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Celebrating Excellence in Asia Pacific Travel and Tourism

Pacific Asia Travel Association (PATA) Gold Awards recognises exceptional achievements in a variety of endeavours, acknowledging 
and rewarding the very best that the Asia Pacific’s travel industry has to offer. Since its inception in 1984, the PATA Grand and Gold 

Awards winning projects set industry standards for excellence and innovation, serving as examples for others to follow. 

In 2024, PATA is delighted to be enhancing the PATA Gold Awards programme in order to reinforce its position as an innovative and 
prestigious award for the Asia Pacific travel and tourism industry.

Two Grand Title Winners will be awarded in each of the following two categories: Marketing, and Sustainability and Social 
Responsibility. Within these two general categories, 25 individual awards for specific themes will be awarded. 

All award recipients will be honoured at the PATA Gold Awards Lunch on August 28, during PATA Travel Mart 2024, Bangkok, 
Thailand. They will also be on display at the Mart for all delegates to enjoy.

Winning a PATA Gold Award provides a major boost to an organisation’s marketing and public relations profiles. 
The winning entries will be featured in PATA News and enjoy the benefit of gaining international media exposure through press 

releases and other promotional channels.

All winners will receive complimentary copies of the PATA Gold Awards 2024 winners’ showcase e-booklet Providing 
the highlights of each winning entry. 

Entries will be judged by independent travel industry experts. The deadline for submissions is April 30, 2024, 12 AM Bangkok. 
We invite you to review the categories, study the requirements and begin preparing your entry today.

We are proud to announce that, once again, the Macao Government Tourism Office 
is the official sponsor of the PATA Gold Awards.
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SECTION I: 
GENERAL INFORMATION
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1. Entry details and requirements vary, so please study the award category descriptions carefully.

2. PATA Members, PATA Chapter Members and non-member organisations are welcome to submit entries. Travel Video – TV, 
Travel Photograph – TP, Destination Article – DA, and Business Article – BA categories are open to all published writers and 
photographers. 

3. All entries must promote PATA Member destinations or PATA Member organisations. Entries must have been implemented, 
released or published during the 2023 calendar year. Programmes and products that were significantly revised in 2023 are also 
eligible.

4. Multiple entries from the same entrant are acceptable. Entries from PATA Members, PATA Chapter Members and non-members 
from small, medium or large organisations will be equally judged by the international judging committee.  

5. Collaterals entered as part of a Marketing campaign category may also be entered in other categories, however a separate entry 
fee must accompany the collaterals. 

6. IMPORTANT FOR REGISTRATION:  
 
 
 
 
 

1. To apply, please click here for online registration and email your entries separately to goldawards@PATA.org or upload to our 
Dropbox. For enquiries, please contact goldawards@PATA.org. 

2. To email or upload your entries on dropbox, please submit one report per entry in soft copy (One complete file maximum 20 
pages). Other supporting materials, pictures and videos should be embedded in the same report as a link for judges to view. The 
file must be a word document, PDF file or common electronic file in low resolution for review only, such as JPG and WMV.  The 
document must not be larger than 7MB.

GENERAL RULES

SECTION I: GENERAL INFORMATION

https://www.pata.org/pata-gold-awards-application
mailto:goldawards%40PATA.org?subject=
https://www.dropbox.com/request/mrvRmkoPTZT2NkwFhoEs
mailto:goldawards%40PATA.org?subject=
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DEADLINE AND NOTIFICATION

All entries must be emailed to PATA headquarters in Bangkok on or before April 30, 2024, 12 AM Bangkok. No exceptions or 
extensions will be made. PATA executives will assemble a panel of independent, international experts to evaluate the entries.

Award recipients will be notified by July 11, 2024, in order that a representative may then arrange to receive the award at the PATA 
Gold Awards Lunch on August 28 during PATA Travel Mart 2024, Bangkok, Thailand

SECTION I: GENERAL INFORMATION

1. Entry fees listed on the online registration page are only PATA Chapter Members and non-member rates. If you are PATA 
Chapter Members and non-member, please go ahead and register online and email your entries separately to goldawards@
PATA.org. 

2. For PATA Members, please fill in the same username and password for accessing publications to obtain the PATA Member 
rate. Once you have registered online, please email your entries to goldawards@PATA.org. If you do not have a username/
password, please contact goldawards@PATA.org. 

3. Payment by credit card: when you register online, please select “Checkout” in the payment section. 

4. By wire transfer, when you register online, please select “Pay by Wire Transfer” in the payment section. We will issue your 
invoice separately and take care of registration for you. Please provide us your preferred category and email goldawards@
PATA.org to get bank details. Proceed to process the payment at your local bank, and email the wire transfer reference and 
your entries to goldawards@PATA.org. Please add an additional USD35 for bank service fees. 

7. PAYMENT

8. All entries must be in English. Marketing collaterals in languages other than English are eligible but you must submit full English 
translations with each entry.

9. All winners will receive one plaque. Additional plaques may be ordered for an additional fee. 

10. PATA reserves the right to withhold bestowing awards of a winning entry in any categories that fall short of previous winners’ 
quality.

mailto:goldawards%40PATA.org?subject=
mailto:goldawards%40PATA.org?subject=
mailto:goldawards%40PATA.org?subject=
mailto:goldawards%40PATA.org?subject=
mailto:goldawards%40PATA.org?subject=
mailto:goldawards%40PATA.org?subject=
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SECTION II: 
CATEGORIES, FEES 
AND JUDGING CRITERIA
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PATA GOLD AWARDS 2024
CATEGORIES, FEES AND JUDGING CRITERIA

There are two broad categories. All entries will be eligible to be the Grand Title Winner of the PATA Gold Awards in the respective 
category. The international judging committee will select the best of show entries to be the Grand Title Winner. 

