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In addition to the usual marketing messaging, it is worth pitching positive stories about how 
organizations are taking care of their internal communities - staff, vendors and business 
partners - whose life and sense of job security have no doubt been impacted by the business 
fallout, as well as external communities.

— Karen Yue,  Group Editor, TTG Asia Media, Singapore 

For the 2020 Travel Media Pitching Kit, we reached out to established 
journalists, editors and influencers around the world to gather insights on 
what the media is looking out for and how to increase your chances of 
getting your news on their platforms.

Amidst the COVID-19 pandemic, the travel industry has been one of the 
hardest-hit sectors. Many countries have closed or restricted their borders 
to foreigners and numerous tradeshow events have been cancelled or 
postponed. Recently, some markets such as Singapore, South Korea and 
Vietnam have gradually resumed limited international flights. As travel 
gradually resumes, PR Newswire reached out to media professionals to 
provide insights for PR and communications professionals in the travel 
and hospitality industry.

We’ve compiled valuable tips and advice from travel experts on how 
to customize your pitches to the media, the challenges of covering the 
industry, emerging travel trends and how PR professionals can be helpful.
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How do you prefer to receive press materials? 

Via email is best but please make sure there are high-resolution images that have captions and credits. If you are 
going to send links for download, please ensure that they do not expire after a short period.

What is your advice to PR professionals who are trying to pitch you? 

Please make sure your pitches are relevant for my outlets. Mail merge blasts that go to everyone are not ideal. Make 
it personal or at least know the audience of the publications.

Do you have any pet peeves when working with PR professionals?

Follow up emails and calls on releases that are not personalized. If you send an email that is generic and follow up 
the email with multiple emails and phone calls, that is my absolute pet peeve.  

What is the most challenging aspect of covering the travel industry?

It can be difficult to cover the industry positively when some businesses are not adapting to the current 
circumstances. The longer they wait it out without making changes, the harder they will fall. It is also challenging to 
promote the industry when a lot of recent media coverage highlights the negative aspects of travelling. There is a 
much deeper picture of the struggles going on in the industry beyond the frontline view of “consumers want their 
money refunded and they want it now!” 

What are some travel trends that you foresee for 2020? 

We are not travelling anywhere internationally until there is some sort of a vaccine for COVID-19. I am seeing so many 
countries and overseas tourism bodies pushing the “Keep Dreaming” message and frankly，it is getting old and 
ridiculous. It is time to get real and focus on domestic travel.  

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period?

I do not want to be receiving press releases for overseas companies and countries encouraging people to visit and 
“keep the dream alive”. For those countries saying they are opening for travel, it is giving false hopes to countries that 
are being realistic about the situation and causing massive confusion in the consumer market.

For my publications, I am not looking at anything to do with travelling to destinations outside of Australia currently. 
My content plans have changed to 4 phases: One,  Australia travel inspiration content on deals, news, tips, etc;  Two, 
When the Trans-Tasman bubble is closer to launch, I will add New Zealand to it; Three: When the Pacific bubble is 
introduced, I will add Pacific content; Four: When international travel resumes, I will look at international destinations. 

The reasons for this 4-phase plan is firstly, consumer confidence is low in the travel market. While people are very 
keen to travel, they are not keen to experience the troubles of booking only to have to change and possibly cancel. 
Secondly, travel professionals have spent months and will spend months ahead making changes, chasing refunds 
and battling to assist clients who had booked travel. Until there is more certainty, these agents don’t need the added 
stress and trouble of rebooking to move with regulations.

Australia

Kate Webster
Managing Director, 
Captured Travel Media 

kate@capturedtravel.com

Kate Webster is a world traveler, ocean 
lover and conservation warrior who is 
determined to make every moment count 
for not only herself, but the world around 
her. This has inspired Kate to translate 
those moments and share them through 
her storytelling. An adventurer at heart 
with a curious spirit to explore, her work 
as a travel journalist has taken her to the 
edges of the Earth, which she captures in 
her words and photography. A dedicated 
David Attenborough and Jane Goodall fan, 
Kate has delved into the world of wildlife 
and conservation travel to bring awareness 
to key issues. 

https://www.instagram.com/travellerkate/
www.facebook.com/KateTravelJournalist/
https://www.youtube.com/c/TravellerKate
https://twitter.com/TravellerKate
https://www.linkedin.com/in/travellerkate/
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How do you prefer to receive press materials?  

Via email. 

 What is your advice to PR professionals who are trying to pitch you?  

Please have a look at what I do - I don’t write about breakfast cereal, I don’t include recipes or feature activewear. As 
a freelancer, I cover travel and for my blog, I write about travel, food and wine. 

 Do you have any pet peeves when working with PR professionals?  

Following up on something that I won’t write about. Also not understanding that sometimes publishers (including 
major Australian outlets) might take 12 months or more to publish a story featuring your client. 

 What is the most challenging aspect of covering the travel industry?  

Keeping up with the constant change of personnel and verifying details sometimes only with desktop research 
available. 

What upcoming launches/events/updates are you most excited about?  

The opening of the Australian state borders and the creation of a COVID-19 vaccine. 

What are some travel trends that you foresee for 2020?  

Internationally, despite the lockdown, some people will want travel experiences that make them feel safe and 
cocooned. Others will want pure adventure. Nonetheless, people will want their travels to be more sustainable 
and thoughtful than before. In Australia and New Zealand, we will #holidayherethisyear, which is part of a Tourism 
Australia campaign. It is ironic that this hashtag became a rallying cry for a few short weeks and now it is a necessity. 

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period?  

I think it is important to keep positive messages coming. It is also imperative that PR pros understand featuring 
international products (outside of Australia and New Zealand) might not be a fit in 2020. Nations close to Australia 
may welcome international visitors, but Australians will have to undergo compulsory quarantine for 14 days at their 
own cost on return.

Liz Bond
Travel Writer and Blogger

liz@lizbondwriter.com

Liz Bond has been writing and editing 
The Magnificent Life since 2009. Her blog 
is dedicated to people, places, tastes and 
experiences that make life magnificent 
- thismagnificentlife.com. She has also
freelanced for Australian and international
publications for the past three years.

Australia

https://www.instagram.com/thismagnificentlife/?hl=en
https://www.facebook.com/LizBondWriter/
https://www.youtube.com/user/thismagnificentlife
https://twitter.com/ThisMagLife?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
https://www.linkedin.com/in/liz-bond-82b68017/?originalSubdomain=au
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Mainland
China 

How do you prefer to receive press materials? 

I prefer to receive press releases through email mostly, but an additional heads-up message on social media wouldn’t 
hurt. A more considerate approach is to send Microsoft Word files so that we can edit them easily.

 What types of news releases do you prefer to publish on your media properties? 

At ChinaTravelNews.com, a China-focused B2B travel media brand owned by TravelDaily, we value press releases that 
contain  major developments in the travel industry. Companies should ensure their press releases have substantial 
content that is not exaggerated.

 Do you have any pet peeves when working with PR professionals?   

Some PR friends may insist on debating with me on opinions in my reports that are based on facts and personal 
observations. I think it is a waste of time for PR and media to argue about what individuals may or should think. 
Opinions are not necessarily flattering or critical - they can also be constructive and actionable, which may not be 
bad for brands after all.

What is the most challenging aspect of covering the travel industry?   

We need to learn more about the industry’s different segments and the companies’ operational sides. The truth is 
that any editor or reporter cannot have knowledge about any single industry, though we’re always trying our best to 
learn more. By providing more information on the company’s view on market competition, corporations may help 
us to produce  more solid reports on the industry and provide more insights to our readers. This, in turn, will enable 
brands to get more exposure and better awareness among their potential partners and consumers.  

What upcoming launches/events/updates are you most excited about? 

ChinaTravelNews.com focuses on the distribution, marketing, technology, investment aspects of the travel industry in 
China and the world.  We look forward to seeing any major news related to the above dimensions, preferably about 
online travel, hospitality, airlines and destination brands.

 What are some travel trends that you foresee for 2020? 

I don’t have a crystal ball to foresee the future, and I can only offer some very general viewpoints safely: the global 
travel industry will not see an end to suffering within 2020. Industry segments, like hospitality and airlines, will take 
quite a few years before they can return to their 2019 performance. And it will never be the same as before. I agree 
with Airbnb CEO Brian Chesky’s view that “travel as we knew is over”. But still, there will be new opportunities for 
consolidation and innovation, like improving efficiency and ensuring safety in the customer journey. 

