enhances the well-being of host 
communities.

Improves working conditions and access to the 
industry involving local people in decisions that 
affect their lives and life changes.

RT is tourism which:
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Responsible Tourism WebinarII.

1)

2)

Sustainable Development Goals (SDGs) 
on Responsible Tourism by Ms Susan 
Santos de Cardenas, the President and 
CEO of Society for Sustainable Tourism.

Responsible Tourism A Way Forward by 
Ms Sara Salsini, the General Manager 
of EXO Travel Malaysia.

We also launched Sarawak Tourism Board’s 
Responsible Tourism Logo and Pledge:

We kickstarted our responsible tourism initiative for 
2021 by organising a Responsible Tourism Webinar 
on 6 May 2021 via a hybrid event concept at 
Borneo Convention Centre Kuching (BCCK) and 
Zoom meeting app in partnership with Sarawak 
Centre of Performance Excellence (SCOPE) to 
administer the webinar.

The responsible tourism webinar which focused on 
3Es: Environment, Empowerment and Economic 
Viability, called for everybody’s cooperation – 
from tour operators, hoteliers, governments, local 
communities to tourists themselves – to take action 
to make tourism more sustainable, and in the 
long-term, benefit from its economic, social and 
environmental impacts.

Two topics were presented at the webinar:

cont’d

DATE HOMESTAY
NO. OF TARGETED 

HOUSEHOLDS
BENEFICIARIESNO

23 October Homestay Kuala Sibuti, Miri 50 5104

24 October Kampung Narum, Marudi 250 1,2005

25 October Rumah Hillary Tawan Achai, 
Miri

20 2006

27 October Homestay Long Iman, Mulu 46 2107

6 November Kampung Lobang Batu, Serian 240 1,4498

TOTAL 1,750 9,826

9 November Bario Homestay 360 2,1609

3 December Bung Jagoi Homestay 161 80010

The webinar was officiated by the Minister of 
Tourism, Creative Industry and Performance Arts, 
YB Dato Sri Haji Abdul Karim Rahman Hamzah and 
attended by 181 participants, where 50 participants 
were present physically at BCCK while the rest of the 
participants attended via Zoom Meeting App.
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Sarawak Product Experience (SPE)I.

Sarawak Tourism Board continued to expose new 
and potential tourism products through the Sarawak 
Product Experience (SPE) initiatives organised by our 
Visitors Information Centres in Kuching, Sibu and 
Miri.

The objective of SPE is to familiarise participants 
and stakeholders with new or existing tourism 
products, as seen and experienced from the tourists’ 
perspective. The outcome of this initiative will result 
in new and updated content for promotional use as 
well as products and packages.

We also added elements of Responsible Tourism 
in our Sarawak Product Experience (SPE) initiatives 
in the form of “Jejak Digital” – to increase Sarawak 
tourism's digital footprint through knowledge 
sharing on digital platforms. This initiative is also 
to educate the local community to be digitally 
equipped to empower them to promote their own 
tourism products on Google Maps.

SARAWAK TOURISM BOARD

III. Stakeholder Outreach Programme and
Responsible Tourism Talk

On 2 November 2021, STB collaborated 
with MTAC and MOTAC for the Stakeholder 
Outreach Programme in Long Bedian. The 
programme included a responsible tourism 
awareness briefing, empowerment 
training on waste upcycling (plastic 
bottles), knowledge sharing on waste 
management and distribution of hygiene 
essential kits. A total of 40 participants 
attended this programme including the 
local community and authorities in Long 
Bedian.

On 11 November 2021, we organised 
a Responsible Tourism Talk at Mulu 
Marriott, a collaboration programme with 
Mulu Homestay Operators, Mulu National 
Park Guides, MASwings and Mulu Marriott. 
A total of 40 participants, including the 
local community in the area, attended this 
programme.