Marketing Campaign (National Tourism Organisation - Asia)
Marketing Campaign (National Tourism Organisation - Pacific)
Marketing Campaign 
(National Tourism Organisation - The rest of the world)
Marketing Campaign (State and city - Global) 
Marketing - Carrier (Airline, cruise, airport) 
Marketing - Hospitality (Hotel, resort, or management company) 
Marketing - Industry 
(Any other travel organisation and private sector) 

Marketing – Start-up  
Digital Marketing Campaign 
Printed Marketing Campaign 
Travel Video 
Travel Photograph 
Destination Article 
Business Article 

Fourteen Gold Awards and one Grand Title

MA 
MP 
MW

MG 
MC 
MH 
MI 

MS 
DM 
PM 
VI  
TP 
DA 
BA 

1. Marketing  (14 Gold Awards and one Grand Title)

2. Sustainability and Social Responsibility (11 Gold Awards and one Grand Title)

SECTION II: CATEGORIES, FEES AND JUDGING CRITERIA

MARKETING AWARDS
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Entry Requirements: 

1. To register, please follow the instructions on “General Rules section #6 Registration and #7 Payment”

2. Please email your entries separately to goldawards@PATA.org. The submission must be one report per one entry in soft copy 
with maximum 20 pages in one file only. The format must be in word document, PDF file or common electronic format in low 
resolution for review only, such as JPG and WMV, and not larger than 7MB.

3. The report must contain the following information: project title, short synopsis, objectives, target markets, evolution of 
programme, promotional elements and distribution, roles and responsibilities of persons involved, and results generated. 

4. Other supporting materials, pictures and videos should be embedded in the same report or as a link for judges to view. 

5. Marketing campaigns that are underway at the time of submission must be at least six months into implementation to qualify.

Entry Fee: US$200 for PATA Members and US$400 for PATA Chapter Members and non-members

Entry fee, entry requirements and judging criteria for 

Marketing Campaign (National Tourism Organisation - Asia)
Marketing Campaign (National Tourism Organisation - Pacific)
Marketing Campaign (National Tourism Organisation - The rest of the world)
Marketing Campaign (State and city - Global) 
Marketing - Carrier (Airline, cruise, airport) 
Marketing - Hospitality (Hotel, resort, or management company) 
Marketing - Industry (Any other travel organisation and private sector) 
Marketing – Start-up  
Digital Marketing Campaign 
Printed Marketing Campaign 

MA 
MP 
MW
MG 
MC 
MH 
MI 
MS 
DM 
PM 

Judging Criteria: 
Objectives, Development, Presentation (Graphics & Video), Creativity and Results Generated

SECTION I: GENERAL INFORMATIONSECTION II: CATEGORIES, FEES AND JUDGING CRITERIA MARKETING AWARDS

mailto:goldawards%40PATA.org?subject=
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SECTION I: GENERAL INFORMATIONSECTION II: CATEGORIES, FEES AND JUDGING CRITERIA MARKETING AWARDS

Entry Fee:  US$200 for PATA Members and US$400 for chapter members and non-members

Entry Requirements: 

1. To register, please follow the instructions on “General Rules section #6 Registration and #7 Payment”

2. Please email goldawards@PATA.org a copy of a brief report containing the following information: title of entry, target audience, 
distribution, objectives, names of producer and narrator, and results generated with a link to view video.

3. A signed release letter stating that the entrant has permission from the video owner/producer to enter the video for award 
consideration and to allow the video to remain at PATA Headquarters, from where it may be loaned for promotional purposes on 
behalf of the entrant. The file must be a word document, PDF file or common electronic file in low resolution for review only, such 
as JPG and WMV.  The document must not be larger than 7MB. 

4. Other supporting materials, pictures and videos should be embedded in the same report or as a link for judges to view. 

Judging Criteria: 
Technical Quality, Visual Appeal, Informational Content, Motivational/Promotional Value and Effectiveness of the Project

 Travel Video VI

mailto:goldawards%40PATA.org?subject=
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Travel Photograph 
Destination Article 
Business Article

TP
DA
BA

Entry Requirements: 

1. To register, please follow the instructions on “General Rules section #6 Registration and #7 Payment”

2. Please email goldawards@PATA.org. The file must be a DOC, PDF file or common electronic file low resolution for review only, 
such as JPG and WMV.  The document must not be larger than 7MB. 

3. Entries submitted by publications or publishing companies rather than the individual writer or photographer must include a 
waiver letter authorising permission for that person’s work to be submitted.

