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their businesses with new operation 
models targeting small and niche 
domestic markets. The challenge ahead 
is to reintroduce destinations and 
attractions that are already known to 
locals. The strategies ahead should 
focus on in-depth exploration of 
existing destinations, rather than new 
destination development which are not 
feasible in times of financial crisis. 
Similarly, the meetings industry should 
share the same approaches to recovery. 
Even though business travellers are 
likely to lead international travelling, 
many SME companies have cut down 
on their travelling budget and are 
considering online meetings and virtual 
exhibitions for the long term. A hybrid 
future model of meetings, exhibitions, 
and conventions which features both 
offline and online experiences is key to 
the recovery. 

3. HOTEL AND LODGING INDUSTRY 
Many hotels are reluctant to reopen, as 
numbers from domestic tourism and 
restricted foreign arrivals are far from 
breakeven. Multinational large-scale 
hotels are likely to recover faster as 
they are more financially ready for 
wider sanitation and social distancing 
measures. For examples, some 
high-end hotels are hiring staff to 
enforce in-house health regulations, 
using shoe sanitizing mats at entrances, 
installing antimicrobial films over 
high-touch surfaces, and installing 
medical-grade air purifiers. However, 
these additional investments have 
raised concerns over low profit 
margins. In terms of services, the way 
forward should be guestroom-centred, 
with extended in-room services 
including wellness, fitness activities, 
meals, and more. 

4. FOOD SERVICE INDUSTRY 
Complying with Covid-19 cleaning and 
sanitizing guidelines, reducing ‘high-
touch’ surfaces not only reduces 
cross-contamination risk, but is also 
beneficial for cost control. For example, 
removal of unnecessary items on tables 
and elimination of physical 
menus. Takeaway meals and working 
with online delivery platforms to 
compensate for the decrease in seating 

After months of lockdowns, 
the world is now preparing 
for openings. The easing of 
travel and hospitality 

restrictions are taking place across the 
globe, and a growing number of 
countries are set to resume 
international air travel in the coming 
weeks. Here are the likely recovery 
strategies for five severely impacted 
sectors: namely Airlines and Cruises, 
Tour and Meetings Businesses, Hotels 
and Lodging, Food Services, and 
Theme Parks.  

1. AIRLINE AND CRUISE INDUSTRY 
Wearing face masks is still compulsory 
on planes and in airports, trolley service 
is being scrapped or reduced, and 
airlines are coping with the challenge of 
social distancing onboard. Blocking 
middle seat assignments and capping 
the number of available seats are clearly 
money-losing strategies which have 
already resulted in higher fares. Malaysia 
Airlines and Qatar Airways have clarified 
that their recent air ticket price increases 
cover the loss of the flights’ load factors 
(between 50% and 70%). In the short 
term, the focus of yield management 
for airlines’ pricing strategy should be 
shifted from profit maximization to 
breakeven optimization. In order to stay 
cost efficient, a series of route-cutting 
and code-sharing measures must be 
widely implemented until the end of 
2020. On the other hand, the cruise 
industry will need more than die-hard 
cruisers to kick-start their operations. 
Cases of Covid-19 infections involving 
cruise ships have significantly shaped 
how travellers feel about taking cruises 
and when. Hence, addressing travellers’ 
health and hygiene worries are equally 
important as improving sanitation 
measures, noting that a large cruise ship 
is a massive yet confined floating city. 
Flexible cancellation policies and 
inclusiveness of travel and health 
insurance are extra ways to promote 
safe assurance.        

2. TOUR AND MEETINGS INDUSTRY  
As social distancing rules are gradually 
relaxed to accommodate bigger group 
of gatherings, tour operators and 
meetings operators are eager to resume 
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capacity helps, too. For dine-in, 
extending operation hours with the 
help of staggered reservations to 
manage waiting times can be 
implemented. Since working at home is 
likely to permanently increase post-
Covid, recipe-ready ingredients or 
partially ready-to-eat foods are also 
options to be considered. 

5. THEME PARK INDUSTRY 
The post-lockdown for theme parks will 
mean reopening with reduced capacity, 
which will dramatically impact 
revenues. For instance, the Chinese 
government has mandated 24,000 
maximum visitors (about 30%) of 
Shanghai Disneyland’s 80,000 
capacity. Having said that, Disney is 
ready to address smaller crowds with 
smaller staffing. Labour has always 
been a huge component of theme park 
operation, so a more on-demand 
approach is needed in recruitment to 
ensure fixed labour costs are 
minimised. Operators must also be 
cautious about the hidden costs of 
hiring casual workers – regular 
orientations and trainings on health and 
safety which are becoming more 
essential than ever before. A provisional 
shift of target market is necessary, 
considering slower returns of families 
with younger children.  