SARAWAK TOURISM BOARD’S
RESPONSIBLE TOURISM PLEDGE

I pledge to discover SARAWAK responsibly.

I will value the authentic aspects of Sarawak's
CULTURE, and heritage sites.

I will feed my sense of ADVENTURE in the
rainforests, but cause no harm.

I will seek wonder in the beauty of NATURE,
but stay on the path.

I will appreciate Sarawak FOOD and delicacies,
but consume responsibly.

I will embrace Sarawak's unique FESTIVALS,
and respect the lives of the locals.

And I will come prepared for SARAWAK,
MORE TO DISCOVER.



Apart from that, we also conducted surveys 
amongst participants on their satisfaction level, 
product readiness and marketability, Responsible 
Tourism awareness and “Jejak Digital” initiative. 
From the SPEs, five (5) new potential packages were 
identified namely Murum Discovery, Gunung Buda 
Discovery, Expedition of Central Coastal Mukah, 
Discover Hidden Gem of Sebuyau and Gunung 
Ngeli Expedition.

Visitors’ Information Centre (VIC) Sibu and Miri 
Renovation

II.

VIC Sibu office renovation has been 100% completed 
and the final handover by Jabatan Kerja Raya (JKR) 
was on 31 December 2021. During the course of 
the renovation works, there were several Movement 
Control Orders issued by SDMC during the COVID- 
19 pandemic which delayed the completion of the 
renovation works.

Next will be VIC Miri renovation which is targeted to 
be completed in April 2022.

The objective of the renovation works for VICs Sibu 
and Miri is to standardise the look and feel similar 
to VIC Kuching to create a more welcoming and 
conducive environment for visitors to our VICs. VIC 
roles will be expanded to conduct themselves as 
branch offices of Sarawak Tourism Board.

Tourism Malaysia Tourist Information Centre 
(TIC) at Kuching International Airport

III.

STB and Tourism Malaysia (TM) Sarawak collaborated 
to beautify the current Tourist Information Centre 
(TIC) at Kuching International Airport (International 
Arrival Hall, Level 1). The booth features both STB’s 
and TM’s latest promotional key visuals (Sarawak 
More to Discover, CANFF and Cuti-Cuti Malaysia 
Campaign).

The objective of this collaboration is to show 
the synergy between both the state and federal 
tourism agencies in marketing and promotion. The 
new look and feel is more welcoming to visitors 
arriving at Kuching International Airport.
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We completed all 6 SPEs as planned for the year 2021. The details as follows:

•

•

•

Murum Discovery, Kapit
(21 – 25 August)

Gunung Buda Exploration, Limbang
(9 – 12 November)

Expedition of Central Coastal Mukah, Mukah
(17 – 19 November)

•

•

•

Lawas Discovery
(23 – 27 November)

Discover Hidden Gem of Sebuyau, Samarahan
(1 – 3 December)

Gunung Ngeli Expedition, Samarahan
(8 – 10 December)
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Mount Santubong, Kuching
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AWARDS
and Achievements

AWARD

November 
1995

Global Award World Travel Market London
- United Kingdom

DATE INFO EVENT

May 1996 Best National Board Booth Asia Travel Mart - Singapore

June 1996 Best Booth Presentation International Travel Exhibition
- Hong Kong

February 
1997

Most Creative Exhibition MATTA International Travel Fair
Kuala Lumpur - Malaysia

June 1997 Best International Exhibit Award Northern Territory Exhibition
Darwin - Australia

November 
1997

Best Destination Video Tourism Malaysia Annual Tourism and 
Travel Awards Kuala Lumpur - Malaysia

November 
1997

Best Illustrations for Posters Singapore Creative Circle Awards - 
Singapore

November 
1997

Bronze Award for
Illustration/Typography

Australian Writers and Arts
Directors Awards - Australia

November 
1997

Statue Award – Best
Illustration Category

London International Advertising 
Advertising Awards London

– United Kingdom

November 
1997

Best Illustration Award Taiwan Times Asia – Pacific
Advertising Awards

Taipei – Taiwan

March 1998 PATA Golden Awards for: Pacific Asia Travel Association (PATA)
Conference Manila – Philippines

