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 As governments around the world continue to struggle with the impacts of 
COVID-19 and the resources it demands, organisations across several regions are 
sounding the alarm regarding a major secondary critical impact of the pandemic: 
plastic waste.

 Bakbamboo’s mission is to build a better future for generations to come and 
that is at the heart of our name: B-A-K stands for the name of our children: Bas, Alice, 
and Keira. They understand that we need to change habits and outlook while em-
bracing alternative resources. How we as individuals can choose to support a small 
compelling change that gives back to our environment.

 This year alone from Personal Protective 
Equipment (PPE) all the way to disposable 
consumer goods, pandemic conditions have 
resulted in an exponential surge in plastic 
consumption worldwide. Even in pre-pan-
demic conditions, a single 200-room four-star 
hotel could utilize up to 300,000 individual 
bathroom amenities in any given month. 

 By the end of August 2019, Hong Kong alone 
was offering around 300 hotels, providing 
over 83,000 guest rooms, each offering sin-
gle-use toothbrushes, combs, razors, cotton 
buds, water bottles, and so much more. 

 While NGO and community groups globally are already reporting that dispos-
able single-use plastic items such as face masks and gloves are washing up on beach-
es and dramatically impacting marine life, indicating that the threat is not a distant 
concern, but one that is already underway.

 Between the end of 2019 and January 2020 we ran a proprietary survey whose 
findings were completed last month through exclusive interviews with government 
bodies, academia and corporations in order to understand consumer habits and the 
urgency of building a sustainable future in a post COVID-19 era. 

 The research data represents groundbreaking forward looking opinions while 
also highlighting how the tourism and hospitality industry needs to urgently embrace 
this pressing global environmental concern.

FOREWORD

Tania Sibree and Naveet McMahon
Co-Founders

https://www.bakbamboo.com/
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> 2 to 3-star > 4-star

Only 5-star
(or equivalent)
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Oceania

36.3%

25.8%

27.4%

Other

Source: BCIS 2021

Which do you consider 
to be your home 
region/country?

Which type of accommo-
dation would you 
normally choose when 
you travel?

Only 2 to 3-star
(or equivalent)

Only 4-star
(or equivalent)

The Bakbamboo Customer Insight Survey (BCIS) gathered 124 responses over a 
four month period between September 2019 and January 2020. The survey consisted 
of a digital questionnaire that we shared through social media channels (Facebook, 
LinkedIn, Instagram) and direct mailing to our own database of prospects and clients. 

 The survey was conducted with the aim of acquiring information regarding trav-
ellers’ habits and whether the provision of sustainable alternatives by hotels infl u-
enced their choice of stay. 

METHODOLOGY

Who are the respondents? 

Survey demographics: 

• Our respondents sample came 
mostly from Europe, Asia and 
Australia/Oceania. 

• 60% of our respondents lived 
in Hong Kong when taking the 
survey. 

Profi le:

• 86% of the people are between 20 
and 50 years of age.

• About 80% identify as women 
(76.6%).

• 30% are married with children 
and another 36.5% have a partner 
but no children. 

Traveling standards: 

• 86.3% include hotel in their ac-
commodation choice, when given 
the choice among hotels, hostels, 
Airbnb and boutique hotels. 

• 61% say they preferred to stay at 
4-star hotels or more when travel-
ing.
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ABOUT US
Who are we?

 Co-founders of Bakbamboo Tania Sibree and Naveet McMahon both come from 
professional business backgrounds. Tania is a lawyer and an experienced business 
manager having run fi nancial service products across UK and Asia Pacifi c. Naveet has 
worked in Hong Kong for over 20 years as publisher in the fi nancial and technology 
media industry. They are both commited and passionate about driving tangible envi-
ronmental change for future generations. 

What do we do? 

Bakbamboo provides consultancy, sus-
tainability services and supplies custom-
ised, eco-friendly products at a whole-
sale level to hotels, resorts, aviation and 
beyond.  Our products are carefully se-
lected based on their environmental im-
pact, with the ultimate goal to assist in 
the reduction of single-use plastics in 
these industries.    

Bamboo is at the heart of our business; 
supporting communities that cultivate 
and harvest bamboo as a reusable, dura-
ble, biodegradable alternative material.

Why do we do it?

Our mission is to provide simple and 
accessible sustainable alternatives to 
single-use plastics which are currently 
largely used in hotels, resorts, serviced 
apartments, aviation and beyond.

About this report

Single-use plastic is a global epidemic, 
especially in Asia, which has the highest 
plastic input from rivers into the ocean.  
What we wondered though was: 

Are guests ready to embrace the 
change? 

And if yes, who are they? 
What do they want exactly?

Through a survey, interviews and pro-
prietary data, we wanted to explore the 
sustainability market for hotels on the 
demand side, with a focus on luxury 
travelers, as well as the impacts of the 
COVID-19 pandemic on the hospitality 
industry.
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93%
would chose a hotel that 

promotes 
sustainability

Source: BCIS 2021

SUSTAINABILITY: 
FROM GUESTS’ 
NEEDS TO GUESTS’ 
EXPECTATIONS
 Sustainability is one of the hot topics for several industries, and the hospitality 
sector is no exception. In Asia, China has already started to tackle the issue: the gov-
ernment issued a mandatory regulation requesting hotels in Shanghai to stop offering 
disposable toiletry kits unless customers ask. Moreover, the hospitality industry is also 
one of the sectors most impacted by the COVID-19 worldwide pandemic, and it will 
defi nitely change the industry, but also the way tourists travel. So what if sustainability 
was an opportunity to answer the future guests’ expectations rather than a constraint 
imposed by governments? How should hospitality prepare itself to be ready for the 
post-pandemic world?

n Bakbamboo’s 2021 Cus-
tomer Insights Survey, we looked 
at guests preferences, and 93% 
of respondents expressed 
their inclination to choose 
a hotel that promotes 
sustainability over one 
that does not, everything 
else kept equal. 

If the defi nition of “sus-
tainable travel” can be a bit 
broad, our study found that 
plastic use was a big issue for 
the guests, with 83% who indi-
cated that they were concerned 
about their plastic waste while 
travelling.