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period?  

Governments are advising citizens to stay home and avoid unnecessary trips. So I think media and public relations 
professionals should act accordingly to encourage necessary social distancing, but at the same time, it is also 
imperative for them to work with travel brands on carefully designed campaigns to help brands stay on top of the 
consumer’s mind.

Jerry Tang
News Editor, 
TravelDaily.cn & 
ChinaTravelNews.com

jerry@traveldaily.cn

Jerry Tang is currently news editor, 
reporter and translator at TravelDaily.cn 
and ChinaTravelNews.com. Prior to that, he 
had worked for Dubai Wintrust Group as 
a news editor in the UAE in 2013. He also 
served as an international news translator 
and editor at TVS Guangdong Southern 
Television Station, a provincial TV station 
based in Guangzhou, China.

https://www.facebook.com/pg/traveldailycn/
https://twitter.com/traveldailycn
https://www.linkedin.com/company/china-traveldaily/
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How do you prefer to receive news releases? 

Via WeChat and email. 

What types of news releases do you prefer to publish on your media platforms? 

Our content at travel.ifeng.com covers both information and commentary on the tourism industry as well as high-
quality lifestyle content from around the world, we need in-depth travel industry analysis, new trends observed from 
travel businesses and across the industry, in addition to fresh or niche stories related to the restaurant, hospitality, 
travel, shopping and entertainment at popular destinations. 

Do you have any pet peeves when working with PR professionals? 

When a major event occurs, I hope PR professionals can respond in a timely manner. Please also seek a balance 
between content and client brand exposure. 

What is the most challenging aspect of covering the travel industry?   

Being the first to interview someone within the affected company or organization during emergencies and getting a 
swift response is very important. Some firms haven’t done well in terms of collation and updating relevant data. 

What upcoming launches/events/updates are you most keen to learn more about?  

I seek to learn more about the latest trends among the key industry players, specific problem-solving approaches 
during the COVID-19 pandemic and the various policies that have been adopted by tourism authorities in different 
countries and regions. 

What are some travel trends that you foresee for 2020?    

I believe that the demand for overseas vacations will be transferred to the domestic market - people would prefer 
visiting places much closer to home, such as going on road trips and camping. When tourism to neighboring 
provinces gradually recovers, destinations with beautiful scenery and fewer tourists will be more popular.

Group tours will be adversely affected, while customized family tours will grow in popularity. The industry is expected 
to accelerate the adoption of intelligent technologies to facilitate contactless travel.

Tourism marketing and communications will also need to cover a wider base of influencers and niche media 
organizations as consumers are more likely to trust Key Opinion Consumers (influential product and service reviewers 
with small but loyal audiences) when planning trips.

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period? 

I believe the demand for tourism will surge after the pandemic has passed. As such, it is vital to maintain a long-term 
relationship with potential tourists. Communications and marketing should be adjusted by working together with 
partners to bring about mutual benefits. For example, before Wuhan exited the lockdown phase, the local tourism 
bureau partnered with popular tourist attractions within the city and media organizations to launch campaigns that 
enhance the city’s image.

Xu Yue
Editor-in-Chief,  
Travel.ifeng.com

xuyue1@ifeng.com

Xu Yue is the editor-in-chief of travel. 
ifeng.com, a jury member of the IAI Travel 
Awards, a member of China Cultural & 
Tourism Photography Association and 
producer of Life Plus. She was formerly 
a reporter at Modern Weekly magazine 
and Ta Kung Pao. Over the years, she has 
planned and carried out many marketing 
campaigns for several domestic and 
foreign tourism bureaus as well as brands, 
garnering industry awards such as the 
Cannes Lions International Festival of 
Creativity and the Boao International Travel 
Communications Forum.

Mainland
China 

https://travel.ifeng.com/
https://www.weibo.com/travelifeng 
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How do you prefer to receive press materials?  

I’d like to receive timely and fact-checked news releases. The title and content should be concise and easy to 
understand. I prefer receiving them via WeChat, DingTalk and other workgroups on similar real-time messaging 
applications.

What types of news releases do you prefer to publish on your media platforms?

I’d like to publish news releases that target B2B audiences or feature cultural tourism. They can be from local bureaus 
of culture and tourism, provincial and municipal tourism investment companies and other travel industry players, 
such as theme parks, hotels, airlines and travel agencies. 

As for specific types of content, I prefer in-depth analysis, interviews with industry leaders and news related to hot 
topics.

Do you have any pet peeves when working with PR professionals?  

Some PR professionals don’t think logically and lack both professional ability as well as communications skills. In 
terms of professional ability, their articles lack focus and do not adhere to the pyramid principle of writing. They also 
lack knowledge of the industry’s upstream and downstream verticals and don’t research enough before writing. 

In terms of communications skills, they are not able to highlight their organizations’ differentiating factors and are 
unable to back their claims with actual examples.  

What upcoming launches/events/updates are you most excited about? 

I seek to learn more about the latest trends at the 2020 China Cultural Tourism Pioneer Awards and the 2020 
International Islands Tourism Conference. 

What are some travel trends that you foresee for 2020?   

Based on this year’s May Day holiday and Dragon Boat Festival, the demand for high-end tourism in China remains 
strong, and short tours to neighboring cities and provinces are increasingly popular. In the medium to long term, a 
combination of nature, culture and cross-border offerings, which integrate sightseeing and leisure experiences, are 
likely to emerge. 

The travel industry is also likely to accelerate online experience enhancement and intelligent tour management 
system development. 

In the post-pandemic era, the demand for a healthy lifestyle, spiritual wellness, family vacations and more holistic 
travel experience will increase. Safety and health will be the most important consideration, while high-end tourism 
will grow in popularity.

Zhou Qiyi
Partner and General Manager,
Tripvivid

Zhou Qiyi is the Shanghai-based partner 
and general manager at Tripvivid, a leading 
integrated cultural tourism service provider 
that provides the travel industry with a 
four-in-one solution: research consultancy, 
education and training, conference-related 
branding, and management services. 
He has worked at Suning Holding 
Group and Zhejiang Panshi Information 
Technology in various management 
positions. He has also organized national, 
provincial and ministerial conferences, and 
launched the influential China Cultural 
Tourism Pioneer Awards.

Mainland
China 

zhouqiyi@tripvivid.com 

http://www.tripvivid.com
https://weibo.com/u/2523131892
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Hong Kong

How do you prefer to receive press materials? 

Normally, email is the best way as press materials may come in high resolution and big file sizes! But in case of 
urgency, WhatsApp cannot be avoided sometimes!

What is your advice to PR professionals who are trying to pitch you? 

It is important for PR professionals to be to-the-point and very precise when they are trying to promote their clients’ 
products or service.  Plus, it would be much easier to communicate or make decisions if they know what our 
magazine is covering beforehand.

Do you have any pet peeves when working with PR professionals?

They may not be familiar with the focus of different publications. This leads to mismatching media channels and we 
end up receiving irrelevant pitches.  In these cases, we as media professionals would need to spend time educating 
them on our unique position and angles.  Sometimes, we might need to spend more time to make a PR professional 
understand how to better utilize our magazine to help their clients’ promotion.

What is the most challenging aspect of covering the travel industry?

Our travel reporters always need to deal with unexpected situations during their trips. Bad weather such as typhoon 
or rain makes it difficult for them to take beautiful pictures. Dealing with lost or broken cameras and falling ill can 
happen too. Another challenge is being disappointed by how a travel destination is not as attractive or interesting as 
we expected. We may need to change the angle of the article in these cases. 

What are some travel trends that you foresee for 2020? 

Travelers will feel astonished by special hotel experiences this year, like staying in the first Le Grand Controle situated 
inside Château de Versailles in Paris or staying in the LINE FRIENDS-themed hotel in Macau. Green travel will 
continue to be an important travel trend too.

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period?

During this period, cleanliness and safety are the top priorities of travelers. Special safety measures and arrangements 
need to be clearly listed and emphasized in order to gain their confidence. If you cannot attract customers right 
now, focus on suggesting future plans or offering special discounts or privileges for advanced booking would be a 
way to get your target customers to stay with you.