Judging criteria for TP: Technical Quality, Creativity, Motivational Impact
Judging criteria for DA: Writing, Informational Value, Motivational Impact
Judging criteria for BA: Writing, Informational Value

Travel Photograph – Entry Fee:  PATA Members: US$200 per article/photograph. 
     For PATA Chapter Members and non-members: US$400 per article/photograph

Destination Article – Entry Fee:  PATA Members: US$150 per article. 
     For PATA Chapter Members and non-members: US$300 per article

Business Article – Entry Fee:  PATA Members: US$150 per article. 
     For PATA Chapter Members and non-members: US$300 per article

SECTION I: GENERAL INFORMATIONSECTION II: CATEGORIES, FEES AND JUDGING CRITERIA MARKETING AWARDS

mailto:goldawards%40PATA.org?subject=
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Climate Change Initiative
Corporate Social Responsibility
Community based Tourism 
Culture (Traditional performance and visual arts)
Heritage (Manmade or natural cultural inheritance)
Human Capital Development Initiative
Tourism for All 
Tourism Destination Resilience (Asia Pacific)
Tourism Destination Resilience (Global)
Women Empowerment Initiative 
Youth Empowerment Initiative

Entry Fee:  US$200 for PATA Members and US$400 for PATA Chapter Members and non-members

CC  
CSR 
CBT 
CU
HE  
HCD  
TA
TD 
TG 
WE 
YE  

The PATA Gold Award recognises organisations or destinations that are tackling climate change issues to create a low-carbon, 
sustainable future for the travel and tourism industry. These include, but are not limited to, initiatives that:

• demonstrate and raise awareness of low-carbon travel and tourism options,
• document measurable impacts of low-carbon travel and tourism options on local economies, communities and environments,
• encourage replication of low-carbon travel and tourism innovations across the tourism supply chain, and
• provide a business case to attract investment in low-carbon travel and tourism innovations 

SECTION II: CATEGORIES, FEES AND JUDGING CRITERIA

Climate Change InitiativeCC 

Eleven Gold Awards and one Grand Title
SUSTAINABILITY AND SOCIAL RESPONSIBILITY 

SUSTAINABILITY AND SOCIAL RESPONSIBILITY 
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Entry Requirements: 

1. To register, please follow the instructions on “General Rules section #6 Registration and #7 Payment” 

2. Please email your entries separately to goldawards@PATA.org.  The submission must be one report per one entry in soft copy 
with maximum 20 pages in one file only. The format must be in word document, PDF file or common electronic format in low 
resolution for review only, such as JPG and WMV, and not larger than 7MB. The report must contain the following information: 
project or programme title, evolution of project with dates of each stage of development, technical details (site area, conservation 
techniques, etc.), awareness of the project, supporting materials (photos, videos and new articles), roles and responsibilities of 
persons involved, and results generated. Other supporting materials, pictures and videos should be embedded in the same report 
or as a link for judges to view. 

In addition, please answer the following five questions and include in the report: 

a. Has your organisation/destination increased its tourism business as a result of environmental initiatives?

b. Have environmental issues been the focus of your organisation’s/destination’s advertising and/or public relations 
campaigns within the past year? If so, please give details. 

c. Is there a person in senior position responsible for environmental concerns in your organisation/destination? 

d. Does your organisation/destination have a system in place for employees/stakeholders to make suggestions to help 
improve environmental standards? 

e. Does your organisation/destination participate in or actively encourage community environmental programmes?

f. What are the local communities’ involvement and impact?

Judging Criteria: 
Objectives, Benefits, Impact on Environment and Local Community, Awareness of the Programme and Effectiveness of 
the Programme

SECTION I: GENERAL INFORMATIONSECTION II: CATEGORIES, FEES AND JUDGING CRITERIA SUSTAINABILITY AND SOCIAL RESPONSIBILITY 

mailto:goldawards%40PATA.org?subject=
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Corporate Social Responsibility

The PATA Gold Award recognises organisations or destinations that are embracing international corporate social responsibility (CSR) 
standards. The International Standards Organisation defines corporate social responsibility in ISO 26000 as: 
 
The responsibility of an organisation for the impacts of its decision and activities on society and the environment, through 
transparency and ethical behaviour that:

• Contributes to sustainable development, including health and welfare of society. 
• Takes into account the expectation of stakeholders.
• Is in compliance with applicable laws and is consistent with international norms of behaviour. 
• Is integrated throughout the organisation and practices in its relationship. 

Entry Fee:  US$200 for PATA Members and US$400 for PATA Chapter Members and non-members.

CSR

Entry Requirements: 

1. To register, please follow the instructions on “General Rules section #6 Registration and #7 Payment”

2. Please email your entries separately to goldawards@PATA.org. The submission must be one report per one entry in soft copy 
with maximum 20 pages in one file only. The format must be in word document, PDF file or common electronic format in low 
resolution for review only, such as JPG and WMV, and not larger than 7MB.

3. The report must contain the following information: project title, objectives, short synopsis, strategies, operations, community 
and charitable commitments, stakeholder engagement, awareness generated by project, roles and responsibilities of persons 
involved, evaluation and overall effectiveness.

4. Other supporting materials, pictures and videos should be embedded in the same report or as a link for judges to view.

Judging Criteria: 
Objectives, Community and Charitable Commitments, Stakeholder Engagement, Operations and Effectiveness of the Programme

SECTION II: CATEGORIES, FEES AND JUDGING CRITERIA SUSTAINABILITY AND SOCIAL RESPONSIBILITY 

mailto:goldawards%40PATA.org?subject=
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Judging Criteria: 
Benefit, Impact on Local Community, Awareness of the Programme and Effectiveness of the Programme

It opens for both CBT supporter and CBT initiative 

Entry Fee:  US$200 for PATA Members and US$400 for PATA Chapter Members and non-members

Entry Requirements: 

1. To register, please follow the instructions on “General Rules section #6 Registration and #7 Payment”

2. Please email your entries separately to goldawards@PATA.org. The submission must be one report per one entry in soft copy 
with maximum 20 pages in one file only. The format must be in word document, PDF file or common electronic format in low 
resolution for review only, such as JPG and WMV, and not larger than 7MB.