However, what can the guests do 
if the hotels where they stay don’t 

provide the sustainable solu-
tions they ask for? For exam-

ple, if a guest has the habit 
to use a reusable water 
bottle, what will he/she 
do if there is no drinkable 
water fountains to fi ll it 
up? We actually discov-

ered that water quality was 
important for those guests, 

as 7 people added “drinkable 
tap water” to the question “which 
amenities do you expect to fi nd in 
a hotel room”. 

I
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47%

 
38%

 
7%

 
7%

 
1%

47%38%

7%
7%

How much extra would you be willing to 
pay to get a hotel room that provides bio-
degradable bamboo alternatives instead 
of single-use plastic products?

>10%*

5% - 10%*

2% - 5%*

1% - 2%*

Unwilling to pay extra

*percentage of the price of the room

Source: BCIS 2021

 Solutions are already available to answer guests expectations: several large ho-
tel chains like InterContinental Hotels Group (IHG) have started providing bulk soap 
and shampoo bottles instead of small containers. Six Senses, the luxury hotel branch, 
also provides refillable ceramic dispensers. 

 This decision goes in line with our survey findings, as “have big soap, shampoo 
and conditioner dispensers instead of small individual bottles” was chosen by 82% of 
our respondents. This option was particularly popular among luxury hotel guests, with 
94% of all 5-star hotel guests and 87% of 4-star hotel guests approving of it. 

 In an interview to The Washington Post, IHG’s CEO Keith Barr said that, after 
banning single-use plastic straws from the hotel, “the next biggest thing we saw out 
there was single-use bathroom amenities.” Indeed, there are biodegradable and 
reusable alternatives that can be proposed to guests, and it doesn’t need to be at the 
expense of the hotel. 

 According to our survey, if given the opportunity, 64% of responders would be 
willing to pay extra to get a hotel room that offers sustainable alternatives such 
as biodegradable bamboo products to replace single-use plastic products. Almost 
half of them were ready to pay an extra 1-2% of the cost of the room in order to get a 
sustainable travel experience, followed by 38% who were willing to pay an extra 2-5%. 

https://www.washingtonpost.com/travel/2019/07/30/this-giant-hotel-chain-is-getting-rid-single-use-toiletries-reduce-plastic-waste/
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3 most popular 
“sustainable options”

% of total number of respondents

87%
use re-usable and/
or biodegradable 

amenities

83%
change towels less 

often

82%
use reusable water 

containers 

Source: BCIS 2021

 In our survey, we discovered that reducing single-use amenities are 
also a big concern for guests. When asked the question “If given the op-
portunity to adopt a more sustainable lifestyle while travelling, which of 
the following options would you adopt?”, the top choice was overwhelm-
ingly to use reusable and biodegradable amenities products instead of 
single-use plastic, according to 87% of respondents (97% of 5-star hotel 
guests and 90% of 4-star hotel guests).

 To change towels less often came only second, even if this “sus-
tainability option” is one of the most widespread among hotels already. It 
signifi cantly reduces costs linked to energy use and replacement as towels 
get worn out less quickly. It also reduces the use of water, when laundry 
accounts for 16% of hotels’ water usage, which is signifi cantly more than 
the water usage for swimming pools for example. 

 Then comes the use of reusable water containers instead of plas-
tic bottles with the same overall adoption rate as big soap and shampoo 
dispensers (82%). Branded reusable water bottles can be lent to guests 
during their stay and bought as a souvenir. On the guests’ side, the popu-
larity of this option may be due to the publicity of the plastic water bottles 
problem, especially in Hong Kong, where solutions are emerging like the 
implementation of reverse vending machines to promote recycling or mo-
bile apps to fi nd the nearest water fountain in the city. 

 Now the question is: are guests ready to change their hotel and trav-
elling habits because they are aware of the environmental benefi ts or are 
they embracing this change because they’ve seen it applied many times 
before during their stays as other hotels?
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 This is a valid question when it comes to changing mindsets in the 
hospitality industry: guests have expectations and habits, but it is also the 
responsibility of hotels and restaurants to set new standards when it 
comes to embracing sustainability by encouraging, educating or just al-
lowing them to perform these habits. 

 To dig deeper into guests’ expectations, we also asked an open-end-
ed question to our survey participants: what sustainable travel habits they 
currently engage in that we haven’t mentioned and that would improve 
the sustainability of the hotels where they stay. Their responses, both in-
teresting and insightful, show that guests are expecting hotels to be 
proactive and innovative when it comes to sustainability.

 

Here are a few examples from our BCIS 2020 survey: 

• Low flow toilets/shower heads (especially since toilets and showers 
account for 30% of water use for hotels)

• Green cleaning products instead of strong chemicals

• Rigorous control of lighting and electric appliances

• Lend a reusable bag during the guest’s stay

• Offer ways to offset carbon/carbon fees

• Get the food from sustainable fair trade sources 

• And… educate their consumers!

 

Sustainability was a trend before the pandemic, as 74% of U.S. millen-
nials reported that they were more likely to buy from brands that 
supported the same social issues they care about. Even 4-star or 5-star 
guests expect a change. But what will happen tomorrow, especially after 
the pandemic? 

Guests are expecting hotels to be 
proactive and innovative when 

it comes to sustainability.
“  

”

https://www.nielsen.com/us/en/insights/article/2020/sustainable-brands-can-pivot-with-purpose-to-help-address-covid-19/
https://www.nielsen.com/us/en/insights/article/2020/sustainable-brands-can-pivot-with-purpose-to-help-address-covid-19/
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Source: UNWTO

 With the COVID-19, tourists’ motivations have changed: people will travel less 
for a leisure purpose. As a Bloom Consulting report on the impact of COVID-19 on 
tourists behavior shows, 15 % of people won’t travel for leisure within the next 
12 months, even if the virus has been eradicated. In the scenario where the virus be-
comes a part of our life, the statistics goes up to 45%. Interestingly, in the survey, the 
main reason for this change was not for monetary reasons, as only 15% cited a loss 
of income as the main reason for the decrease in leisure travelling. The overarching 
reason was that they were feeling unsafe travelling. As a consequence, according to 
the consulting firm, price competition isn’t the way to go to attract tourists within 
the next year: tourists want to feel safe.