April 1998 Best New Destination
Marketing Award

Travel Asia Breakthrough Awards
- Singapore

April 1998 Best NTO Stand PATA Travel Mart -
Singapore

October 1998 Best Country Pavilion IT&CMA Kuala Lumpur - Malaysia

April 1999 The Booth You Did Not Want To 
Leave

Simply The Best Awards – PATA Travel 
Mart - Singapore

October 1999 International Gold Star Award
for Quality

XXIV International Awards
Convention Geneva – Switzerland

May 2000 MS ISO: 9002 (1994)
Development and Promotion of

Tourism Industry on Sarawak

Sarawak Tourism Board

Sarawak Pavilion

Sarawak Pavilion

Sarawak Pavilion

Sarawak Pavilion

5 Star Adventure
Promotional Video

“Hidden Paradise of
Borneo” Campaign posters

“Golden Days in Sarawak”
promotional brochure

“Hidden Paradise of
Borneo” advertising visuals

“Hidden Paradise of
Borneo” advertising visuals

International Marketing
Programme
Public Relations
Travel Advertisement
(Print Media)
Consumer Travel Brochures
Travel Posters

•

•
•

•
•

Sarawak Tourism Board

Sarawak Pavilion

Sarawak Pavilion

Sarawak Pavilion

Sarawak Tourism Board

Sarawak Tourism Board Moody International
Certification

cont’d
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Best Sarawak Public Service
Website Award 2003

Sarawak Tourism Board Sarawak State Public Service
Website Award 2003

Malaysian Book of
Records

Integrated Management System 
(IMS)

PATA Gold Awards 2006 Rainforest World Music Festival in 
the Heritage and Culture category

PATA Annual Conference,
Pattaya - Thailand

Hornbill Tourism Awards Outstanding contributions
to Tourism

Hornbill Tourism Appreciation
Awards - Kuching

Anak Sarawak
Appreciation Award

Rainforest World Music Festival Appreciation dinner organised by 
Sarawak Convention Bureau

ASEANTA Awards for
Excellence 2009

Best ASEAN Marketing and
Promotional Campaign (RWMF)

ASEAN Tourism Forum,
Hanoi - Vietnam

Top 25 Best International
Festivals (recognition by Songlines, 
renowned world music magazine 

based in United Kingdom)

Rainforest World Music Festival

Top 25 Best International
Festivals (recognition by Songlines, 
renowned world music magazine 

based in United Kingdom)

Rainforest World Music Festival

Das Goldene
Stadttor 1st Prize

Sarawak : Where Adventure Lives 
– 1st Prize Print Category

ITB Berlin 2012

HSMAI Adrian Awards -
Silver Award

Sarawak : Where Adventure
Lives – Silver Award

in Re-imaging Campaign

January 28, 2013 at the Adrian Awards 
Dinner Reception and Gala - New York

Top 25 Best International
Festivals (recognition by Songlines, 
renowned world music magazine 

based in United Kingdom)

Rainforest World Music Festival

Rainforest World Music FestivalTop 25 Best International
Festivals (recognition by Songlines, 
renowned world music magazine 

based in United Kingdom)

Rainforest World Music Festival May 28, 2013 at The Majestic
Hotel - Kuala Lumpur

BrandLaureate 2012-2013
Country Branding Award

Sarawak : Where Adventure Lives JinJiang Hotel, Louvre Garden - ChinaPATA Gold Award 2013 - Print 
Advertisement Sarawak Tourism 