3. The report must contain the following information: project title, short synopsis, objectives, how your organisation involves and 
empowers adjacent and/or affected communities, while also ensuring community ownership and management or nature/cultural 
resources and authentic experiences for visitors, supporting materials (photos, videos and new articles), roles and responsibilities 
of persons involved and results generated. 

4. Other supporting materials, pictures and videos should be embedded in the same report or as a link for judges to view. 

Community Based TourismCBT

SECTION I: GENERAL INFORMATIONSECTION II: CATEGORIES, FEES AND JUDGING CRITERIA SUSTAINABILITY AND SOCIAL RESPONSIBILITY 

mailto:goldawards%40PATA.org?subject=
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Entry Requirements: 

1. To register, please follow the instructions on “General Rules section #6 Registration and #7 Payment”

2. Please email your entries separately to goldawards@PATA.org. The submission must be one report per one entry in soft copy 
with maximum 20 pages in one file only. The format must be in word document, PDF file or common electronic format in low 
resolution for review only, such as JPG and WMV, and not larger than 7MB.

3. The report must contain the following information: project title, synopsis, a full history of project, technical details, cultural or 
historical impact of project, uniqueness of the project, awareness generated by the project, roles and responsibilities of persons 
involved, local community involvement and impact and results of the project. 

4. Other supporting materials, pictures and videos should be embedded in the same report or as a link for judges to view. 

Judging Criteria: 
Preservation, Development, Uniqueness of the Project, Impact on Local Community and Effectiveness of the Programme  

Entry Fee:  US$200 for PATA Members and US$400 for PATA Chapter Members and non-members

Culture (Traditional performing and visual arts)
Heritage (Manmade or natural cultural inheritance)

CU
HE

SECTION II: CATEGORIES, FEES AND JUDGING CRITERIA SUSTAINABILITY AND SOCIAL RESPONSIBILITY SUSTAINABILITY AND SOCIAL RESPONSIBILITY 

mailto:goldawards%40PATA.org?subject=
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Human Capital DevelopmentHCD

Judging Criteria: 
Objectives, Benefits to Travel Industry, Originality, Evaluation and Effectiveness of the Programme 

The PATA Gold Award recognises travel and tourism-related organisations or destinations that embrace initiatives that enhance 
human capital development in both academic institutions and industry professionals. 

Entry Fee:  US$200 for PATA Members and US$400 for PATA Chapter Members and non-members

Entry Requirements: 

1. To register, please follow the instructions in “General Rules section #6 Registration and #7 Payment”

2. Please email your entries separately to goldawards@PATA.org. The submission must be one report per one entry in soft copy 
with maximum 20 pages in one file only. The format must be in word document, PDF file or common electronic format in low 
resolution for review only, such as JPG and WMV, and not larger than 7MB.

3. The report must contain the following information: project title, short synopsis, objectives, target audience, evolution of 
programme with dates of each stage of development, results of programme.  

4. Other supporting materials, pictures and videos should be embedded in the same report or as a link for judges to view. 

SECTION I: GENERAL INFORMATIONSECTION II: CATEGORIES, FEES AND JUDGING CRITERIA SUSTAINABILITY AND SOCIAL RESPONSIBILITY SUSTAINABILITY AND SOCIAL RESPONSIBILITY 

mailto:goldawards%40PATA.org?subject=
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Judging Criteria: 
Objectives, Awareness and Reach, Creativity, Stakeholder Engagement, Effectiveness of Programme and Results Generated

The PATA Gold Award recognises travel and tourism-related organisations or destinations that embrace initiatives that provide 
accessibility and opportunities for all including people with disabilities. These include, but are not limited to, initiatives that:

• Demonstrate, promote and raise awareness of equal opportunities for people with disabilities
• Provide educational activities for people with disability and enhance opportunities for working within the tourism industry
• Establish tourism as a tool for the promotion of equality and empowerment

Entry Fee:  US$200 for PATA Members and US$400 for PATA Chapter Members and non-members

Entry Requirements: 

1. To register, please follow the instructions on “General Rules section #6 Registration and #7 Payment”

2. Please email your entries separately to goldawards@PATA.org. The submission must be one report per one entry in soft copy 
with maximum 20 pages in one file only. The format must be in word document, PDF file or common electronic format in low 
resolution for review only, such as JPG and WMV, and not larger than 7MB.

3. The report must contain the following information: project title, objectives, short synopsis, target audience, strategies, awareness 
generated by project, roles and responsibilities of persons involved, evaluation and results generated.

4. Other supporting materials, pictures and videos should be embedded in the same report or as a link for judges to view. 