CONCLUSION
Unfortunately, many businesses did not 
survive the lockdown, with layoffs 
continuing even after the lockdown, 
and the recovery will not be an ordinary 
one. The current global tourism and 
hospitality businesses will surely need 
more than a recovery plan – the 
industry needs a ‘transition plan.’ A 
recovery plan can get you 
back to normal, but a 
transition plan brings you 
to a ‘new normal.’ 
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hours chatting about an individual’s 
private problems or mistakes, but 
can be as simple as taking the time 
to ask, “How are you?” 

•Individuals with relationships at work 
can boost their satisfaction and 
engage more fully in their work. 
Workplace friendships can have a 
positive impact on work activities 
and job productivity. Be responsible 
for your happiness, try to spread 
happy thoughts, and surround 
yourself with positive people.

•	 Become a happier colleague by 
implanting the values of “SMILE” 
that every happy mind understands. 
Behavioural research has shown that 
smiling can be a source of joy, health 
and stress relief for people. 
Surrounding yourself with loving 
people with smiles on their faces will 
elevate your own spirit and put you 
in a happy mood. And what’s more, 
smiling is often contagious! 

•	 Development that highlights the 
importance of diversity and 
inclusivity at the workplace, can 
affect happiness. Good employers 
should identify the skills of 
professionals regardless of 
nationality, race, gender, or religion. 
Creating mutual awareness among 
employees about the difference in 
culture and languages can reduce 
misunderstandings and increase 
empathy among co-workers, which 
results in a happier workplace.

•	 Employers can inspire employees to 
have occupational goals. Once 
employees sense that they have an 
important goal to achieve, they 
tolerate less-than-ideal conditions at 
the workplace, since it is a means to 
achieve their goal. Certainly, the 
acknowledgement of any employee’s 
achievement is an essential aspect 
to keeping them happy and 
motivated in the workplace. 
Employees who don’t receive 
acknowledgement upon their 
achievement lose their inspiration in 
the long run, which results in less 
productivity in the workplace.

•	 A sense of fairness can increase 
happiness. Employees feel happy 
when they are treated fairly and 
equally within the organisation. They 
feel that the employer values them 

Did you know that, according 
to positive psychology 
researchers, employees who 
feel pleasure in doing their 

work become a great model to others 
who are less interested? Happiness – a 
measure of overall satisfaction in the 
workplace – constantly improves 
productivity and performance at work. 
Being happy is a primary catalyst for 
individuals to do their jobs successfully. 
The organisations which are able to 
maintain long-term employee 
happiness can sustain efficiency, while 
companies which foster pessimism and 
unhappiness in the workplace will slay 
efficiency and productivity. In contrast, 
happiness can form positivity in the 
workplace, increase creativity, and 
reduce stress (Annie McKee, 2017). 

Employees who find their job 
enjoyable are more successful in the 
workplace, and individuals with a happy 
character are probably more resilient to 
stressful conditions in their job and 
show more passion and pride after 
accomplishing their job. Happy 
employees also bring their 
contentment from their job to their 
home; similarly, they also transmit their 
happiness from their home to their 
workplace (Asiyabi & Mirabi, 2012). 
Happiness at work is a practice for a 
healthy life, particularly for those who 
spend a large portion of the day in the 
workplace.

HOW CAN HAPPINESS BE AFFECTED 
AT WORK? 
•	 Being open-minded at the 

workplace and giving a warm 
greeting to each other may be sound 
very simple, but actually can build a 
sense of something that busy, 
focused colleagues almost forget. 
Acknowledging your colleagues with 
warm attitude can change the entire 
atmosphere at the workplace and 
make it a much nicer place.

•	 Occasionally doing something out of 
the routine can lead to a more 
contented workplace. Treating your 
colleagues or employees to 
something even very small, showing 
that you care about them, makes 
them feel special and will lead to a 
happier feeling in the workplace. This 
doesn’t mean spending your working 
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equally and is committed to them as 
an employee. This will increase the 
level of trust between managers/
supervisor and employees, which 
further helps employees to achieve 
their full potential.

In the hospitality industry, customer 
satisfaction is vital since evidence 
shows that happy customers generate 
more profits. To have contented 
customers, organisations should have 
contented employees. Therefore, it can 
be said that increasing happiness in the 
workplace is crucial for improving 
organisational productivity and profit. 
Consequently, happiness is a 
meaningful issue for the organisation 
and keeping employees happy at work 
is a fundamental challenge for 
employers. One approach to this can 
be creating a community with “happy 
minds”, where everybody has a sense 
of belonging, a feeling that they matter 
to each other and the team, and a 
shared reliance through their 
commitment to being together. This 
kind of workplace is a great way to 
enhance employees’ happiness. 
Managers need to be aware of the fact 
that if the employees are treated fairly 
and honest communication is 
encouraged and offered, this will help 
employees to feel happier and 
consequently motivate them in their 
daily jobs.