According to the World Tourism Organization (UNWTO), sustainability should go 
along safety when it comes to the sector’s response and recovery after the COVID-19 
crisis. Its “One Planet Vision for the Responsible Recovery of the Tourism Sector” takes 

the bold approach that “the resilience of tourism will depend on the sector’s 
ability to balance the needs of people, planet and prosperity”. 

The pandemic is the result of an intense global-
ization of the world as well as an ever increas-

ing stress on natural habitats, and the tourism 
and hospitality industry participated in these 
trends. 

For the sector as a whole, this initiative 
from the UNWTO shows that not only 
sustainability is a part of the key to re-
covery, it is the key to its survival in the 
future.

The resilience of tourism will de-
pend on the sector’s ability to bal-
ance the needs of people, planet 

and prosperity

“  
”

https://www.bloom-consulting.com/journal/wp-content/uploads/2020/07/BC_D2_Covid_19_Impact_Tourist_Behaviours.pdf
https://www.bloom-consulting.com/journal/wp-content/uploads/2020/07/BC_D2_Covid_19_Impact_Tourist_Behaviours.pdf
https://webunwto.s3.eu-west-1.amazonaws.com/s3fs-public/2020-06/one-planet-vision-responsible-recovery-of-the-tourism-sector.pdf
https://www.conservation.org/stories/impact-of-covid-19-on-nature
https://www.conservation.org/stories/impact-of-covid-19-on-nature
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A

“GREEN” IS THE NEW 
GOLD : NEW 
STANDARDS IN 
THE HOSPITALITY 
INDUSTRY

 ccording to a PwC’s Consumer Intel-
ligence Series Report on hotel brand loyal-
ty, “Both business and leisure travellers say 
room quality is the #1 reason for choos-
ing a hotel”.   Several studies highlight 

the increasing prevalence 
of sustainability among the 
factors that customers take 
into account when buying 
from a particular brand. 

  One survey in particular, 
conducted by CGS on 1000 
people, shows that what 
makes customers brand loy-
al is first the better quality 
of their products or services 
(64%) and second comes 
the brand’s sustainable/
ethical business practices 
(28%). 

   In our survey, we concen-
trated on one specific part 
of what constitutes “room 
quality”: the amenities that 
hotels provide. For many 
guests, these are more 
than just emergency items 
they may have forgotten 
to bring: these products 
may also serve as souvenirs 
guests will bring home with 
them and a reminder of 
their wonderful stay. 

   In that sense, these items 
become marketing mate-
rial, ambassadors of the 
brand. 

   After the pandemic, sustainability is 
still a key concern for travelers. 

BCIS 2021 | 8

https://www.grandviewresearch.com/industry-analysis/luxury-travel-market
https://www.grandviewresearch.com/industry-analysis/luxury-travel-market
https://www.grandviewresearch.com/industry-analysis/luxury-travel-market
https://www.cgsinc.com/en/infographics/CGS-Survey-Reveals-Sustainability-Is-Driving-Demand-and-Customer-Loyalty
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 In an article called “Make it better, not just safer: The opportunity to reinvent 
travel” the McKinsey & Company fi rm underlines the fact that “pain points and trends 
that existed before the crisis—such as the shift toward a more digital and personal-
ized journey, and an increased emphasis on wellness and sustainability—have not 
gone away”. 

 On the contrary, for international organizations like the UNWTO and thought 
leaders of the industry, the tourism and travel sector needs a deep change in men-
tality, it needs to become “the new normal”. As Xu Jing, the former Director of 
Asia and the Pacifi c at the UNWTO explains in an interview to ECO Tourism Australia: 
“Tourism will no longer be the same after COVID-19, not just for the post-virus recov-
ery period but also for the future. Tourism will be perceived differently when it comes 
to its defi nition, planning and development, as well as its promotion. [...] Consequent-
ly, demand for products centred around achieving harmony with nature, being cli-
mate-friendly and focusing on sustainable production and consumption will be on the 
rise, particularly for more matured source markets such as Europe.”

 This is why hotels should pay particular attention to the amenities they pro-
vide to their guests, especially when trying to build an image based on sustainability, 
and this is why we focus on that point here. 

 In our study, we looked at what customers expected to fi nd when staying at 
hotels. The most essential items according to our respondents were shampoo, con-
ditioner and body wash, slippers, toothpaste, water bottles and toothbrush. As 
we can see in the graph below, comb, hair brushes and razors are the less expected to 
be provided. 

 However, many respondents of our survey also indicated that guests chose to 
bring many amenities themselves, especially more personal items such as a tooth-
brush, toothpaste, hairbrush and razor (see next page). These patterns hold true for 
4- and 5-star hotels guests.
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 According to a guest who frequently stays at 5-star hotels or boutique hotels, 
“I expect they will provide [all amenities] but use almost none of it.” If this is the 
case, why would guests expect hotels to provide these amenities? Expanding on this 
point, and echoing opinions among other respondents, a Swedish guest who stays 
most at 2- to 3-star hotels or Airbnb says that he expects these amenities to be avail-
able in case he forgets his own personal items. In this sense, hotel-provided amenities 
may be a “backup”, although a still important part of the guest’s overall experience.

 With this in mind, one of the strategies that hotels can introduce would be to 
offer more personal items such as toothbrushes, razors and hair brushes on an 
as-needed basis on request. This can reduce the hotel’s general consumption of 
amenities and waste because, for hygiene reasons, many of these products can be 
thrown away regardless if they have been used or not. Although not prevalent among 
amenity offerings, this strategy has already been employed on the provision of appli-
ances, such as hairdryers, in selected hotels globally. 

 If the hotel doesn’t wish to deny its guests from readily-available complimentary 
amenities, the hotel can adopt other strategies to reduce the environmental im-
pact of the waste management towards these items. Alternatives to plastic exist. 
Some options include the use of reusable, recycled and/or biodegradable material like 
bamboo products, recycled cardboard packaging, or soluble replacement for plastic 
for shower caps.  
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71%
expect bamboo 

amenities to be the 
by-default choice

Source: BCIS 2021

Again, informing the guests about the choice of material for the amenities will help 
them appreciate the efforts made and maybe inspire them to change their own 
habits at home. Another strategy could be to recycle or upcycle some of the ame-
nities that have been used. For example, some local NGOs in Hong Kong, like Soap 
Cycling, partner with hotels to collect used soap once guests have checked out. The 
same can be done with unused combs or hair brushes, which can be given to charity. 