Tourism for AllTA

SECTION II: CATEGORIES, FEES AND JUDGING CRITERIA SUSTAINABILITY AND SOCIAL RESPONSIBILITY 

mailto:goldawards%40PATA.org?subject=
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Tourism Destination Resilience (Asia Pacific)TD

Entry Fee:  US$200 for PATA Members and US$400 for PATA Chapter Members and non-members

Entry Requirements: 

1. To register, please follow the instructions on “General Rules section #6 Registration and #7 Payment”

2. Please email your entries separately to goldawards@PATA.org. The submission must be one report per one entry in soft copy 
with maximum 20 pages in one file only. The format must be in word document, PDF file or common electronic format in low 
resolution for review only, such as JPG and WMV, and not larger than 7MB.

3. The report must contain the following information: 
 
 i)   description of the destination, 
 ii)  which specific resilience area(s) are important to develop, 
 ii)  what impacts the resilience initiative and development will create, 
 iii)  short synopsis outlining how an adaptive, multi-stakeholder, and regenerative approach will be employed, 
 iv)  expected achievements and results to be generated to better protect local environments, local communities and local economies.

4. Other supporting materials, pictures and videos should be embedded in the same report or as a link for judges to view. 

Judging Criteria: 
Clarity, Creativity and Persuasiveness of developing the destinations resilience, Clearly considered and logical process of initiative implementation, 
Potential effectiveness of the programme to protect local environments, local communities and local economies

SECTION I: GENERAL INFORMATIONSECTION II: CATEGORIES, FEES AND JUDGING CRITERIA

Resilience enables destinations to withstand adversity and bounce forward from crises and disasters. Resilience is also essential for sustainability. 
Without resilience, years of progress in regenerating an ecosystem or eliminating poverty could be lost in one disaster. This is why PATA advocates 
that for a tourism destination to be sustainable, it must first be resilient enough to protect local environments, local communities and local 
economies through an adaptive, multi-stakeholder, and regenerative approach.

This Gold Award seeks Asia Pacific leaders that clearly demonstrate a commitment and progress toward developing destination resilience in one or 
more of the following areas: 

 i) risk assessment & management, 
 ii) crisis communications,
 iii) post-crisis recovery, 

iv) proactive destination management, 
v) resilient infrastructure, and 
vi) product and market diversification.  

SUSTAINABILITY AND SOCIAL RESPONSIBILITY 

mailto:goldawards%40PATA.org?subject=
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SECTION II: CATEGORIES, FEES AND JUDGING CRITERIA

 Tourism Destination Resilience (Global)TG

Entry Fee:  US$200 for PATA Members and US$400 for PATA Chapter Members and non-members

Entry Requirements: 

1. To register, please follow the instructions on “General Rules section #6 Registration and #7 Payment”

2. Please email your entries separately to goldawards@PATA.org. The submission must be one report per one entry in soft copy 
with maximum 20 pages in one file only. The format must be in word document, PDF file or common electronic format in low 
resolution for review only, such as JPG and WMV, and not larger than 7MB.

3. The report must contain the following information: 

 i) description of the destination
 ii) which specific resilience area(s) are a global best practice, 
 ii) why the initiative was needed, 
 iii) short synopsis outlining how/if a an adaptive, multi-stakeholder, and regenerative approach was employed, 
 iv) evaluation of achievements and results generated to better protect local environments, local communities and local economies.

4. Other supporting materials, pictures and videos should be embedded in the same report or as a link for judges to view. 

Judging Criteria: 
Clarity, Creativity and Persuasiveness of best practice description, Process of implementation, Effectiveness of the programme to 
protect local environments, local communities and local economies

Resilience enables destinations to withstand adversity and bounce forward from crises and disasters. Resilience is also essential 
for sustainability. Without resilience, years of progress in regenerating an ecosystem or eliminating poverty could be lost in one 
disaster. This is why PATA advocates that for a tourism destination to be sustainable, it must first be resilient enough to protect local 
environments, local communities and local economies through an adaptive, multi-stakeholder, and regenerative approach. 

This Gold Award seeks global leaders that clearly demonstrate a current industry best practice on destination resilience in one or 
more of the following areas: 

 i) risk assessment & management, 
 ii) crisis communications,
 iii) post-crisis recovery,  

iv) proactive destination management, 
v) resilient infrastructure, and 
vi) product and market diversification.  

SUSTAINABILITY AND SOCIAL RESPONSIBILITY 

mailto:goldawards%40PATA.org?subject=
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Women Empowerment Initiative

The PATA Gold Award recognises travel and tourism-related organisations or destinations that embrace initiatives that forge positive 
visibility for women. These include, but are not limited to, initiatives that:

• Demonstrate and promote equal opportunities for women
• Encourage women in leadership or women-led tourism projects
• Raise awareness about gender parity and contribute to advancing women
• Celebrate women's diversity and social, political and economic achievements
• Provide educational activities for women to better improve their opportunities for working within the tourism industry
• Establish tourism as a tool for the promotion of gender equality and women’s empowerment
• Facilitate their access to jobs and/or create possibilities for career enhancement in tourism 

WE

Judging Criteria: 
Objectives, Awareness and Reach, Impact on Opportunities for Women, Creativity, Stakeholder Engagement, Effectiveness of 
Programme and Results Generated

Entry Requirements: 

1. To register, please follow the instructions on “General Rules section #6 Registration and #7 Payment”

2. Please email your entries separately to goldawards@PATA.org. The submission must be one report per one entry in soft copy 
with maximum 20 pages in one file only. The format must be in word document, PDF file or common electronic format in low 
resolution for review only, such as JPG and WMV, and not larger than 7MB.