Can you find even one reason for not 
seeking happiness at work? Through 
your happiness, you can create more 
success at work and bring more health 
to your life. So, as much as possible, 
choose happiness! 
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2020 Olympic Games in Tokyo had to 
be postponed specifically to curtail 
human movement amid a pandemic.) 
However, the era that encouraged 
people to travel most vigorously was 
during the conversion of the Roman 
Empire to Christianity in the early 
fourth century, when many people 
travelled for pilgrimage purposes. 
Unfortunately, due to an outbreak of 
disease, then as now, travelling activity 
ceased. It was later revived during the 
Renaissance in the mid-15th century. 
This reformation encouraged groups 
of the social elite, as well as educators, 
to travel throughout Europe, which 
became well-known as ‘The Grand 
Tour,’ whereby the wealthy travelled 
along with scholars or tutors to gain 
new knowledge, particularly on arts 
and culture. (We still have study tours 
in the modern world, too!) Due to the 
difficult journey, most grand tours 
were well-funded, and servants 
usually came along to carry luggage. 
(When they called it The Grand Tour, 
they weren’t kidding!)

In following centuries, namely from 
1550 to 1820, travelling activities in 
Europe extended to health 
treatments, what today we would call 
spa tourism. In England, the town of 
Bath was a prominent vacation 
destination for upper-class tourists, 
not only for spa treatments but also to 
flaunt their opulent wealth and 
engage in social activities. Obviously, 
tourism was definitely a luxury pursuit 
in those days, and it wasn’t really until 
the Industrial Revolution in 1750, with 
its many changes yielding spare time 
and money among the middle class. 
With the great timing on the 
innovation of railways, a package tour 
offered by a brilliant opportunist 
named Mr. Thomas Cook catalysed 
and popularised travel, positioning it 
as a leisurely lifestyle. The 
transformation resulted in a new 
tourism era called the Railway Age. 
Unfortunately, the Thomas Cook 
Group closed down in 2019, after a 
remarkable 178 years in business. 
(There is now talk of its revival in the 
near future, but for now, it remains 
another Covid casualty.)

Due to the Covid-19 
pandemic, many of us have 
read reports about the 
sharp dive suffered by the 

tourism industry. Perhaps some 
readers themselves have been 
affected due to lockdowns and closed 
borders. One sure lesson learned from 
this pandemic, though, is that new 
forms of tourism are necessary; some 
are already up and running, such as 
virtual tourism. Additionally, many 
tourists are now focused on domestic 
travel guides like LokaLocal, an online 
social travel platform. While the 
current situation forces everything 
towards a new normal, sometimes I 
like to stop and reflect on tourism was 
like in the past. As a traveller, have you 
ever wondered what tourism might 
have been in like decades or even 
centuries ago?  

Let start with the very term tourism. 
Going back to medieval times, up to 
about the 15th century, the term 
tourism was not applied. In fact, the 
word travail was used to carry the 
meaning of torture. This term 
reflected on the complexity of human 
movement back then, as people 
suffered from the difficulty of walking 
or riding on the rough roads, being 
exposed to extreme weather, having 
no (or very poor) transportation 
options. Later, the term travail 
evolved to travel, which brought a 
totally new meaning – to go from one 
place to another. Subsequently, the 
word tour is derived from the French 
root word for tower, which references 
circulation. In 1811, the term tourism 
was ‘officially’ applied, which 
described a circular itinerary of a 
tourist moving away from his normal 
routine and then returning to his point 
of origin – home.   

The changes in terminologies were 
also reflected on the evolution of 
tourism itself. One of the earliest 
human movements was recorded in 
776 BCE, when the first Olympic 
Games took place in Greece. It is 
documented that people travelled to 
Mount Olympus from all over Europe 
and the Middle East. (Ironically, the 
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Meanwhile, in Asia, the Silk Route 
included some of earliest records 
tracing regular human movement, 
beginning in the Han Dynasty (206 
BCE to 25 CE) and further branching 
out to seven routes during the Tang 
Dynasty (618-907 CE), which 
connected China to Korea, Japan, 
Mongolia, Europe, Africa, and other 
Asian countries. Due to the immense 
geographical coverage, challenges 
such as extreme climates, language 
barriers, and cultural contrasts made 
journeys difficult and dangerous. 
Despite this, the Silk Routes served as 
an important travelling channel, where 
foods, technology, arts, culture, and 
literature were shared between China 
and other neighbouring countries. 