 Regardless of approach, hotels must realize their place in the equation: fi rstly, 
as educator of sustainable practices and single-use plastic alternatives; and secondly, 
as provider of these products. 

 Amenities, while very personal items, are often so commonplace that most 
guests take them for granted. Few people are aware of the other options. How many 
bamboo toothbrushes, reusable make-up remove pads or menstrual cups can be 
found in the standard walk-in grocery store – and how many people understand the 
positive impact these products may have on the environment? In this way, hotels can 
provide an introduction to these amenities, invaluable information that there is a 
better, more sustainable way. Already, there is growing awareness of the benefi ts of 
biodegradable materials like bamboo. Indeed, in our survey, 71% of respondents say 
they would expect bamboo alternatives as a replacement for single-use plastic 
amenities to be the by-default choice. 

 These sentiments and the shift toward sustainability are creating a golden op-
portunity for hotels to become leaders of the green movement in a post pandemic 
world. For many, the COVID-19 virus has been eye-openening, and constitutes an 
opportunity to rethink our actions and our impact on the environment. Most have 
witnessed the improved air quality or endangered species rediscovering their natural 
habitat due to the reduced human activity. Hotels, restaurants and airlines have now a 
chance to become the shapers of the post-COVID-19 tourism and travel industry, 
and guests expect it too. There is no such thing as “business as usual” anymore.
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SUSTAINABILITY AND 
INNOVATION IN THE 
HOSPITALITY 
INDUSTRY

Innovation nowadays is often synonymous with new technologies. In the hos-
pitality industry, they are often included in new hotel concepts as a way to control 
energy consumption, plan room service when guests are not in the room, custom-
izing guests’ experiences based on the data the hotel could collect about them or 
even having robots taking care of luggages. However, when it comes to sustainability, 
innovation in the hospitality industry can be far less troublesome to put into practice 
and still give the hotel an edge to differentiate itself from competitors.  

 In our survey, we explored the use of bamboo as a material to replace 
single-use plastic. But why bamboo?    

    
• It is biodegradable and reusable, making it a perfect gift for guests to take 

away with them.

• The manufacture of bamboo plywood is carbon neutral or better.

• It grows much faster than trees as some species can be harvested after only 
3 to 5 years.

• It doesn’t need pesticides to grow as it has its own embedded antibacterial 
agent, shielding it from pests and fungus.

• It consumes less water than its tree cousins to grow.

• It releases 35% more oxygen than trees. 

• It has a structure that is similar to steel and is even used in scaffolding across 
Asia.
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Strong
Bamboo fi ber is 2 to 3 times 

stronger than timber. 

Eco-friendly
Grows faster, uses less 
water and releases more 
oxygen than trees.

Hygienic
Bamboo fi bers are naturally
 antibacterial.

Reusable
A bamboo toothbrush lasts 

as long as a plastic one. 

FACTS ABOUT 
BAMBOO

 This is why, in becoming more 
sustainable by reducing plastic waste, 
bamboo is one of the most popular re-
placement options, and is even a bet-
ter option than wood. 100% of survey 
respondents expressed that they were 
ready to try bamboo products when 
staying in hotels, despite 58% not hav-
ing ever tried bamboo amenities before. 

 As bamboo is becoming more 
and more mainstream in making ame-
nities such as toothbrushes, combs or 
hair brushes, we tried to understand in 
the survey what was our respondents 
view on bamboo to see if hotels could 
propose it to their guests. 

 We then went into specifi cs and broke 
down people’s opinions on bamboo into 5 
different criteria: strength, hygiene, reus-
ability, biodegradability and sustainabil-
ity, asking respondents to rate bamboo ac-
cording to each of these categories. 

 Our respondents had an overall very 
positive view of bamboo and 100 % were 
ready to try bamboo products when stay-
ing at hotels (see graph on p.13).

  Not only that, but the majority of respondents who did not respond yes, re-
sponded with an “I don’t know” rather than a straight out “No”, demonstrating that 
there is a need of education about bamboo characteristics. 

 Also, when asked “On a scale of 1 to 10, to which extent do you think that bam-
boo as a material has the right properties to replace plastic amenities?” when 10 is 
to have the same properties as plastic, 84.3% of respondents answered 7 or more, 
and 5% answered 10. 
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Would you say that bamboo is...
% of total, answers are Yes / I don’t know / No

Would be ready to try bamboo 
products when staying at hotels

BAMBOO 
CHARACTERISTICS

On a scale of 1 to 10, to which 
extent do you think that 
bamboo as a material has the 
right properties to replace 
plastic amenities?
(with 1 being a poor replacement and 10 a 
very good one)

Source: BCIS 2021

BCIS 2021 | 14
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 Bamboo is also a ma-
terial that can be turned into 
paper, and this is why we recently 
launched two new products: bak-a-
loo and bak-a-choo, respectively toilet 
paper and tissue.

 Bamboo is just a starting point. There are 
many other options and we greatly encourage hotels 
to look for new materials as substitutes for plastic. At 
Bakbamboo, we are already trying to find these alter-
natives, and this is why we propose to our clients such 
products as DENTtabs toothpaste, a product of Germa-
ny. These tablets are a great replacement to mini-plastic 
toothbrush tubes and are very popular among the “zero 
waste” movement.

 Similarly, we are exploring the possibility to create 
shower caps made of water soluble and marine safe ma-
terial. 
 
 Innovation in the hospitality industry is all about 
creating a better experience for guests while taking 
into account the environment. Sustainability is more 
and more a part of this great experience, and all it re-
quires is creativity!  Reduce, reuse, recycle, and... Rethink!

Advocate small changes that, at a large scale, can 
have the same impact as a technological innova-

tion: on the planet and on
 a hotel’s reputation! 

https://www.bakbamboo.com/
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Brian King is Associate Dean and Professor at the Hong 
Kong Polytechnic University School of Hotel and Tourism 
Management, one of the world’s top-ranking hospitality 
schools. Throughout his 30 years of experience in tourism, 
he also served in top roles in airlines, tour operations, cruise 
operations and hotels, he is a regular media commentator 
on tourism issues.