Amy Chan
CEO and Chief Editor, 
U Magazine

amychan@hket.com

Founding chief editor Amy Chan 
started U Magazine 15 years ago. Under 
her leadership, U Magazine has been 
consecutively recognized as the No. 1 
Travel and Lifestyle Magazine in Hong 
Kong from 2010 to 2019 by Marketing 
Magazine.  With its highly influential 
position, U Magazine is now a major player 
in the media sector and has acquired over 
1.5 million social media fans. 

https://www.instagram.com/amychan_unbox/?hl=zh-cn
https://www.facebook.com/amychanchan4701/
https://www.linkedin.com/in/amy-chan-8683b57b/
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Hong Kong

Benedict Yuen
Influencer 

yuen.benedict@gmail.com

Benedict Yuen is an influencer that 
features affordable luxury travel. As the 
host of a TV travel series Inspiring Journeys 
that was broadcasted on Hong Kong’s 
biggest TV channel TVB in 2019 and 2020, 
Benedict shares travel guides and reviews 
that attract more than 13,700 and 40,000 
subscribers on his Facebook and Instagram 
channels respectively. Besides his passion 
for travel, Benedict also puts out videos on 
cooking tutorials and music covers on his 
YouTube channel.  

How do you prefer to receive press materials?

Sending me press materials through email or social media such as Facebook and Instagram are fine. For a follow-up 
discussion, I prefer phone calls or WhatsApp messages. 

What is your advice to PR professionals who are trying to pitch you? 

Research what I cover and make sure your pitches are targeting the same specific audience as mine.  Aside from 
content, the budget offered by PR professionals is another concern for me as we spend time and resources on 
promotion. 

Do you have any pet peeves when working with PR professionals?

Please treat media and influencers with courtesy and respect. Some PR professionals approach me with mass emails 
that exclude my name and title. It shows that they are spamming emails to  influencers instead of considering me as 
the most suitable candidate. 

What is the most challenging aspect of covering the travel industry?

Finding relevant content sponsorship is most challenging for me. Unlike most of the influencers in Hong Kong, I work 
with film crews to produce travel shows. The cost I spend on producing travel shows is high. To reduce the cost, I 
need to propose the market value of my trips to different parties. It takes nearly one or two months to organize a 30-
day trip. 

What upcoming launches/events/updates are you most excited about?

If the situation permits, I will have a two-month trip discovering traditional customs and cultures of Africa. Also, I am 
planning a journey to Cuba and Canada later this year.  

What are some travel trends that you foresee for 2020? 

Wellness travel is a rising trend in 2020. The COVID-19 outbreak has made travelers are more concerned about their 
lifestyle and health. More hotels are proposing services such as spa and yoga for relaxation of travelers. Travel plans 
that involve hiking are also popular.  

Affordable luxury travel will remain popular as there are more options for budget airlines so prices will remain 
affordable. People would also prefer visiting remote tourist destinations at a lower price. For instance, they would like 
to see the aurora in a small town in Russia rather than in popular spots like Finland or Yellowknife in Canada. 

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period?

With outbound travel alerts all over the world, it is not appropriate to pitch junkets to influencers right now. 
Promoting local tours or hotel packages for locals are tactics that the travel industry can use to maintain business 
operations.  

https://www.instagram.com/benedictyuen
https://www.facebook.com/Benedictyuen89
https://www.youtube.com/user/benedict3612
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Hong Kong

Tsang Kim Wa (Kim)
Reporter, Mingpao

kimwa.tsang@gmail.com

Kim is a reporter focusing on travel and 
lifestyle in Ming Pao, a newspaper that 
reports on local news in Hong Kong. With 
10 years of travel-writing experience, 
Kim has also written for various media 
channels. He has also published several 
books about traveling.

How do you prefer to receive press materials?

Both emails and phone calls are fine to me, but be aware of the calling time. Print media, especially newspapers, are 
busy wrapping up production after 5pm. Any calls during this period would be disruptive. 

What is your advice to PR professionals who are trying to pitch you?

Make sure you are familiar with the publication and involve journalists in the discussion stage. Research on what we 
cover and discuss the idea with the editorial team. This would be an easier way of pitching your client.

Do you have any pet peeves when working with PR professionals?

They keep asking for the exact publication date of the article. It takes time for the editorial team to fact-check and 
proofread each piece. Therefore, we can’t confirm the release time.

Also, we can’t accommodate requests for article translation - there are tons of paperwork in the newsroom each day 
and we would not have time to translate them for you.

What is the most challenging aspect of covering the travel industry?

It is always a challenge for media to create content that suits readers’ taste and engage more audiences who are 
fond of travelling. 

What upcoming launches/events/updates are you most excited about?

As a journalist in the travel section, I have explored a lot of destinations. Seldom I get surprised at a spot now but 
talking with people from different backgrounds during the journey always inspires me and it reminds me of the tiny 
place I occupy in the world. 

What are some travel trends that you foresee for 2020? 

Cruising or river cruising. Research shows that 70% of Earth’s surface is covered by water, while the current cruise 
market only covers 30% of it. The cruise business has huge market potential, especially cruise destinations focusing 
on small towns or spots with ferry ports. These attractions are hard to reach by train or flight, so they are waiting for 
you to discover by  cruise.

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period?

Many travel plans and events are suspended due to COVID-19. Currently, it is better for PR and communications 
professionals to inform us about future projects such as new activities and hotels that are coming up later this year 
or next year. Proposing discounts right now is useless as travelers have strong safety concerns.

https://www.instagram.com/tsangkimwa/
https://www.facebook.com/fetraveller.kim/
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How do you prefer to receive press materials? 

I prefer to receive emails first, then if we’re interested and need more materials, we can follow up via messaging apps 
like WhatsApp. We also need to verify the content and data from your emails and go through the editorial process.

What is your advice to PR professionals trying to pitch to you? 

The most important thing is to know what kind of media we are. What type of articles or news do we prefer, who are 
our audiences, so that they can provide relevant pitches.

Secondly, provide us with press releases that have the Ws (Who, What, Where, When, Why) and How details, and 
accurate information. Many PR folks don’t realize that we are looking out for industry-related figures in their releases 
as our main audience is from the business  

Also, link your pitch to current situation For instance, how have your clients’ businesses been impacted by the 
COVID-19 pandemic, how are they surviving from this, or how businesses are contributing to society.

Lastly, adopt a different angle for routine releases, like those on event or product launches. Instead of the usual 
themes, highlight how this year’s event is different from previous editions, from an operational or managerial 
perspective.

Do you have any pet peeves when working with PR professionals? 

Don’t use the same release for all media. For those who know us, they usually crafted a release just for us or for the 
MICE and Tourism media. Although you may have a standard release, it would be nice if you tweak the headline or 
content for different media or highlight the significance of your pitch to our industry.   

What upcoming launches/events/updates are you most excited about? 

I think the next trend in tourism/travel and MICE industry is the surge of online events that are held on streaming 
platforms. So, it will be interesting to cover new online meeting software or technology.

What are some travel trends that you foresee for 2020? 

For Indonesia, I think that domestic tourism will increase, especially in Eastern Indonesia (Papua, Maluku, Merauke, 
Nusa Tenggara Barat, Nusa Tenggara Timur). I also see many new travel apps or booking platform that will get lots of 
awareness from the market, as we recover from the pandemic. 

What is the most challenging aspect of covering the travel industry? 

Like other print media businesses, we’ve felt the shift in readers’ preferences. The millennial reader tends to receive 
our news through our website and social media. So, we need to be more creative across different platforms.

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period? 

With the recent limitations of business mobility, the media demands more business updates from PR professionals. 
If you can hold a physical meeting with the media, make sure you supply them with enough press materials, and 
information on business activities. Especially when it’s related to COVID-19. This is the time you can focus on building 
relationships with the media, so when this pandemic is over, they can still remember your brand and message.

Indonesia

Bayu Hari
Editor-in-Chief,
Venue Magazine

Bayu Hari is the editor-in-chief of Venue 
Magazine, a leading MICE and Tourism 
magazine in Indonesia. He has worked 
in Venue since 2007 and was a writer at 
Tempo News Room prior to that.

bayuhari@gmail.com

https://www.instagram.com/bayuhari_h/
https://www.facebook.com/bayu.hari.5
https://venuemagz.com/


PR NEWSWIRE'S 2020 Travel Media Pitching Kit    13

How do you prefer to receive press materials? 

I prefer to be contacted via WhatsApp as I check it almost every 15 minutes. Emails can also be sent as proof of 
communication and documentation. 

What is your advice to PR professionals trying to pitch you? 

Believe it or not. many still ignore the basics. The first thing I look for is a press release that presents factual and 
accurate data. It must contain the names and job titles of the people quoted. Include photos with captions and the 
source of the photos. There should be at least three to four photos in a release.