In more modern times, up to today 
human movement and ease of travel 
are more prolific than ever before 
(apart from the current pandemic). 
Transportation improvements, 
socio-political and diplomatic 
progress, and innovation of travel-
centred entrepreneurs have all 
contributed to the tourism industry. 
Since the end of WWII, the industry 
has grown and expanded until today, 
the so-called modern tourism era. 
Whatever comes next in the post-
pandemic era, it’s clear the tourism 
industry was not built overnight, but 
was in fact a long process over several 
centuries. 
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The rise of fastidious tourists

E

lated products profitably by keeping costs to a 
minimum. Even though the CMCO has been 
lifted and there is a domestic tourism boom, 
not all business sectors have been allowed to 
reopen. The hardest hit are full-service airlines 
and hotels, which are dependent on interna-
tional tourism. It has been reported that many 
renowned hotels in Malaysia have closed their 
doors. Airlines are facing major financial issues. 
Then there are nightlife outlets, entertainment 
centres, tour operators, restaurants and Airbnb 
operators.

International tourism is all about bringing 
in revenue, which directly contributes to the 
country’s GDP. Last year, Malaysia received 26.1 
million international tourists and they contrib-
uted RM86.14 billion to the economy. Tourist 
receipts went to shopping (33.6%), accommo-
dation (24%), F&B (13.3%), local transportation 
(7.6%), organised tours (6.3%), entertainment 
(3.4%), medical (3.4%), domestic airfares (2.6%), 
fuel (0.3%), sports (0.2%) and others (0.4%). For 
these in-destination products and services to 
continue bringing in the money, the SOPs cre-
ated by MKN must be adhered to. We must re-
member to find a balance between health and 
safety, and wages and income for the people, 
businesses and the country.

It takes one bad apple to spoil the whole bar-
rel — be it the first case on a flight or in a hotel, 
restaurant, and shopping centre or even city or 
country. The phobia an infection generates will 
deter tourists from coming, or returning. It will 
take years for the tourism industry to recover.

So, it is better to have measures in place than 
have regrets. How prepared are we to welcome 
the new kind of tourists, who are particular 
about hygiene and cleanliness? How are we 

to convince them that we have taken all the 
necessary steps and actions under the SOPs to 
prepare for their arrival?

For instance, the top shopping locations for 
international tourists are Bukit Bintang-KLCC 
(72.8%), Johor Baru (43.3%), Petaling Street (31.1%), 
Jalan Tunku Abdul Rahman (27.7%), KLIA/Klia2 
(26.4%) and Melaka (21.3%). What are we doing 
for mass tourism? Are we waiting for a vaccine 
that will solve everything? Are we throwing 
SOPs out of the window to keep costs down 
and stay afloat?

Shopping venues, including retail outlets, 
have to come up with solutions for space, con-
venience and safety; accommodation owners, 
including hotels and Airbnb proprietors, should 
think about hygiene standards; managers of 
F&B outlets must think about safe dining and 
clean toilets; local transportation companies 
have to think about having healthy drivers 
and sanitised vehicles; operators of organised 
tours have to think about safe and clean places 
to take tourists to, and so on.

There are certainly many high-tech equip-
ment and gadgets on the market, but we do not 
have to resort to them yet. We could come up 
with new roles for the excess human capital 
(thanks to job losses) we have right now. Per-
haps we could have a Covid-19 Security Officer 
at every establishment to enforce adherence 
to SOPs. Hopefully, this will give confidence 
to fastidious tourists as well as persuade the 
government to open up more businesses and 
economic activities.

Preparation, planning and experimenting 
should start now. Because once the borders 
open, it will be very difficult to mitigate any 
eventualities.

The Covid-19 pandemic has certainly 
caught all of us off guard, severely im-
pacting work, play and learning.

The Conditional Movement Con-
trol Order (CMCO), which was lifted 
on June 10, saw a massive increase in 

domestic tourism overnight. All the main tour-
ist points of interest in Malaysia were heaving 
with tourists going about eating, shopping and 
sightseeing. The National Security Council 
Malaysia (MKN) drew up standard operating 
procedures (SOPs), together with the relevant 
ministries and agencies, for many economic 
sectors. These SOPs were to be enforced im-
mediately by businesses and organisations. 
However, the onus is on business operators. 
The continuity of domestic tourism — with-
out casualties from a third wave of Covid-19 
infections — depends entirely on people con-
forming to the new normal. Despite handfuls 
of apathetic tourists here and there, the ma-
jority are extremely careful, especially those 
with children and the elderly. Whether we 
are gearing up for domestic or international 
tourism, we must conform to the new normal.

The Spanish Flu of 1918, which infected about 
a third of the world’s population, saw a big in-
crease in infected cases in the second and third 
waves. No matter what is being said or predicted 
about the future of travel, one certainty is that 
carefree tourists are being transformed into 
fastidious tourists. This will be more prevalent 
when more international borders are opened.

There are two sides to the coin, one being 
people’s health and safety, and the other, their 
wages and income. Economic activity must go 
on in order to complete the cycle, enabling com-
panies and organisations to supply tourism-re-
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