In this exclusive interview with Bakbamboo’s Editorial Team, 
Professor King shares his predictions and insights on Hong 
Kong’s hospitality industry in the face of COVID-19. He also 
discusses the role of sustainability in the industry in the near 
future.

es, our researchers are involved in analysing and predicting the future of the 
industry across the Asia-Pacific region. We usually work with the Pacific Asia 
Travel Association (PATA) and we participate also in the World Tourism Organ-

isation’s (UNWTO) forecasts. We also give our opinion to sub-sectors of tourism such 
as aviation (International Air Transport Association (IATA). For industry bodies such as 
PATA, we prepared optimistic, pessimistic and medium forecasts. 

 We update them periodically by undertaking historic trend analyses, supple-
mented by expert panels. Though this makes it difficult to have daily updated fore-
casts, our general trend observation is that the longer the pandemic persists, the 
further out the recovery. 

Y

The Hong Kong Polytechnic University School of Hotel and Tourism Man-
agement is undertaking research concerning the future of the hospitality 
industry here in Hong Kong. How do they make these predictions? 

TOWARDS A MORE 
HOLISTIC TOURISM 
INDUSTRY IN 
HONG KONG
INTERVIEW WITH PROF. BRIAN KING,
THE HONG KONG POLYTECHNIC UNIVERSITY

https://www.bakbamboo.com/
https://www.pata.org/
https://www.unwto.org/
https://www.iata.org/
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 It’s important to bear in mind that we don’t really know: this pandemic is un-
precedented and the situation is unstable. In Hong Kong for example, our recent ex-
perience has shown that the virus and associated restrictions return quickly. 

 The rebound in China has been pretty robust, so for destinations located clos-
er by, there’s more optimism. What is occurring between Macau and Mainland China 
is a useful barometer for the local situation, namely pretty encouraging. However, for 
other “travel bubbles” like the ones established early in Europe, forecasting is a chal-
lenge because of a resurgence in cases at the time of this interview. 

Do you think tourism patterns will durably change in the APAC region ?

 Yes, they will change a little bit. Some people have predict a kind of “revenge 
travel”, with people jet-setting all over the globe as soon as things open up. I am 
more skeptical. When people start traveling again, it is likely to be closer to home. 
Maybe not staycation per se, but something similar. There will be more emphasis for 
Chinese travellers on the APAC region, including domestic travel.

 Some domestic economies in Asia, have rebounder pretty well. Domestic airline 
capacity is strong in Korea or Vietnam, for example. Australia’s domestic market will 
also come back quickly, and China’s recovery is already well established. Domestic 
travel will continue to pick up. The challenge lies around international boundaries.

What are the results of the “staycations” government strategy? 

 There’s no single answer to this as it depends on which part of the industry 
we are talking about. Though the restaurant sector is highly competitive and the 
imposition of drastic hygiene and social distancing restrictions have constrained busi-
ness, operators have some flexibility because the local market bounces back quick-
ly. Those that have strong Food & Beverage operations (like Hotel ICON at PolyU) do 
better because locals will go for F&B.

 For travel agents, tour operators, airlines, or any activity within the tourism supply 
chain though, it’s a disastrous set of circumstances. They cannot generally benefit 
from staycationing. Theme parks have the challenge of social distancing. They can only 
operate at limited capacity and have been closed for much of 2020 (eg. Ocean Park 
has only been open for about 55 days this year at the time of writing). However, Disn-
eyland and Ocean Park do relatively well in the domestic (local) market. More general-
ly across the services and tourism sector in Hong Kong, weekend business is better. 
But now that people are back at work, tourism industry operators are struggling to 
persuade consumers to patronize mid-week. It is difficult for local leisure business to 
compensate for the more lucrative corporate events and functions business. 

 Another challenge for staycations is that the landmass in Hong Kong is quite 
small. Nevertheless, the concept has worked quite well: it has been embraced en-
thusiastically by the Hong Kong government and received good consumer response.



BCIS 2021 | 18

How did locals respond to Hong Kong’s staycations strategy? 

 We had 13 million outbound trips from Hong Kong last year through the airport, 
meaning that every person on average travelled twice in a period of 12 months. 
Though I’m sure that locals have been missing that, they have also had an opportunity 
to re-engage with their surroundings.

 Unlike in countries like Australia, Canada, New Zealand, or even in some parts of 
Europe, where residents are intensely proud of their national parks and outdoors, such 
views are less mainstream in Hong Kong. Staycation has, however, prompted people 
to have a greater appreciation for their own place. I think they have responded well 
to the various offers, especially millennials with Instagram etc. Locals have respond-
ed quite pragmatically: they can only travel locally so they get on with it.

Hong Kong has lot of nature and national parks. Do you think the government 
will rely more on green tourism after the pandemic? 

 The government has done a bit on ecotourism, such as brochures promoting 
hiking. However, I think much more is needed to maintain the momentum. Most 
tourists do not visit Hong Kong for its green experiences. Hong Kong is seen as an 
international Asian city, meaning very busy, densely populated, with a lot of traffic, 
noise, etc. - not as a green territory. Few people come for the green. I remain skeptical 
about the need to train more eco-tour guides for example. Though you can increase 
consumer awareness through staycations and locals visiting the parks, I don’t think 
it’s going to shift the image of Hong Kong as a city of bright lights. There are too 
many perceptual barriers.

 Also, if you look at what Hong Kong is doing in terms of fulfilling the UN Sus-
tainable Development Goals (SDG) there is still a long way to go in terms of quality of 
life. Doing half -day eco-tours is rather a side issue.

How are Hongkongers different from overseas or mainland Chinese tourists? 
Are they concerned about sustainability within the tourism and hospitality in-
dustry in Hong Kong, now that they experience it as well?

 Hongkongers are generally more experienced travelers than mainlanders. 
The Mainland only opened up in the 1980s, and it took some time before the Chinese 
middle class could travel the way they do now. Hongkongers are less environmentally 
conscious than Europeans. On issues like recycling for example, they are not as assid-
uous as Germans or Scandinavians. I hope that people will continue to learn from 
their extensive travel experiences.  
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Will the hospitality industry get a new start on sustainability practices and 
sustainability become a criteria for guests in the future? 