Do you have any pet peeves when working with PR professionals? 

It is irritating when a pitch comes across as a hard sell. Please know that we need pitches with news value that 
benefit our readers. Secondly, avoid overly mentioning your brand in the release.

What is the most challenging aspect of covering the travel industry? 

Although tourism coverage is not without risks, it pays off when we visit remote and beautiful islands.

What are some travel trends that you foresee for 2020? 

This year, the tourism industry must prioritize to target wealthy tourists with higher spending power. Tourist 
destinations in all regions except Bali will face human resource constraints, and infrastructure issues in Indonesia’s 10 
New Destinations that include accessibility, accommodation and amenities.

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period? 

The main priority is to support the government’s safety measures. Postpone all activities that involve large crowds. 
Even if it is deemed necessary to continue, it will be more useful to do teleconferences or video conference calls.

Fatkhurrohim
Managing Editor, 
Wartaevent.com

fatoer_doang@yahoo.com

Fatkhurrohim has been a journalist since 
2003 and has worked in print dailies, 
magazines and online portals. Aside from 
pursuing journalism, he is also involved in 
several photography projects. Currently, 
he is working on a startup media business 
(wartaevent.com) that focuses on the 
world of events, music and coffee.

Indonesia

https://www.instagram.com/fatoer_doang/
https://www.facebook.com/fatoer.doang.5
http://wartaevent.com/
https://twitter.com/fatkhurrohim
https://www.linkedin.com/in/fatoer-doang-85129188/
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How do you prefer to receive press materials? 

Phone calls will go unanswered, that's for sure! I prefer to receive emails followed by a text message. As for press 
materials, I prefer in Microsoft Word or PDF formats.

What is your advice for PR professionals who are trying to pitch to you? 

Firstly, make sure that you are familiar with our publication. Secondly, know your target market and ensure that your 
audience is in sync with ours. When it comes to your PR strategy, look at your overall adventure marketing goals. It 
usually begins with knowing your ideal clients - who they are and what inspires them. Lastly, understand the way I 
work. I don't work during office hours, so don't expect to get instant replies.

Do you have any pet peeves when working with PR professionals?  

I don't like when people blast promotions so I always delete such emails without opening them. Keep PR pitches 
personalized and exclusive to me. If you want me to cover a story, please ask politely.

What upcoming launches/events/updates are you most excited about? 

The opening of luxury beach resort Jumeirah in Pecatu, Bali in late 2020. Well, to be honest, I am just curious about 
this opening as I've been hearing about it for the past two years. 

What are some travel trends that you foresee for 2020? 

With the COVID-19 situation, I am not sure what is going to happen in the travel industry. Many hotel reservations 
have been cancelled and it is uncertain when airlines will resume normal operations. Most restaurants are also 
closing temporarily. The global travel industry is sinking at the moment and will take more effort to bring it back to 
normal.

In light of COVID-19, many governments have advised to postpone non-essential travel plans. What advice do 
you have for PR professionals during this time? 

I strongly advise to postpone any PR activities until further notice. Get in touch via email on a regular basis. Keep 
spreading positive vibes! 

 Joannes Rhino
Managing Editor, 
Balinews.co.id &
TravelTreasures.co.id 

editor@balinews.co.id

Joannes Rhino is a journalist who has been 
covering the travel and tourism sector in 
South-east Asia and Australia for more 
than 10 years. He was the managing editor 
at Travel Leisure, a new culture and travel 
magazine, which highlights the wonders 
of destinations in South-east Asia and 
Australia. Prior to this current role, he was 
Associate Editor at NOW! Bali Magazine 
from 2015 to 2018. 

Indonesia

https://www.instagram.com/sethlestath/ 
https://www.facebook.com/pg/joannes.rhino/posts/
https://www.balinews.co.id/
https://www.linkedin.com/in/sethlestath/
https://www.instagram.com/sethlestath/
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How do you prefer to receive press materials?  

Via email, but if it’s something last minute (which ideally shouldn’t be the case) then a text or call would be fine. 

What is your advice for PR professionals who are trying to pitch you?  

Most editors often scan through emails, so your subject line is extremely important! It needs to be catchy and 
relevant to the type of media you’re pitching. Know your media brands well and your client’s target audience. For 
example, you wouldn’t want to pitch about cheap rates for a low-cost airline carrier to a title like Tatler, but you could 
suggest an interview with its founder, or its partnership with a successful person or luxury brand.  

Keep the message simple, clear and concise – while adding contact details or links to further information plays 
an important role in encouraging me to take up the story. Also, try not to send too many attachments, especially 
pictures – providing a link to more images is preferred. 

Do you have any pet peeves when working with PR professionals?  

I find it annoying when I get random calls from PR practitioners; I prefer texting and find it less intrusive than a call – 
unless it’s extremely urgent, which it isn’t most of the time. Aside from that, getting names and information wrongly 
spelt, or wrong altogether can lead to dire consequences too, especially if you’re sending out the same pitch to 
multiple media titles.

What is the most challenging aspect of covering the travel industry?  

Most press trips identify you as media, which gives you preferential treatment; sometimes this doesn’t necessarily 
translate to the actual experiences of most travelers.

What upcoming launches/events/updates are you most excited about?  

While luxury beauty and fashion news tend to dominate the field I’m in, I typically get excited with stuff such as cars, 
alcohol, men’s perfumes, watches as well as new travel destinations or resorts.

What are some travel trends that you foresee for 2020?  

Sustainability is becoming ever more prevalent across all industries, which is a good thing. People need to be more 
aware of how they travel and the impact it has on the communities they are visiting; perhaps eco-tourism sites might 
experience a boom? 

Aaron Pereira
Sub-editor, 
Malaysia Tatler 

aaron.pereira@tatlerasia.com

Having a passion for the English language, 
Aaron Pereira started out in publishing via 
an internship while pursuing his degree 
in English literature. Since then he has 
moved between a couple of media houses 
and a PR firm, which gave him valuable 
insight into how things work behind the 
headlines. He believes that language 
should first be used to express, but the job 
of a sub-editor is to impress and make sure 
facts are (politically) correct.

Malaysia

https://www.instagram.com/aaronlpereira/?hl=en
https://my.linkedin.com/in/aaron-pereira
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How do you prefer to receive press materials?  

I prefer to receive materials via email or file-sharing, for example WeTransfer, for speedy editing and publishing.

What is your advice for PR professionals who are trying to pitch you?  

Gaya Travel Magazine mainly targets Malaysia-, Singapore- and Brunei-based English-speaking urban professionals 
between 24 and 65 years old, with a slant towards Halal travel. Though the magazine mainly targets consumers, it 
also covers selected travel trade fairs such as World Travel Mart and ASEAN Tourism Forum (ATF) Travel Exchange. 
Therefore, PR professionals that cater to our audience are welcomed to approach us.

We ultimately seek win-win collaborations and long-term relationships with PR professionals. Ideally, we prefer to 
collaborate and maintain close relationships with those who understand that Gaya Travel is also a business entity 
that is driven by revenue, and looks at monetary and non-monetary value (for example familiarization trips and stays) 
as it strives to increase its audience and client base. 

Do you have any pet peeves when working with PR professionals? 

That PR practitioners assume that just because they email us their press releases, the media is obliged to publish 
them. Some PR practitioners neither take the initiative nor demonstrate the desire to establish a long-term 
relationship with the media whom they are counting on to get their stories published.  

What is the most challenging aspect of covering the travel industry?  

The threats that surround the industry include natural disasters, climate change, geopolitical tensions, and 
unforeseen events like the COVID-19 pandemic create more uncertainty and dent people’s desire to travel. As such, 
accurately predicting the up-and-coming destinations that are devoid of risks becomes tricky.  

What upcoming launches/events/updates are you most excited about?  

We will likely gravitate towards travel- and tourism-related launches that emphasize on sustainability and address 
climate change, cultural / heritage conservation, and social responsibility, particularly those in South-east Asia. Places 
such as Sukau Rainforest Lodge in Sabah and Warung Bumi by Bumi Langit Institute in Yogyakarta deserve our 
coverage.

What are some travel trends that you foresee for 2020?  

People seeking more hidden gems closer to home, for example residents of Klang Valley wanting to discover more 
places or attractions within Kuala Lumpur, Putrajaya, and Selangor, or the rest of Malaysia.

Value-for-money / budget-friendly local experiences that are memorable, enriching, educational and can 
contribute to the local economy, for example staying with rural communities or indigenous tribes.