3. The report must contain the following information: project title, objectives, short synopsis, target audience, strategies, operations, 
community commitments, stakeholder engagement, awareness generated by project, roles and responsibilities of persons 
involved, evaluation and overall effectiveness. 

4. Other supporting materials, pictures and videos should be embedded in the same report or as a link for judges to view. 

Entry Fee:  US$200 for PATA Members and US$400 for PATA Chapter Members and non-members

SECTION II: CATEGORIES, FEES AND JUDGING CRITERIA SUSTAINABILITY AND SOCIAL RESPONSIBILITY 

mailto:goldawards%40PATA.org?subject=
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Judging Criteria: 
Objectives, Awareness and Reach, Impact on Opportunities for Youth, Creativity, Effectiveness of Programme and Results Generated

Youth Empowerment Initiative 

PATA Gold Awards recognises travel and tourism-related organisations or destinations that embrace initiatives that empower youth 
to become active members of the travel and tourism industry. 

Entry Fee:  US$200 for PATA Members and US$400 for PATA Chapter Members and non-members

YE

Entry Requirements: 

1. To register, please follow the instructions in “General Rules section #6 Registration and #7 Payment”

2. Please email your entries separately to goldawards@PATA.org. The submission must be one report per one entry in soft copy 
with maximum 20 pages in one file only. The format must be in word document, PDF file or common electronic format in low 
resolution for review only, such as JPG and WMV, and not larger than 7MB.

3. The report must contain the following information: project title, objectives, short synopsis, target audience, strategies, stakeholder 
engagement, awareness generated by project, roles and responsibilities of persons involved, evaluation and overall effectiveness. 

4. Other supporting materials, pictures and videos should be embedded in the same report or as a link for judges to view. 

SECTION I: GENERAL INFORMATIONSECTION II: CATEGORIES, FEES AND JUDGING CRITERIA SUSTAINABILITY AND SOCIAL RESPONSIBILITY 

mailto:goldawards%40PATA.org?subject=
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SECTION III: 
PATA GOLD AWARDS 2023
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Karmic Returns
Waterbom Bali, Indonesia

SUSTAINABILITY AND 
SOCIAL RESPONSIBILITY

PATA GRAND TITLE WINNERS 2023

Turning A Traditional Cultural Symbol Into A Marketing 
Catalyst

MGM China, Macao, China

SECTION III: PATA GOLD AWARDS 2023

MARKETING
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Through the lens of GenZ
Hong Kong Tourism Board, Hong 

Kong SAR

Where Happiness Comes Naturally
Tourism Fiji, Fiji

Pack Up for Kerala
Kerala Tourism, India

MARKETING CAMPAIGN 
(NATIONAL - ASIA)

MARKETING CAMPAIGN 
(NATIONAL - PACIFIC)

MARKETING CAMPAIGN 
(STATE AND CITY - GLOBAL)

Around the Island
SriLankan Airlines, Sri Lanka

Incheon smart tourism project
Incheon Tourism Organization, 

Korea (ROK)

Melco Style x B. Duck @ Studio City
FMelco Resorts & Entertainment, 

Macao, China

Korea Unique Venue 
Promotion Project

Korea Tourism Organization, 
Korea (ROK)

Kick - starting travel again & 
connecting diverse Indian traveler 

SOTC Travel Ltd, India

MARKETING - CARRIER

MARKETING - HOSPITALITY MARKETING - INDUSTRY DIGITAL MARKETING 
CAMPAIGN

PRINTED MARKETING 
CAMPAIGN
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https://www.pata.org/s/MP_Tourism-Fiji_Open-for-Happiness-Campaign.pdf
https://www.pata.org/s/MH_Forte-Hotel-Group_Yamagata-Kakus-Yamagata-Online-Matsuri.pdf
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Catching Sabah
Sabah Tourism Board, Malaysia  

TRAVEL VIDEO

Fancy Feasts
TTG Asia Media Pte Ltd, Singapore

Hiking in Australia's Healing Lands
Rachel Lees, Australia 

A Valley in Bloom
Tourism Authority of Thailand, 

Thailand

BUSINESS ARTICLEDESTINATION ARTICLETRAVEL PHOTOGRAPH

Galaxy Entertainment Group 
Environmental and Sustainability 

Practices
Galaxy Entertainment Group, 

Macao, China

CLIMATE CHANGE INITIATIVE

Beacon of Sustainability
Sivatel Bangkok Hotel, Thailand

Kareum Stay
Jeju Tourism Organization, Korea (ROK)    

The Revitalization of Old Phetchaburi 
Town Riverside Community through 

the Establishment of Cultural 
Community-Based Tourism

Designated Areas for Sustainable 
Tourism Administration – DASTA, 

Thailand

CORPORATE AND SOCIAL 
RESPONSIBILITY COMMUNITY BASED TOURISM CULTURE
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COVER STORY: EVENT F&B

FANCY 
FEASTS

Dining elements within 
business events have 

morphed into interactive 
experiences, while doubling 

up as social opportunities for 
attendees, finds  
Rachel AJ Lee
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COVER STORY: EVENT F&B

As Covid-related restrictions 
recede around the world, event 
caterers, restaurant operators 
and large venues are seeing 

event dining returning in full force, and 
has become an important component 
among corporates eager to reconnect 
in-person. 