In what way do you predict that travel habits will change post pandemic? 

 Eating and shopping remain a big part of the travel experience for most Hong 
Kongers. However, this trend is changing with the upcoming Millennial generation. As 
a consequence of the pandemic, city residents want to avoid crowds and go to eco 
resorts, tranquil settings, by car with their families into intimate, secluded, green envi-
ronments. This may provide an opportunity to repackage eco-tourism: reassuring 
guests about hygiene, and focusing on their health and tranquility.

 I hope so! Will it though? We should certainly encourage the good things com-
ing from the hotel industry. Let’s hope that our experience of the pandemic makes 
people more aware of the interconnections with the environment and our vul-
nerabilities.

 If you look at other worldwide crises, like 2008, it didn’t improve corporate be-
haviours. This time however, the crisis is both a health and economic crisis, so my hope 
is that the health element will prompt us to rethink the economic side. However, when 
budgets are tight, innovation, CSR and spending on the environment tend to suffer. 
Let’s hope that the consumers are more focused, and rethink their priorities.

When it comes to leading the way for sustainability, how are hotels in Hong 
Kong doing?

 Though there are many examples of good practice, much more action is need-
ed across the board. Prior to the pandemic and the social unrest, Hong Kong hotels 
continuously enjoyed high occupancies. The market kept growing, particularly out of 
mainland China. Now that there won’t be growth for a while, properties must differ-
entiate themselves more than they have done in the past. Environment and sus-
tainability concerns will be one way to differentiate, along with maybe price, culture, 
and neighborhood location. 

 If you look at the UNSDGs though, you have roles for multiple parties: individ-
ual consumers, NGOs, governments etc. Humanity has a collective responsibility, 
though it takes time to change consumer attitudes. Think about Mainland China, with 
1.4 billion people, and as many different consumer attitudes. 

 Since the handover in 1997, environmental issues have gone increasingly global, 
so the government must make a priority of moving away from “business as usu-
al” to adopting a more holistic approach.
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FROM CRISIS TO 
OPPORTUNITY
INTERVIEW WITH MS SINDY WONG,
INVESTHK

In your opinion, what is Hong Kong’s biggest strength when it comes to at-
tracting foreign businesses operating within the hospitality industry? And 
how did COVID-19 impact these businesses?

Ms Sindy Wong is the Head of Tourism and Hospitality of 
InvestHK, the government department in charge of attracting 
and facilitating foreign direct investment into Hong Kong. Pri-
or to joining InvestHK in 2004, Ms Wong has worked in vari-
ous industries, including advertising, entertainment, banking, 
and tourism at the Hong Kong Tourism Board. 

Her team attracts companies from hotel, F&B, travel, MICE, 
wellness, and beauty industries globally. Her passion lies in 
bringing new dining and beauty concepts to Hong Kong.

Bakbamboo is delighted to present this interview with Ms 
Wong, in which she shares her insights on sustainability and 
Hong Kong’s strengths in relation to the hospitality sector.

ong Kong has always been famous for its culture of “East meets West”. Our 
culture is predominantly Asian, but we enjoy western food and international 
cuisine very much. The hospitality industry should be aware of that particular 

trait: Hongkongers are open to new experiences, and even with COVID-19, people 
keep eating “out”. Hygiene restrictions might have stopped guests from physically 
going to restaurants, but we are seeing that they’ve been ordering online delivery 
or take-away instead.      

 It is true that the COVID-19 pandemic has brought a lot of restaurants, guest-
houses, and hotels out of business, but on the other hand, we’ve got a lot of com-
panies that have geared their operations differently to keep a high turnover. 
Restaurants focused massively on the take-away and deliveries model, turning to 
dishes that are easier to transport. As COVID-19 disrupted global and local supply 
chains, it also forced them to reconsider some of their suppliers. 

H

https://www.bakbamboo.com/
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Within the Tourism & Hospitality sector, has COVID changed your target 
businesses?  

 Yes, I would say so. Nowadays we tend to focus less on big chains or big proj-
ects because they typically require several on-site visits in order to decide on a loca-
tion. As business travels are mostly impossible for the time being, we have developed 
another kind of activity. We have shifted our services to business-matching, meaning 
that our goal has become matching overseas brands with local restaurant groups that 
can look at the venues, hire the staff, and also have the expertise about local tastes 
and habits. 

 Travel agents, for their part, have started to engage into e-commerce activi-
ties to sell traditional gifts and products from countries people used to visit often, like 
Japan. People can’t travel, but they still want to have access to these kinds of products, 
so the travel agencies used it to foster activity and survive. 

 Hotels embraced the staycation model and are actually doing very well due to 
a positive guests’ response. Here lies the biggest strength about Hong Kong’s hospi-
tality and tourism industry: it is flexible, agile, and has great surviving and prob-
lem-solving resources.

 This flexibility and the open-mindedness of the population explains why Hong 
Kong has always been an excellent testing ground for foreign companies within the 
hospitality business, especially for the more financially fragile SMEs. Because Hong 
Kong is a smaller place, it exposes them to less risks. It is particularly true today, now 
that the rental prices decreased due to the pandemic. Once these companies know 
they got a winning concept, they can launch it in bigger markets, like China or the rest 
of Asia. 

 COVID-19 is a wake up call for many of us, but I believe that in every cloud 
there is a silver lining. Despite the crisis we are facing right now, the future is still 
bright for the industry, both because eating is more than a physiological need for 
Hongkongers – it is part of their culture – and because the hospitality industry can 
tap into its creativity and flexibility.
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 From the start, traveling is not a very environmentally friendly activity, especially 
when looking at the carbon emissions of the aviation sector for example. So one of the 
positive impacts of the COVID-19 pandemic has actually been that the sector’s carbon 
footprint shrank substantially. In the future though, I believe the tourism sector will 
need to strike a balance between the human need for discoveries and encounters 
and environmental limitations. It will translate into the fact that, in terms of travel, 
people might look for more ways to be sustainable but I don’t think people will stop 
traveling altogether, especially in Hong Kong which is a small and densely-populat-
ed territory. 