Re-Imaging Campaign

22 December 
2003

11 October 
2004

23 - 27 April 
2006

20 January 
2007

22 November 
2008

9 January 
2009

July 2010

July 2011

March 2012

May 2012

January 2012

March 2013

28 May 2013

15 September 
2013

November 
2013

The Great Orangutan Project in 
Matang Wildlife Centre

World Travel Mart (WTM) - LondonBest for Responsible Wildlife
Experience at World Responsible 

Tourism Awards 2013. (Recognition 
by the prominent mainstream media 
partners such as Metro and industry 

broadcasters such as TTG, Green 
Hotelier and Selling Long Haul)
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AWARDDATE INFO EVENT

September 
2000

Travel Asia Breakthrough
Award 2000

Sarawak Tourism Board Travel Asia Breakthrough 2000
Presentation - Singapore

July 2000 Malaysia Tourism Awards
(MTA) 2000

Sarawak Tourism Board

July 2001 Travel Weekly East
Innovators Award 2001

Sarawak Tourism Board Singapore
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January 2017 Travel Journal Winner 2017
– Travel Awards

Best For Nature 2017 ASEAN Tourism Forum 2017,
Singapore

April 2017 Asia Pacific Excellence Awards 2016 
by Asia-Pacific Association of

Communication Directors (APACD)

Event and Experiential Marketing Hong Kong

2018 Gold Award, Special Tourism Event 
by the Malaysia Tourism Council

Sarawak Tourism Board Malaysia Tourism Council

December 
2018

Asia-Pacific Excellent Awards in the 
Film and Video category

RWMF Promo Video
“The Awakening”

PATA Conference, Dublin, Ireland

2018 Top 8 - Transglobal World Music 
Chart for Festival Award

Rainforest World Music Festival Transglobal World Music Chart

2019 5 Star Award - The Golden
City Gate 2019

Sarawak Tourism Board ITB Berlin

October 2019 Malaysian Iconic Event Award Rainforest World Music Festival Malaysia Business Events
Award by MACEOS

October 2019 The BrandLaureate World
Best Brands Award

in Destination Branding

Sarawak Tourism Board Shangri-La Hotel, Singapore

September 
2019

PATA Gold Award
Marketing Travel Video

Destination Video
“Why Limit Yourself”

PATA Conference, Kazakhstan

2019 HSMAI Adrian Award
- Silver Award

Complete Campaign
(to include Positioning) -

Consumer/Group Sales for
Sarawak More To Discover

New York Marriot Marquis, USA

February 
2020

Malaysia Website Awards
sarawaktourism.com

Site of the Month
(Commercial Category)

Malaysia Website Awards 2020

2021 WTM - World Responsible
Tourism Awards 2021

Destinations Building Back Better 
Post-COVID. STB, Virtual

Rainforest World Music Festival 
and Borneo Jazz Festival

WTM, London

2021 Marketing Excellence Awards Excellence in Mobile Marketing 
- Rainforest World Music Festival 
and Borneo Jazz Festival (Bronze)

Marketing Excellence Awards,
Kuala Lumpur

AWARDDATE INFO EVENT

November 
2016

HSMAI Adrian Awards -
Silver Award

Rainforest World Music Festival. 
Category: Special Event

February 21, 2017 at the Adrian 
Awards Gala - New York

March 2014 Das Goldene
Stadttor 3rd Prize

Borneo Jazz Festival Promo video 
at the 13th International Tourism 

Film and multimedia category

ITB Berlin 2014

2014 5 Star Website Award Sarawak Tourism Board
Corporate Website

Malaysia Government Portals and 
Websites Assessment 2014

March 2015 Top 25 Best International
Festivals (recognition by Songlines, 
renowned world music magazine 

based in United Kingdom)

Rainforest World Music Festival

October 2015 ASEAN PR Excellence Award 2015 – 
Gold Award

Event Management Category Kuala Lumpur

March 2014 Top 25 Best International Festivals 
(recognition by Songlines,

renowned world music magazine 
based in United Kingdom)

Rainforest World Music Festival
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Santubong, Kuching