Although social distancing and 
individual food servings were the norm 
during events that resumed earlier on 
post-lockdown, event F&B specialists 
have noticed a spirited return to live sta-
tions, controlled buffet lines, and grazing 
tables.

Melbourne and Olympic Park’s head 
of F&B, Rachel Dolan, shared: “We’re 
seeing a move away from traditional 
buffet-style services to interactive food 
experiences.”

For example, during the AIME 2022 
Welcome Event, guests were treated to 
10 live food stations where they could 
watch chefs whip up dishes in real-time, 
while at the inaugural SportNXT leader-
ship summit in April, guests were treated 
to live-oyster shucking. 

A spokesperson from 1-Host – part 
of Singapore-based F&B, lifestyle & 
hospitality company 1-Group – shared 
similar observations: “We are now able 
to showcase more culinary specialties 
like live paella stations, live grills and 
even dessert counters. This has also 
reduced the pressure of having enough 
manpower.”

Meanwhile, Craig Squire, director of 
Cairns-headquartered Ochre Restaurant 
and Catering, told TTGmice: “Grazing ta-
bles are back in vogue for private events, 
and corporate are mixing up menus; 
for example, share platters for a course, 
extended canapes or dessert stations.”

To provide peace of mind and ensure 
hygiene, Showtime Event Group’s (SEG) 
director of experience Brad Dabbs shared 
that “all live stations are manned by 
chefs who serve guests (directly)”. Dur-
ing the Guinness World Record attempt 
at the world’s longest grazing table at 
AIME 2022, individual tongs and sani-
tiser bottles were also provided. 

Over at CWT Meeting & Events, the 
company actively encourages clients to 
make use of the food station concept 
where possible, to lower the chances of 
cross contamination. 

Localised menus are also rising in 
popularity among organisers, as interna-
tional delegates return.

Squire noted: “There has also been 
more interest in native ingredients, 
which we’ve incorporated into menus. 
We’ve noticed renewed interested in 
bush food tasting and cooking demo 
lunches for partner programmes and are 

working with two indigenous start-ups 
to provide a bush food experience before 
the main meal.”

Alan Pryor, general manager, Kuala 
Lumpur Convention Centre (KLCC), 
commented he has noticed a “continu-
ity in localising experiences”, which the 
venue can provide through its “Malaysia-
inspired culinary offerings”. 

CWT’s director, Australia & New Zea-
land, Michelle Sargent, shared: “For a re-
cent incentive group in Fiji, we visited a 
village and had a local catering company 
– that specialises in barbecue – assist 
with lunch. This was a great success due 
to the locally-sourced produce and our 
caterers’ familiarity with local cuisine.”

SUSTAINABILITY  
STATUS
It is no surprise that sustainability con-
cerns have seeped into event F&B. These 
days, this movement has expanded 
beyond food miles and sourcing, to en-
compass biodegradable items and waste 
management efforts.

In Singapore, Cedric Nubul, general 
manager of Hilton Singapore Orchard, 
makes the effort to “source locally 
whenever possible, and make sustain-
able seafood choices with MSC- and 
ASC-certified produce”.

The hotel also has a waste manage-
ment programme in place, and utilises 
compostable and biodegradable, plant-
based packaging and reusable bags 
during events. It also plans to partner 
with local farming organisations and 
cultivate an herb garden onsite. 

Over in New Zealand, Te Pae 
Christchurch’s director of culinary ser-
vice Darren Tait shared that sustainable 
sourcing has been their “philosophy 
from day one”, with over “80 per cent 
of our produce sourced locally”, even 
though the supplier may not commer-
cially be the cheapest.

Melbourne-headquartered SEG, 
meanwhile, combats item wastage by 
using biodegradable products for sin-
gle-serve options and bamboo utensils, 
as well as on the food wastage front. 

“This includes in-house composting, 
multiple production kitchens to reduce 

 From top: A cocktail event at The Old Melbourne Gaol, a venue under SEG; a beachfront event by Ochre
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“We have noticed a 
significant increase in 
focus on social events and 
the need to connect and 
re-connect teams.”
Brad Dabbs
Director of experience, 
Showtime Event Group

travel emissions, and an Electrolysis Sys-
tem which creates food grade cleaning 
supplies that degrade back into water 
after seven days,” revealed Dabbs. 

KLCC partners with Food Aid Foun-
dation to donate extra food that is not 
served and safe to consume. 

“We begin the conversation around 
food waste management with clients and 
organisers at an early stage in their event 
planning to ensure we are well-prepared, 
and that food wastage is properly man-
aged in a timely manner,” shared Pryor. 

Going a step further, KLCC has 
installed an AI-powered system to 
track type and quantity of food waste. 
Currently deployed for small meetings, 
Pryor plans to implement these for large 
conventions and banqueting functions.

“This data will enable our chefs to 
better understand delegates’ food con-
sumption behaviour and engineer menus 
accordingly, resulting in not only lesser 
food waste, but also more efficient man-
agement of food and production costs.

“For larger functions, we aim to 
provide this data in a post-event sustain-
ability report to help our clients’ with 
forward planning of their events,” Pryor 
added.

DIETARY, SPACE AND 
BUDGET TRENDS
Hotels with event venues and offsite ca-
tering services are spotting an increased 
appetite for wellness-focused and plant-
based menus.