 If people want to travel in a more sustainable way, it might result in less flying 
and the use of alternative transportation methods like trains for example. Before, 
it was assimilated with the older generation’s way but nowadays, with our fast-paced 
and stressful lives, people increasingly aspire to take the time to travel. Hongkongers 
used to book tours through an agency, cramming 14 cities into 10 days. That was not 
possible without a substantial amount of transportation and flights and the experi-
ence they got from the places they visited was very superficial. I think people realized 
that, if they really wanted to feel the atmosphere of a place, they should take the 
time. In the same way, biking has been increasingly popular in different parts of Asia 
–  especially in Taiwan. It’s very difficult to do the same in Hong Kong though. 

 Overall, I do believe that in time Hong Kong – as a major consumption centre 
and a regional trading hub – can certainly create positive environmental change. 
After COVID-19, the underlying trend is that people are more aware of sustainability 
issues and will try to make the right decisions: when there is a choice between plastic 
or no plastic, they will choose no plastic. They will prefer paper over styrofoam. People 
are increasingly aware of the environmental damages these materials can cause to our 
environment. That’s another characteristic of the Hong Kong people: once there is a 
trend they tend to catch it and follow it rapidly.

For many industries and individuals, the worldwide pandemic is a “wake-
up call” to live a more sustainable life. Do you think sustainability will be-
come a criteria for people traveling to or from Hong Kong?

 This type of partnership usually takes the shape of franchises where local Hong 
Kong companies import ready-made concepts and brands from overseas. This is not 
new though: many big chains in Hong Kong are already franchises. This collaboration 
allows the two businesses to share the risks, especially for smaller entities. I think 
COVID-19 will promote or encourage more collaboration of this type between 
overseas and local businesses.

Do you think sustainability can become a way for hotels and restaurants to 
differentiate themselves? 

 Today, sustainability is already a popular trend so it will never hurt a hotel or 
restaurant’s reputation to position themselves as “sustainable”. 
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According to you, what’s the biggest sustainability trend right now in Hong 
Kong? 

 I would say the plant-based movement. Because of the pandemic, people have 
discovered the limits of our ways of life: they have been given the proof that it’s 
not sustainable anymore and that we need to change. People have become more 
health-conscious, so they are starting to be more curious about plant-based diets. 
With McDonald’s and the local Hong Kong firm Green Monday launching a plant-
based luncheon meat breakfast, we are seeing that both customers and businesses 
have now embraced the idea of plant-based meat. At our scale, we also noticed 
that companies or conglomerates are showing more and more interest in investing in 
food tech and plant-based animal protein replacements. 

 The fact that this is happening during the COVID-19 pandemic is no accident. 
The movement is gaining momentum everywhere. Within the past 10 months and 
because of the ease of importing into Hong Kong we have witnessed a sprouting of 
plant-based products coming from India, Singapore, Australia, the US of course, the 
UK, and even Mainland China. 

Not only does it show that your establishment is aware of the environmental issues of 
the industry, but it is also perceived by the guests as “the way forward”: a progres-
sive and modern approach in the way to run hospitality businesses. 

 Actually, a certification on sustainable practices would help a lot. Just like 
there is a hygiene certification, such a label would encourage businesses to put more 
effort into being sustainable. It would also give a clear signal to consumers, with 
unified and publicly-available rules to refer to.

https://www.greenqueen.com.hk/mcdonalds-milestone-hong-kong-launches-first-vegetarian-menu-with-green-mondays-omnipork-luncheon/
https://www.greenqueen.com.hk/mcdonalds-milestone-hong-kong-launches-first-vegetarian-menu-with-green-mondays-omnipork-luncheon/
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OUR CHANCE TO 
RESET THE CLOCK
INTERVIEW WITH CHEF WILL MEYRICK,
MONSOON HK

Touted as “Western on the outside and Asian on the in-
side”, chef Will Meyrick is famous for his creative take on 
Asian cuisine. The restauranteur’s career has taken him 
from London to Sydney and throughout Southeast Asia. 
He now heads some top tables in Bali, including his orig-
inal fine-dining restaurant Sarong, and Mama San, a hip 
Chinese and Vietnamese-inspired eatery.

Monsoon is chef Meyrick’s third restaurant in Hong Kong, 
after Mama San in Central, the sister restaurant to his Bali 
original, and LOTUS Redefined. This new venture serves 
up signature Southeast Asian street food dishes with a 
contemporary twist.

As partners of Monsoon’s “#MyRefillBeatsLandfill” campaign, Bakbamboo inter-
viewed chef Meyrick about the importance of sustainability in his F&B ventures.

Why did you choose Hong Kong for this new project?

 chose Hong Kong because I have a long history there. I have been working 
there for the past 20 years and this is my third restaurant. I’m extremely inspired 
by Hong Kong’s cuisine, and have incorporated cha chaan teng food within the 

menu at Billy Ho, one of my restaurants in Bali. Even though Monsoon focuses more 
on Southeast Asian food, Hong Kong will always have a special place in my heart.

I

https://www.facebook.com/MonsoonHK/posts/182817800021791
https://www.bakbamboo.com/
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When preparing for the opening of Monsoon, how important was the sus-
tainability aspect? Have you been doing anything diff erently at Monsoon 
from a sustainability point of view?

Sustainability is a big driving force for me, especially in times of COVID-19. 
This pandemic has given us more time to do the things we couldn’t before. A chance 
to reset the clock, so to speak.

 One of the interesting things we’ve implemented due to the pandemic is that 
we have tried to focus more on locally-sourced ingredients, save energy and work 
more effi ciently. In the case of Monsoon for example, the fact that I was unable to 
leave Australia prompted us to be more creative and carry on the restaurant’s oper-
ations, even though the staff and I were thousands of kilometers away. So I had a lot 
of Zoom sessions with Chef Gede Budiana, my talented partner for this project who 
was on site, to design the menu and set up the whole restaurant. I also demonstrated 
recipes to the staff in Hong Kong over video call from my kitchen in Perth. This is 
going to be the “new normal” for restaurateurs. Flexibility and a willingness to 
adopt new technology is a must given these unprecedented circumstances. If any-
thing, this has allowed us to slow down and return to the basics. We take the time to 
document all the recipes and create archives that the culinary team would always be 
able to refer to.