Travelers nowadays approach their travelling with purpose. More of them are interested to join activities like cleaning 
up beaches, coasts and underwater environments..

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period?  

It would be great if PR professionals can work more closely with their marketing and sales counterparts to target 
their communications to the domestic market, or markets not affected by COVID-19. In Malaysia's case, the travel 
industry has been quick to respond by pivoting to markets such as West, Central and South Asia, including ASEAN. 

Juhan Kamaruddin
Editor-in-Chief, 
Gaya Travel Magazine

jeremy@gayatravel.com.my

Juhan Kamaruddin is the co-founder and 
editor-in-chief of Gaya Travel Magazine, a 
Kuala Lumpur-based English publication 
on travel and tourism established in 2005. 
Prior to that, he cut his teeth in travel 
writing and publishing during his stint at 
Tourism Malaysia before serving PETRONAS 
in the areas of corporate branding, internal 
relations and marketing communications. 
Due to his exposure in travel and tourism, 
he was invited to become a juror for the 
Malaysia Tourism Awards 2014/2015 and 
2016/2017. Juhan also actively participates 
in speaking engagements involving travel 
and tourism promotion. When travelling, 
he prefers destinations that are strong in 
quality of life, sustainability, heritage and 
culture. 

Malaysia

https://www.instagram.com/juhankamaruddin/
https://www.facebook.com/juhan.kamaruddin
https://twitter.com/JuhanKamaruddin
https://www.linkedin.com/in/juhan-kamaruddin-32993313/
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How do you prefer to receive press materials?  

Preferably, email alerts!

What is your advice for PR professionals who are trying to pitch you?  

My advice to PR professionals would be to reach us with information that is relevant to our specific areas of interest. 
Try to make it as targeted and relevant as possible to the travel trade industry.  

Do you have any pet peeves when working with PR professionals?  

Most importantly, make sure there are no gaps or unknown facts and figures in the information provided. We aim 
to avail quality news to our readers. Also, receiving newsworthy press releases will be a great add-on as we deal with 
industry-specific news.

What is the most challenging aspect of covering the travel industry?  

Getting the news right without any major adulteration. For global news, this is the most challenging aspect. In order 
to publish news as it is, we need to fetch it from the right and reliable source. 

What upcoming launches/events/updates are you most excited about?  

Looking forward, we’re very excited about the recent launch of the Virtual Event Platform that we are working on. We 
believe this platform will add value to the events industry, as it makes the transition from offline to online events so 
that multiple online events can happen like in a regular exhibition, roadshow or a conference. In the post COVID- 19 
era, we believe this seems to be the new normal for events.

What are some travel trends that you foresee for 2020?  

Although this year has been very unfortunate for the tourism industry in general, boosting and promoting the 
domestic tourist places in Malaysia is the major travel trend for 2020. Towards the last quarter of the year, we might 
even see a rise in international travel as it resumes gradually.  

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period?  

In a situation like this, my advice to PR pros would be to act responsibly and have a narrative around the topic. 
Addressing facts with a positive outlook can balance the situation and boost the zeal of industry professionals to 
make a strong comeback.

On the other hand, the media should spread positive messages across the travel trade industry and make sure they 
don’t promote fear amongst the masses. Also, filtering out unvalidated reports and figures before publishing is very 
important. In addition, industry players can re-strategize by obtaining advice from industry experts.

Presanth Chandra
Co-Founder, 
TIN Media

pc@tin.media

As a co-founder of TIN Media – Malaysia’s 
first B2B Independent travel trade media, 
Presanth Chandra ceaselessly works to 
connect the local travel trade industry to 
the global travel markets and vice versa, 
bridging through the most reliable news 
resources, analytics and insights.

Malaysia

https://www.linkedin.com/in/presanthchandra/
https://www.facebook.com/presanthchandra
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How do you prefer to receive press materials?  

Email, email, email.

What is your advice for PR professionals who are trying to pitch you?  

Send in a clear pitch with strong clickbait information. Good accompanying photos help. It is best when your 
pitch is presented in a news or feature style complete with a dateline, heading, standfirst and a strong lead. This will 
help the editor to see where your pitch is heading and most of the time, it will give the editor more ideas on how to 
tackle the subject of your pitch. 

Do you have any pet peeves when working with PR professionals?  

Laziness – from failing to do their homework to know their target readers, spamming us with a general email and a 
press release and requesting coverage from another media. Another pet peeve is receiving an invite to cover a charity 
drive or lion dance performance when we have long stopped covering such events. Lastly, going on the salesman 
mode - when the editor says your pitch is not suitable for the publication, please don’t turn it into a sale pitch with 
you going from every corner to get the editor to take up your pitch. It’s very annoying.

What is the most challenging aspect of covering the travel industry?  

The mainstream media is losing to social media influencers - both in terms of advertising revenue and travel 
opportunities. Their postings are just mere captions or selfies,  the only destination-related contributions are the 
location status and the obligatory hashtags, and their followers are not within the organizer's target market. However, 
industry players seem to not mind investing in such “stories” rather than on more responsible, in-depth and well-
crafted travel stories by the mainstream media.  

What are some travel trends that you foresee for 2020?  

Home-sharing accommodations will rule the market as more tourists become FITs (free individual travelers), leaving 
the hotels and resorts to focus on the group tours and Meetings, Incentives, Conferences, and Exhibitions (MICE) 
markets. The rise of FITs is also the result of the emergence of online travel agents.

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period?  

To tell the truth and be creative. Don't over-promote or conceal (crucial) information. Offer alternatives, tips and 
advice - like, for instance – when is a good time to have "Cuti-cuti Malaysia" (have holidays in Malaysia) instead of 
going overseas. Press releases or bespoke content on such themes have high news value.

Zalina Mohd Som
Travel & Food Editor, 
New Straits Times

A self-confessed young-at-heart adventurer 
who rather hikes a mountain than visits
an art museum or a shopping mall, Zalina 
Mohd Som doesn’t like confined museums 
but she loves visiting open museums 
especially those on wars and natural 
disasters. While she doesn’t like modern 
art, she loves traditional arts and craft, and 
culture. 

Malaysia

czar-lina@nst.com.my / 
nstjom@gmail.com

www.facebook.com/groups/friendsoftraveltimes
https://www.instagram.com/jom.nst/
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How do you prefer to receive press materials?  

Email.  

What is your advice for PR professionals who are trying to pitch you?  

I prefer to receive an email first before a phone call. 

What is the most challenging aspect of covering the travel industry?  

The need to apply a global lens to trends. 

What upcoming launches/events/updates are you most excited about?  

Experiential launches where you get to touch or try the product or services. 

What are some travel trends that you foresee for 2020?  

Due to the COVID-19 situation, hygiene and safety may become a top priority for travelers.  

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period?  

There is still a need to plan for post-COVID-19 recovery as we learn from the previous SARS and MERS episodes. As 
such, there can still be news and updates. Instead of focusing on advertising and promotional efforts, brands can 
shift their focus on sharing information on infrastructure, talent development and long-term programmes.

Singapore

Alvin Lim
Editor & Founder，
Alvinology.com

Alvin Lim is the founder of Alvinology.com 
and has been blogging since 2007. The 
site started as a one-man blog and is now 
a full-fledged content portal with a team 
of content staff. Alvin prides himself as a 
seasoned marketing and communications 
professional who is in sync with the digital 
and social media age. He is armed with 
the experience of having worked on the 
agency and client sides, and is a media 
owner and social media influencer. He 
has also worked with established brands 
like Coca-Cola, Nestle, Nikon, Panasonic, 
AirAsia, Jetstar Asia, Destination New 
South Wales and the Hong Kong Tourism 
Board through his blog. 

alvin@alvinology.com 

https://www.instagram.com/alvinology/
http://facebook.com/alvinologist
https://www.youtube.com/user/dragaz
https://twitter.com/alvinologist?lang=en
https://www.linkedin.com/in/alvinology/
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How do you prefer to receive press materials?  

Emails and a follow-up phone call. 

What is your advice for PR professionals who are trying to pitch you?  

Be familiar with my titles – the sections within the print and online product as well as the profile of my readers. Use 
this knowledge to create a unique angle that my readers can benefit from. 

Do you have any pet peeves when working with PR professionals?  

PR practitioners who mass distribute press releases along with a message for editors to inform them when 
the material is published, and to provide a link to the published piece. Whatever happened to good old media 
monitoring? But more importantly, does the pride one gets from co-creating a unique news piece with the editor no 
longer exists?   