Nubul shared: “Guests are more 
health conscious and are requesting 
for healthier meal options, including 
locally-sourced produce and menu items 
that cater to a variety of diets like gluten 
intolerance.”

He cited the recent HSBC Women’s 
World Championship as an example, 
where the hotel’s culinary team con-
ceptualised a plant-based menu that 
incorporated the use of Tindle meat. 

Ramesh Daryanani, vice president, 
global sales, Marriott International, Asia 
Pacific, has also noticed an increase 
in demand for plant-based options at 
events.

“Covid-19 has left a lasting impact on 
our mindsets, especially in the way we 
make decisions around travel and din-
ing,” he opined. 

With the rise in wellness focus comes 
the challenge of having to cater to varied 
dietary requirements. 

Tait said: “Approximately 15 per cent 
of guests now have dietary requirements, 
and this makes service challenging 
especially for larger events where seating 

placement isn’t confirmed.”
To reduce the number of changes at 

events, Te Pae is “creating more menus 
that include gluten-free and dairy-free 
options”.

The great outdoors are also highly 
sought after by organisers, noticed Aus-
tralian planners. 

Dolan shared: “We are seeing a grow-
ing desire from clients and event plan-
ners for venues with multiple, connected 
spaces that offer indoor and outdoor 
experiences.”

She related how CENTREPIECE’s 
outdoor terraces are “popular locations 
for dessert and cocktail bars”, while the 
venue’s central terrace has also hosted 
pre-function gatherings that allow for 
outdoor networking.

For Squire, unique experiences offsite 
have proven to be popular. “Sugar cane 
farms are hot this year, and we’ve put 
some time into assisting a farm we work 
with to develop the shed into a ready-to-
go venue.”

Sargent advised venues to “think out-
side of the box and consider how outdoor 
areas can be utilised”, such as an unused 
carpark to incorporate food trucks.

This would provide guests with a 
casual and fun ambience, along with 
some fresh air, help venues overcome 
labour shortages, and work with local 
vendors who have familiarity with local 
cuisine, she elaborated.

When asked about corporates’ budgets 
for dining functions, Sargent said clients 
are setting aside good money, with some 
“even (more) than pre-Covid days” as 
companies seek to reunite staff in a 
memorable fashion. 

Nubul has also not observed “any 
restrictions on budgets”, because the 
priority now is on “celebrating being 
back together and creating memorable 
experiences.”

 From left: A grazing table at CENTREPIECE at Melbourne Park; Monti Italian restaurant in 
Singapore, under 1-Group

“Everyone is appreciating the need 
to bring people together, so budgets 
have not been severely impacted,” 
observed Dabbs for SEG events.  

However, when it comes to deci-
sion-making, Squire hopes that event 
organisers will have more respect for 
suppliers.

“As suppliers, we do our best to 
supply quotes as soon as possible, but 
when clients take their time to decide, 
venues become unavailable. We also 
take time to host potential clients at 
venues, talk through the possibilities 
and provide quotes, but we never hear 
back from them. 

It would be nice to get back to us 
with a yay or nay,” Squire lamented.
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Rejuvenating and Appreciating
MGM China, Macao, China

Sands Retail Academy – “Ticket To A 
Lifestyle Journey”

Sands China Limited, Macao, China

Alabao Bay Secret Land 
Reappearance Plan

Taiwan Tourism Bureau,
Chinese Taipei

HERITAGE HUMAN CAPITAL 
DEVELOPMENT INITIATIVE

TOURISM DESTINATION 
RESILIENCE (ASIA PACIFIC)

Leofoo Senior Travel Service
Leofoo Tourism Group, 

Chinese Taipei

Sustainability and Social 
Responsibility

Nepal Tourism Board, Nepal

TOURISM FOR ALL

WOMEN EMPOWERMENT 
INITIATIVE

About This Report About MGM China Our Approach to 
Sustainability For a Better Team For a Better 

Community

M G M  C h i n a  H o l d i n g s  L i m i t e d

Chairpersons’ 
Message

4

MGM China has partnered with hotels in mainland China and 
Macau for the establishment of the Low Carbon Green Hotel 
Development Alliance (“LCGHDA”) to expedite the industry’s 
transition to a low-carbon operation for a greener economy in the 
Greater Bay Area (“GBA”). In addition, we partner with Nam Kwong 
Natural Gas Company Ltd to implement the natural gas changeover 
project for MGM MACAU, and adopting green operations and 
reaching another milestone in sustainable development. We have 
set a medium-term target to achieve normalized energy savings 
of 13% by 2025 compared to a 2019 baseline, and are also actively 
exploring ways to align our decarbonization plans with the Science 
Based Target initiative (“SBTi”).

During the COVID-19 pandemic, we utilized our Spectacle and 
the MGM Theater to introduce new cultural tourism products to 
drive our property visitation and business growth. By leveraging 
the Tourism+ development model on the foundation of Lingnan 
culture, we have launched the “MGM Lion IP Program” and a series 
of tourism products that rejuvenate and integrate culture with 
technology to energize cultural tourism in Macau.

With creativity and innovation at the heart of our strategy, we 
seek to strengthen the growth and development of local small 
and medium enterprises (“SMEs”), as well as helping them gain a 
foothold in the GBA. In 2021, our spending on procurement from 
SMEs rose to 30% of total procurement spending. We pledge to 
lead and deepen our partnerships with local SMEs to promote 
Macau’s economic diversification.
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