 I am also currently working on a new hotel in western Australia, on an island 
called Samphire Rottnest. The island being an A-class nature reserve, the restaurant 
within the hotel, called lontara, will focus on western Australian native ingredients
like saltbush, desert limes, quandong fruit, and seafood, Rottnest scallop and Freman-
tle octopus Rottnest crayfi sh to name a few. By using local ingredients, we hope to 
lower our carbon footprint while supporting local communities around us.

Chef Meyrick and Chef Budiana
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In an interview with Prestige, you mentioned in regards to food that “now, 
restaurateurs tend to listen more to their clients and maybe even build 
towards client-based concepts rather than what we want to do.” When it 
comes to sustainability, do you think you lean more towards following what 
your guests expect or do you try to follow what you want to do and the val-
ues you defend?

 I think it’s a combination of both: it is crucial of course to listen to the guests 
expectations, but as a restaurant owner the approach needs to be realistic as well. 
There are some measures that we can happily implement but there are also others 
that are just not fi nancially viable.

Adapting to these special circumstances, you will soon launch “Monsoon at 
Home”, a new dining-at-home experience for your guests, where they make 
the dish they love themselves instead of buying take-away for example. Why 
did you create this initiative?

 COVID-19 has created some interesting times and the need to market in dif-
ferent ways has given rise to these opportunities. We wanted to create a Monsoon 
dining experience at home for guests under lockdown with only online classes. Hope-
fully it helps kill the boredom and creates some passion for cooking at home.

Monsoon’s bar and #MyRefi llBeatsLandfi ll Bakbamboo bottles
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10 WAYS TO RETHINK 
YOUR HOTEL AND 
MAKE IT MORE 
SUSTAINABLE... 
...WHILE KEEPING YOUR GUESTS SAFE

22
Install built-in refi llable containers for shampoo, 
conditioner and body wash 

One of the easiest methods a hotel can employ in their move to-
wards sustainability. This approach has already been widely used 
by hotels globally in their effort to reduce single-use plastic waste.  

In the same way, encourage your guests to refi ll their mini bottles 
of hand sanitiser with a large bottle available in their rooms so that 
your guests can reuse the bottles they currently have.

11

Provide minimum room and bathroom amenities

Do away with notepads, ball pens, single-use spoons or stirrers 
and other small amenities in the hotel room, offering them only 
upon request. Do the same for small bathroom amenities like 
combs, toothbrushes, toothpaste, razors or shower caps. These 
items may not be required by all guests, so adopting an opt-in 
approach could reduce the amount of amenities you’ll need to 
give out. For the amenities you still provide, make sure to avoid 
single-use plastic. 

Additionally, this move could be especially welcome when hygiene 
concerns are high, as leaving them out of the room reduces points 
of contact. Indeed, even if the virus’ contagion is mostly airborne, 
plastic has been shown to hold onto the virus for up to 72 hours.
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33
Add recycling bins in all rooms 

Encourage guests to recycle by providing them appropriate bins. It 
is important to explain what type of material can be recycled and 

into which bin they should be thrown.

66

Install water fi lters in rooms or fi ltered water 
dispensers and provide reusable bottles, bags and masks

This will be particularly appreciated by guests already having this 
habit at home. The reusable water bottle can be lended to the 
guests during their trip and they can buy if they want to take it 

home. 

In the same way, reusable shopping bags in cotton can be lended 
on demand to guests. Make sure to wash them appropriately after 
use. Also, with COVID-19 regulations, it is likely that your guests 
will be using disposable face masks during their stay to protect 
themselves from the virus. Provide them with a reusable alterna-
tive to get them started in their journey towards sustainability! You 
can even brand the masks so that your guests will be reminded of 
your hotel as they take their masks home as a souvenir. In doing 
do, make sure the masks comply with safety standards, just like the 

reusable masks sent out by the Hong Kong Government in May.

44
Prefer eco-friendly cleaning products 

Some cleaning products are not only harmful to the environment, 
but a study from the Environmental Working Group shows that 
53% of cleaners contain ingredients known to harm the lungs. 
Switching to more natural options will benefi t the planet, but also 

your staff and your guests!

55
Energy-saving technology and appliances

The hotel can explore alternative sources of energy (solar, geo-
thermal...). Similarly, smart thermostats can be added to the rooms 
to maximize energy savings. An easier step is to use low energy 
light bulbs, such as LED lamps or fl uorescent lights: they last lon-

ger and have a low carbon footprint.
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*According to The Vegan Society, the number of vegans in Great Britain only went from 150,000 
in 2006 to 600,000 in 2019. According to Google trends, the countries where the term “vegan-
ism” is most popular are Great Britain, Ireland, Canada, Autralia and New Zealand.

Get Green Certifi ed

There are many different green certifi cations available to hotels 
including the Green Globe or Green Key. The labels’ popularity 
depends on the geographic area and the clientele type the hotel 
wishes to attract. 

99

Get a green breakfast buff et

Breakfast is the most important meal of the day! So chose healthy 
and sustainable options like organic products and even vegetari-
an and/or vegan options, a lifestyle truly on the rise*. Also, avoid 
individually wrapped products like butter or jam.  

In light of COVID-19 concerns, hotels can also consider having 
staff serve customers at food stations instead of having a fully 
self-serviced buffet. This eliminates the need for customers to 
touch the same serving utensils, while ensuring reasonable por-
tion sizes to reduce food waste.  

88

No plastic straws, stirrers, single-use cutlery 

Plastic straws make up approximately 4% of the 32 million metric 
tonnes of plastic waste produced globally. For these items, the 
hotel can adopt plastic alternatives or an “opt-in” policy, where 
the guest will need to actively ask for them. 

In terms of hygiene, some businesses argue that single-use plas-
tics are more hygienic than reusable options. However, there is 
actually no scientifi c proof supporting that: the scientifi c commu-
nity is more and more confi dent that COVID-19 spreads mostly 
through the air, and not surfaces. Evidence shows that the virus 
actually survives longer on plastics than on porous surfaces such 
as paper and cloth.

77

Communicate with your guests

Don’t forget to tell your guests about the amazing job you’re 
doing, both on the sustainability and on the hygiene fronts! This 
will reassure your guests, increase your brand loyalty. It will also 
impact your guests as, for sustainability habits, some may even 
start adopting them in their own homes after their stay!

1010
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