What is the most challenging aspect of covering the travel industry?  

So many travel trade events to cover, so little time! And I’m talking about just the Asia-Pacific region.  

Each TTG Asia Media title serves a specific segment of travel trade professionals. TTG Asia, for example, is built for 
travel agents first and foremost, followed by all professionals in the leisure tourism space. TTGmice is built for business 
event planners and corporate travel managers, while TTGassociations directs content to association executives and 
association meeting planners. With such diverse areas of focus, we have an interest in many trade events but have to 
be prudent in where we invest our reporting resources.  

What upcoming launches/events/updates are you most excited about?  

Studies that can birth insightful analysis pieces and one-on-one deep dive interviews are first and foremost on my 
list, followed by major tourism developments that will uplift the destination’s economy or the local community in 
non-financial ways. 

What are some travel trends that you foresee for 2020?  

Greater pressure on tourism suppliers to be truly sustainable, beyond the elimination of plastic straws and plastic 
water bottles. Sustainability comes in a wide range of practices, from supporting and uplifting local communities, 
reducing carbon footprint and waste, investing in diverse staff to providing proper career pathing. People want to 
know that the money they spend is going to truly deserving commercial entities. 

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period?  

In addition to the usual marketing messaging, it is worth pitching positive stories about how their organization are 
taking care of their internal community - staff, vendors and business partners - whose life and sense of job security 
have no doubt been impacted by the business fallout, as well as external communities, such as medical professionals.

Karen Yue
Group Editor, 
TTG Asia Media 

Karen Yue is the group editor of TTG Asia 
Media. Besides upholding the editorial 
quality of the team, she manages the 
editorial direction of TTG’s stable of titles 
– TTG Asia, TTG Asia Luxury, TTGmice, 
TTGassociations and TTG India, as well 
as all Show Dailies and recurring special 
editions such as the Asian Tourism 
Expert Guide. She also leads TTG Content 
Lab, a division that supports industry 
stakeholders in their content creation 
across multiple platforms, from online to 
face-to-face readers engagements. 

Singapore

karen.yue@ttgasia.com

https://www.instagram.com/ttgmice/?hl=en
https://www.linkedin.com/in/karenyuesf
https://www.instagram.com/ttgasia/?hl=en
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How do you prefer to receive press materials?  

By email.

What is your advice for PR professionals who are trying to pitch you?  

Exclusive stories that are newsworthy, timely or able to tick that I-never-knew box for audiences are ideal. 

Do you have any pet peeves when working with PR professionals?  

Over-promising or being generic 

What is the most challenging aspect of covering the travel industry?  

So many places, so little time! Mainly, the travel industry and its players are very dynamic, which makes it both 
stimulating and challenging to pursue coverage that is relevant and wow. 

What upcoming launches/events/updates are you most excited about?  

Emergent countries and enclaves in 2020; the recovery of distressed destinations; new airline routes and game-
changing airline products and services; travel industry unicorns and their narratives or founders. 

What are some travel trends that you foresee for 2020?  

The rise of super-apps, the demand and price decline of premium air travel, a renewed focus on far-flung places, slow 
travel and biophilia. 

Lee Siew Hua 
Travel Editor,  
The Straits Times 

Lee Siew Hua is the travel editor  of 
The Straits Times, Singapore’s national 
English-language newspaper and multi-
platform site. She writes and edits travel 
stories for the lifestyle section, and 
creates partnerships with industry players. 
Her travels have taken her to all seven 
continents, where she has filed stories 
on Antarctica, a Great White Shark cage-
dive in Australia and a road trip to the 
far western edge of China. Her editing 
portfolios have included a multimedia 
luxury magazine and a style magazine. She 
has also written on politics and religion as 
a Senior Writer on the Political desk and 
Enterprise investigative section, and was 
a Sunday columnist. Previously based in 
Washington, she established the paper’s 
United States Bureau and later joined the 
World Bank as a consultant.  Besides her 
focus on travel, she also covers longevity 
and lifestyle.

Singapore

siewhua@sph.com.sg

https://www.instagram.com/leesiewhua/
https://www.linkedin.com/in/siew-hua-lee-9362b5/
https://twitter.com/stsiewhua
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How do you prefer to receive press materials?  

Via email. 

What is your advice for PR professionals who are trying to pitch you?  

Understand the publication and how it covers the news. 

Do you have any pet peeves when working with PR professionals?  

When a PR person sends a press release and sends me a WhatsApp message asking if I’ve received it. If you’ve 
sent the release to the right address, I would have received it.  Another pet peeve is when PR practitioners don’t 
understand that not all interviews can result in a story. 

What is the most challenging aspect of covering the travel industry?  

It has so many verticals — airlines, hotels, tour operators, destinations, transport, travel technology, the list goes on — 
and each complex and fast-changing. Staying on top of developments is a huge challenge. 

What are some travel trends that you foresee for 2020?  

The travel industry has become topsy-turvy because of COVID-19 but the health crisis is an opportunity for 
destinations to review the diversity of their market sources and to improve the industry. 

Raini Hamdi
Editor-at-Large, 
SKIFT

rh@skift.com

Raini Hamdi is a business journalist who 
has been covering the travel and tourism 
sector in Asia for more than 20 years. 
She is the editor-at-large at Skift, a US-
based news organization that deciphers 
and defines trends for global CEOs 
across travel, dining, and wellness sectors 
through a combination of news, research, 
conferences, and marketing services. Raini 
was Skift’s first asia editor before stepping 
into her current role in February 2020. She 
writes analyses and deep dives. 

Singapore

www.linkedin.com/in/rainihamdi
https://twitter.com/RainiHamdi
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How do you prefer to receive press materials? 

Like so many others, I prefer emails. 

What is your advice for PR professionals who are trying to pitch you? 

It is important for PR professionals to make sure to include images in their press releases. Also, spelling and grammar 
mistakes make press releases look unprofessional, so please check spelling and grammar carefully before you send a 
press release to a journalist. 

Do you have any pet peeves when working with PR professionals? 

Please avoid sending press releases without any other explanation or summary. 

What is the most challenging aspect of covering the travel industry? 

I often write news about a destination far from where I live. For that reason, sometimes it’s hard to get various 
pictures and information on the destination due to the distance barrier. Thus, this is definitely one of the biggest 
challenges of covering the travel industry. 

Jungmin Lee
Chief Editor, 
Travel Daily

Jungmin Lee is the editor-in-chief of Travel 
Daily, a well-known travel news media in 
South Korea. He was a travel journalist at 
Korea Tourism News & CEO News. 

South 
Korea

ljm@traveldaily.co.kr

www.traveldaily.co.kr
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How do you prefer to receive press materials?  

I prefer email. 

What is your advice for PR professionals who are trying to pitch you?  

I receive a lot of news every day in my mailbox, but I don’t read every single release. So, you need to think about the 
importance of  a good subject line. If the subject line is too obvious that the release is about a normal promotion or 
event, there is high possibility that I won’t open it. Also, some releases are originally written in English, so they should 
be careful with the translation.

Do you have any pet peeves when working with PR professionals?  

They sometimes ask me if they can check their news before I publish it on my media platform. Such requests make 
me feel uncomfortable. 

What is the most challenging aspect of covering the travel industry?  

It can be difficult and tiring to find and search for information about travel destinations.

What upcoming launches/events/updates are you most excited about?  

New technologies are transforming the roadmap for the travel business, so I am very excited about new services and 
platforms that adopt new technologies.

What are some travel trends that you foresee for 2020?  

Travel platforms are the most important thing that people should pay attention to in Korea’s travel industry this year. 
Platforms such as Agoda, Booking.com, Expedia, KLOOK and Bemyguest are growing so fast. In Korea, the growth 
rate of platforms such as Yanolja and My Real Trip is outstanding. I’m excited about new platforms catering to Free 
Independent Travelers that will be launched this year.

Also, the purpose of travel has been a bit changed. Recently, many people go on trips for new experiences and to 
learn new things. People want to try new food, art, movies and try some outdoor activities they are interested in. 
Instagram is one of the most influential social media platforms in the world now - many people put ‘Instagrammability’ 
as one of their top factors in selecting a destination.

Also, people will not hesitate to spend their time and money on something that they think is worthwhile. They visit 
luxury hotels, dined at Michelin-starred restaurants and buy business-class flight tickets. I think these types of travel 
experiences will increase this year.

Koeun Son 

Deputy Chief, 
Editorial Department, 
Travel Times

koeun@traveltimes.co.kr

Koeun Son is the deputy chief of the 
editorial  department at Travel Times, a 
well-known travel news media in South 
Korea. She joined Travel Times in 2015 and 
covers travel-related news especially in the 
United States, Europe and the Oceania 
region.

South 
Korea

www.traveltimes.co.kr
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How do you prefer to receive press materials?  

Like so many others, I prefer email.

What is your advice for PR professionals who are trying to pitch you?  

As I am working at a Korean media, I prefer news related to the Korean market and stories that can attract Korean 
audiences. Also, press releases should be detailed. 

Do you have any pet peeves when working with PR professionals?  

I think the interaction between PR professionals and journalists is very important. So, I don’t prefer PR professionals 
that only send releases and never try to have real connections or interactions with me. 

What is the most challenging aspect of covering the travel industry?  

I am eager to introduce new places and destinations, but if they are too small or too difficult to get to, it is hard 
to introduce them to Korean audiences. Also, some releases from global travel companies are often written for 
audiences in the United States, so I hope to receive more news that is focused on Asian audiences.

What upcoming launches/events/updates are you most excited about?  

I am very excited about new travel platforms that will be launched this year. I am also looking out for new 
destinations, promotions or events from travel companies and airlines.

What are some travel trends that you foresee for 2020?  

Free Individual Traveling is on the rise and packaged tours are diversifying. Demand for premium and luxury travel 
packages, such as business class flight packages, is increasing this year as well. Plus, price competition between travel 
companies, platforms and direct channels is becoming fiercer.

Seonggyun Lee 

Reporter,
Travel Times

sage@traveltimes.co.kr

Seonggyun Lee is a reporter at Travel 
Times, a well-known Korean travel news 
media. He joined Travel Times in 2017 and 
has been covering travel-related news. 

South 
Korea

https://brunch.co.kr/@mrseonggyun
www.traveltimes.co.kr
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How do you prefer to receive press materials?  

Email should be the ideal channel for sending press releases as it is easier to trace back what we have discussed. As 
for daily contact, social media is better. 

What is your advice to PR professionals trying to pitch you? 

Be patient during the discussion process. I always welcome sponsorships and enjoy cooperating with PR agencies. 
So, I put in an effort to discuss the format of the collaboration. PR agencies also have the responsibility to ensure 
my channel fits their clients’ brand image. As a YouTuber sharing travel information, it is easier for me to feature 
promotional events instead of the sponsored products.

Do you have any pet peeves when working with PR professionals? 

Some PR professions have overrated expectations on the advertising results from engaging influencers. They expect 
our promotional videos to attract high viewership and do not consider if my channel is relevant for their products. I 
would inform the PR agency clearly that my channel mainly features travel/hotel/aviation content. 

In order to increase the number of hits for my videos, some PR agencies would ask me to add more points of view 
in the video. The aim of my video is to entertain but not to impress my audience. It is against my own principles to 
share opinions that are not mine.

What is the most challenging aspect of covering the travel industry?  

Being a travel blogger with a limited budget, safety and transportation are the most challenging issues. Most 
bloggers tend to travel alone, so safety is one of the biggest concerns as some countries aren't that safe. Besides, as 
an independent traveler, I need to find an assistant to take videos sometimes. 

What upcoming launches/events/updates are you most excited about?  

Domestic tourism including Taiwan’s outlying islands (Penghu/Golden Gate/Matsu/Lanyu, etc.) is flourishing. Tourism 
events such as the 2020 Penghu International Firework Festival attracts me, and hotels and plane tickets to these 
spots are mostly sold out. The pandemic in Taiwan has gradually become more stable and life here is gradually 
resuming back to pre-COVID-19 days.

What are some travel trends that you foresee for 2020?  

I believe domestic tourism should be the main trend for the rest of this year and even next year. Many hotels and 
restaurants have started collaborating with bloggers and influencers to carry out marketing activities, and I noticed 
that the outcomes have also been quite good.   

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period? 

As the pandemic worsens, most of our sponsored overseas trips have been cancelled. For PR agencies, I would 
suggest promoting local tourism at this time. Currently, the public opinion is slanted against anything related to 
traveling abroad, or else influencers would get criticized by netizens. Hence, we have avoided sharing or posting 
travel news recently. 

Taiwan

Lillian Min
Influencer

niny598@gmail.com

Lillian Min is a travel blogger and 
influencer based in Taiwan. She moved to 
Malaysia to continue her studies and she 
has been traveling around the world since 
then. She started her YouTube channel in 
2017, sharing content on tourism, hotels 
and food.

https://www.facebook.com/Lillian.MandTheTaiwaneseTheMalaysian/
https://www.youtube.com/channel/UCGRKZALmK_EAYyu_c2jT2sA
https://www.facebook.com/LILLIANdotM/
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How do you prefer to receive press materials?  

Email is the best way as all the materials can be included. Be aware of the timing of the email. For a reporter 
covering daily news, we prefer the latest news. Please send your press releases as soon as possible.  

What is your advice to PR professionals trying to pitch you?  

Keep the pitching emails short. Some PR professions provide lengthy pitching emails, which we have to take a 
longer time to read. We know that PR professions would like us to report their promotional events in great detail, but 
we lack the time to deal with as we are busy writing articles in the newsroom. 

Do you have any pet peeves when working with PR professionals? 

Please do research on the journalist’s background and state our position correctly in the email. Sometimes PR 
professionals approach us without knowing who we are or mistaken our positions. It is disrespectful and leaves an 
unprofessional impression. 

What is the most challenging aspect of covering the travel industry?  

Drone filming regulations in Taiwan and other countries such as Thailand and Japan have become a recent 
challenge. We usually use drones for a better visual presentation of news. It is troublesome and time-consuming for 
us to apply for filming permission each time. I hope that PR professionals can support us by communicating such 
requests with the local authorities.  

What upcoming launches/events/updates are you most excited about?  

The Taiwan International Balloon Festival, which gathers close to 40 hot air balloons at Luye Highlands in Taitung. 
Due to the pandemic, many foreign hot air balloon pilots were initially not allowed to participate in the event. 
Subsequently, the authorities allowed them to participate after 14 days of quarantine. Many of them still decided to 
participate as they have been to Taitung and love the place.  I’ve attended this festival, which is in its 10th year and I 
recommend you should visit Taitung county.   

What are some travel trends that you foresee for 2020?  

Many travel plans and trips have been cancelled as the pandemic continues to evolve. It will be a critical period for 
travel agencies, airlines and hotels in the long-term. Domestic tourism will become a trend in order to sustain the 
travel industry. 

In light of COVID-19, it is encouraged by many government bodies to postpone any non-essential travel plans. 
What advice do you have for PR professionals during this period? 

We prefer to feature domestic tourism and remote places that are least affected by the pandemic. Topics like how to 
guard against COVID-19 when traveling would also attract  the audience’s attention. 

Shin-Yun Tien
Journalist, 
Apple Daily

okeanastien@gmail.com

Shin-Yun Tien is a veteran journalist who 
specializes in the travel industry. He used 
to work for the newspapers and is now 
a travel writer and influencer. Besides 
writing for Apple Daily, he also manages 
his Facebook page, Now For Fun.  

Taiwan

https://www.facebook.com/nowforfun/
https://www.instagram.com/iamtomtien/
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How do you prefer to receive press materials?  

It's better to send press material to reporters by email because it includes all the details. WhatsApp is also a good 
option for staying in touch.  

What is your advice to PR professionals trying to pitch you?  

PR professionals should ensure all press materials, including articles, pictures and other forms of information, fit the 
requirements of the media that they would like to pitch. In Apple Daily’s case, we require high-resolution photos as 
we generate videos sometimes. We are not able to feature your article if the photos given are low quality. 

Do you have any pet peeves when working with PR professionals? 

Please don’t urge us to publish the press release. I understand that PR practitioners are under pressure to obtain 
media exposure, but the media will pick up the press release based their editorial principles. PR practitioners should 
understand that we don't need to be pitched on their products. 

What is the most challenging aspect of covering the travel industry?  

Journalists find it difficult to get sponsorships if they want to travel to faraway countries for reporting. A lack of 
resources makes it harder to cover a fruitful story. It is recommended that PR professions can provide us with more 
support especially on accommodation, local translation and administration aspects.  

What upcoming launches/events/updates are you most excited about?  

During this period, it would be better to maintain social distancing and avoid crowded places. One way is to enjoy 
the beauty of nature and outdoor activities. Taiwan has the highest density and largest number of high mountains 
in the world, with 286 summits in excess of 3,000m) above sea level. I am looking forward to taking an adventure in 
Taiwan’s provincial parks and scale some magnificent mountain peaks. 

What are some travel trends that you foresee for 2020?  

Due to the COVID-19 outbreak, most travel itineraries and promotions have been cancelled or postponed. I think the 
virus outbreak will last longer than we expect. Also, I observe that people will be extra careful while travelling and 
battling with the virus will become a trend. It is also important for travelers to know the travel restrictions of different 
countries.

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period? 

My observation is that tourists will now pay more attention to the news on staying safe while traveling. Due to the 
downturn of the tourism industry, many hotels, airline companies now offer very good discounts, I would suggest PR 
agencies to pitch us stories on such issues to attract our audience.

Yung Yi Fu
Journalist, 
Apple Daily

yung.yf@appledaily,com

Yung Yi Fu is a journalist and photographer 
who covers travel and lifestyle. He used to 
work as a finance specialist. He started his 
journey as a travel journalist a few years 
ago. He runs Iwalkutake, a travel blog that 
captures the most spectacular nature 
scenery and human culture.

Taiwan

https://www.instagram.com/iwalkutake/?hl=zh-tw
https://www.youtube.com/channel/UC0RxFsvY6v65zV3bI2bvEgg
https://www.facebook.com/IDantravel
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How do you prefer to receive press materials? 

Via email.  

What is your advice to PR professionals trying to pitch you? 

PR speak and boilerplate press releases are often bland. They may provide material efficiently but for those outlets 
that focus on storytelling, it is vital that information is presented in an interesting way that differentiates a product 
or property from others. More importantly, if the information is dry, people won’t make it past the first paragraph. 
We see dozens of press releases and PR requests every month so make sure that what you send stand out from the 
crowd. 

Do you have any pet peeves when working with PR professionals? 

100% template emails. The best strategy is to tailor your information to each media outlet, based on their editorial 
voice or content. They are more likely to run something if you show them why it’s relevant or interesting to their 
readers. 

What is the most challenging aspect of covering the travel industry? 

Finding untold stories and ways to talk about well-known places in a new way. Outside of privately owned properties, 
it is also an inherently corporate industry. For readers, particularly millennials, corporate entities can be seen as 
uncool or uninteresting so it’s important to step out of that box and message people in ways that they find relatable.  

What are some travel trends that you foresee for 2020? 

With the COVID-19 situation, it will be a challenging and unpredictable year for the travel industry. Assuming things 
get back to normal later this year, we may see a rise in domestic tourism as people may want to start to travel again 
but will still be wary of international travel. 

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period? 

First off, keep it positive. Everyone is going through a tough time so the last thing they want is to have that reinforced. 
This is a good opportunity for the industry to try new programs and messaging styles with the assumption that 
things won’t be going back to normal anytime soon. We’re currently faced with two options - keep doing things the 
way we always have and hope for the best or proactively pivot our products and messaging. Those that come out of 
this strongest are likely from the latter category.

Vietnam 

Brian Letwin
CEO, Saigoneer

brian@saigoneer.com

Brian Letwin’s career started in New York 
working for a digital performance agency 
specializing in SEM and SEO in 2006. He
later went on to work for large 
international agencies like Mediacom, 
where he focused on media buying and 
digital strategy for multinational brands. 
After working on the publisher side, he 
moved to Vietnam and founded Saigoneer 
in 2013 and Urbanist Hanoi in 2017.

https://www.facebook.com/saigoneer
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How do you prefer to receive press materials? How about any PR pet peeves? 

For news content, I prefer it to come in the form of a short headline and a synopsis that can be summarized in 3 to 
5 sentences. For in-depth news, the content should include multimedia elements, such as photos and videos. These 
days, audiences prefer not to read long articles, and need to be visually impressed first. The content should show how 
the companies’ products or services benefit the community or demonstrate Corporate Social Responsibility value.   

What is your advice to PR professionals trying to pitch you? 

PR professionals should actively provide reliable and accurate information frequently. They should also have 
information on hand when contacted by journalists.  

If media outlets cover your stories in a positive way, PR professionals should assist them in spreading the news. If your 
stories have been covered in a way that might not reflect the key messages of your organizations, PR professionals 
should be patient when liaising with journalists and understand the pressure that journalists face from their jobs. 
Any conflict between both parties should be handled with grace.  

The pitch should focus on the key messages that organizations want to convey, and shouldn’t include personal 
information of company leaders or celebrities who are the brands’ ambassadors. PR professionals should develop 
close relationships with journalists, and know information such as their backgrounds, hobbies, birthdays, personal 
and professional updates.    

What are some travel trends that you foresee for 2020? 

Some trends include the rise of digital and multimedia travel-related content on multi-channel platforms. Travel 
content must be social media and mobile-friendly.  

 What is the most challenging aspect of covering the travel industry? 

With the rapid development of technologies, information on travel destinations is updated on a real-time basis. It’s 
quite challenging for us to produce stories that are more competitive in that sense.  

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period?

PR & communications professionals in the travel and hospitality industry should not focus on promotions or branding 
for now. Instead, they should put more effort into programmes that create value for the community. 

Luu Khanh Hung
Head Of Content, 
WowWeekend Magazine

hung.luu@idm.vn

Luu Khanh Hung has been working in the 
media and communications industry for 
seven years. Some of the clients that he 
has worked  with include Vietnam Airlines, 
Vietcombank and PV GAS.  

Vietnam 

https://www.facebook.com/WowWeekend
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How do you prefer to receive press materials? 

Google Docs all the way!  

What is your advice to PR professionals trying to pitch you? 

Take the time to become familiar with my brand and the stories it tells. Be confident that your story is a good one, 
but don't ram it down my throat. 

Do you have any pet peeves when working with PR professionals? 

Poor quality photos, releases that need extra editing, and social media pages that I have to find for myself. 

What is the most challenging aspect of covering the travel industry? 

It's competitive and you're always up against the big guys. Size matters!  

What are some travel trends that you foresee for 2020? 

How advanced are we with virtual reality travel? In light of COVID-19, this might be something worth investing in! 

In light of COVID-19, many governments have advised postponing non-essential travel. What advice do you have 
for PR professionals during this period? 

Be clear, precise, unified and honest. Don't be like some governments around the world sending mixed messages 
with little clarity that confuse people. 

Matt Cowan
Founder & Chief Editor, 
The Bureau Asia

thebureauasia@gmail.com

Matt Cowan started The Bureau Asia, an 
F&B, travel and lifestyle channel, in 2018. 
He has also worked as a managing editor 
and freelance writer for other publications 
in South-east Asia. Matt has been based in 
Ho Chi Minh City since 2010 and has since 
developed an expensive taste for cocktails 
and fine dining, Nonetheless, it is not 
unusual to find him riding the streets in 
search of the best street food.

Vietnam 

https://www.facebook.com/thebureauasia
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Methodology 

Travel and tourism are key industries that are heavily impacted by the pandemic. To help provide more information for PR professionals, PR Newswire has 
reached out to print and digital media professionals to share pitching and media relations pointers. The interviews were conducted between February 
to July 2020. The company’s Audience Development team has verified their positions as media professionals, influencers and bloggers. These individuals 
must meet these additional criteria to be featured: they must cover the travel beat and work for top-tier media in the APAC region.

Are you a member of the media who is keen to be featured in our upcoming pitching kits?

For more pitching tips and advice from travel 
journalists and influencers in the United States, 
check out this eBook.

Contact Our Audience Development Team

mailto:hkmedia%40prnasia.com?subject=
mailto:?subject=
mailto:hkmedia@prnasia.com
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Hong Kong

About PR Newswire

PR Newswire, a Cision Ltd. company, is a leading global provider of news distribution and earned media software and services. In conjunction with 
Cision's cloud-based communications product suite, PR Newswire's services enable marketers, corporate communicators, and investor relations officers 
to identify key influencers, engage target audiences, craft and distribute strategic content, and measure meaningful impact. Combining the world's 
largest multi-channel, multi-cultural content dissemination network with comprehensive workflow tools and platforms, PR Newswire powers the stories 
of organizations around the world. PR Newswire serves tens of thousands of clients from offices in the Americas, Europe, the Middle East, Africa and Asia-
Pacific regions. For more info, please visit www.prnasia.com. 
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