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ABSTRACT

The world was catastrophic when an illness virus known as novel coronavirus COVID-19
occurred in China in December 2019. The virus is widespread, and the pandemic impacted most
industries in the first quarter of 2020. The tourism activities stopped to maintain safety and
prevent the virus from spreading further. Thus the tourism industry hit the hardest. Travel
agencies, hotels, and the aviation industry were among tourism-related businesses that had to
close. This research aims to identify the adaptation strategies by the tourism industry for
increasing and reactivating post-covid tourism activity. This study approached a systematic
literature review with the secondary data from the ten previous studies. The main findings show
that the tour operators are preparing a few new strategies to adapt to the pandemic and new
norms in the tourism industry. As a result, the tourist sector was reopened in a few phases in line
with government guidelines to slow the pandemic and revive the tourism economy. The research
illustrates how the global tourism sector adjusts to the new normal and develop new strategies to
resurrect the business. The recommendations are that Malaysian tourism operators can adapt and
emulate some of the methods used by other countries to restore the tourist industry’s glory. For
example, travel agencies can collaborate with hotels, airlines, and tourist destinations to do
approximately new tourist packages a few days after the quarantine. This approach can assist
small businesses to recover from the effects of the covid-19 epidemic while indirectly
contributing to the economy. With the cooperation of various parties in the tourism industry and
tourists, it is possible to help boost its economy. To some extent, while also allowing tourists to
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return to travel with a new normal and adhere to the rules set by certain national governments to
control the spread of covid-19.

KEYWORDS: adaptation strategies, COVID-19, overview, tourism industry, tour operators\
INTRODUCTION
In today’s world, health is a significant concern for every nation. The World Health Organization

(WHO) defines health as “a condition of full physical, emotional, and social well-being, rather

than the absence of disease or infirmity” (Callahan, 1973). The enjoyment of the highest

possible quality of health is one of a person’s fundamental rights, regardless of race, faith,

political views, economic status, or social status. Every citizen’s health is the foundation for a

country’s peace and security, but this issue is also highly dependent on people’s and the

country’s cooperation. Such as the current state of the world’s health issues is an essential topic

of discussion and debate. Currently, the world community is working very hard against the case

of a dangerous virus that can infect anyone.

In December 2019, Coronavirus disease 2019 (COVID-19) appeared in Wuhan City, China

(World Health Organization, 2020). On January 30, 2020, the World Health Organization (WHO)

declared the epidemic a public health emergency of international significance, and on March 11,

2020, it announced a pandemic. A pandemic is when a new outbreak spreads across the globe.

According to the World Health Organization, a pandemic happens when a new influenza virus

emerges and spreads worldwide, and most people are not immune. COVID-19 is an infectious

disease caused by coronavirus 2 (SARS-CoV-2) that causes severe acute respiratory syndrome

(Kerbl & Zepp, 2021). In this context, the alarming spread of coronavirus infection has brought

the world to a halt. Several countries implement lockdown, and Malaysia announced a

Movement Control Order (MCO). This direction by Government directly affects all sectors such

as businesses, social and tourism, and hospitality industries.

Furthermore, this form of the pandemic has a variety of negative consequences. It is not

only limited to the loss of human lives, but it also has short and long-term social, economic, and

political implications. As a result of the COVID-19 pandemic, the world faces an unprecedented

public health, social, and economic emergency. Many industries have been affected by the

pandemic. Still, the travel and tourism sector has been the hardest hit, with a significant drop in

international demand due to global travel restrictions, including completely closed borders to

contain the virus. The emergence of COVID-19 in Malaysia has affected the Visit Malaysia 2020
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(VM2020) campaign, as 50 per cent of Malaysia’s tourists come from Singapore and China (Foo,

Chin, Tan, & Puah, 2020). Due to the rising number of COVID-19 cases in both countries,

several tours have been cancelled, resulting in a significant reduction in the number of visitors

visiting Malaysia. According to the Ministry of Tourism, Arts and Culture Malaysia (MOTAC),

the country’s mainstream tourism players, transportation, accommodation, food industry, and

event business, have lost RM 9 billion between January and March 2020 (Khan & Hashim,

2020). Besides, within the first two months of the Movement Control Order (MCO) period,

Malaysia’s tourist and hospitality sector had already lost about RM 3.37 billion (Dzulkifly, 2020).

Hotels are struggling to stay afloat, and 35 per cent of hotels have had to close their doors

temporarily. According to the Malaysian Association of Hotels (MAH), 60 per cent of tourist

businesses will collapse by 2020, and 15 per cent of hotel owners who would be unable to

survive might have to close their doors (Bethke, 2020).

This pandemic is affecting the tourism industry and has changed the tourism landscape

towards global sustainability. The tourism and hospitality business must adjust to the post-

pandemic “new normal” practised across the world. Different new approaches and efforts that

various parties must undertake to restore the glory of the post-pandemic tourist sector.

Malaysia’s tourism sector can adopt the strategies used by other countries that have successfully

reopened their tourism business. These adaptation strategies might assist in recovering some of

the sectors that the epidemic’s impacts have harmed to some extent. Hence, this paper aims to

discuss an overview of the adaptation strategies by tourism industries during Pandemic COVID

19.

METHODS
In this study, a systematic article review using the secondary research data by reviewing the

current literature gathered from various articles and journals reports focusing on the adaptation

strategies used by the tourism industry on reactivating post-COVID tourism activity. Ten articles

were analysed to get updated adaptation strategies from various countries.
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RESULTS/ FINDINGS

Table 1: The Adaptation Strategies

AUTHORS COMPONENTS
OF RESEARCH

FOCUS

METHODOLOGY STRATEGIES CONCLUSION REMARKS

Joby John and
Ramendra
Thakur (2020)

The long-term impact
of the COVID-19
pandemic on
business presents a
unique opportunity to
study a hitherto
unavailable business
scenario.

Conceptual
Framework

A classification scheme is
developed to determine
four classes of service
firms’ adaptations to their
normal course of business
made under pandemic
conditions. Services
classification is to
differentiate between
different types of services,
either its core or
supplementary services.
Using remote technology
has been a natural
solution. Besides, the
service adaptations which
is launched new products
such as live events using
social media platforms and
customer acceptance with
the new normal.

Predict service
adaptations, which
are most likely to
become permanent
in a post-pandemic
world.

Long term
effects of
service
adaptations
made under
pandemic
conditions: the
new “post
COVID-19”
normal

Mohammadali
Zolfagharian
and Atefeh
Yazdanparast
(2019)

The complexity and
multiplicity of
consumer
experiences in
mobile and virtual
technology provide a

Open-ended, In-
depth interviews,
and Case study

The Consumer Immediacy
Pandemic (CIP) is a
significant, multifaceted
consumer shift whose
ramifications are traceable
in consumer behaviour. It

Exposes the
dialogical interplay
between consumer
agency and
structural influences
that compel

Immediacy
pandemic:
consumer
problem-solving
styles and
adaptation
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lived-experience
account of the
Consumer
Immediacy Pandemic
(CIP) and related
consumer
experiences and
responses.

encompasses three
consumer problem-solving
styles (i.e., real-time,
mobile and virtual
problem-solving).
Consumers adapt to the
CIP through such
strategies as unbundling of
presence, temporal gain,
and synchronisation, task
continuity, work-fun
integration, and multi-
tasking.

consumers to
internalise
immediacy as a
taken-for-granted
expectation.

strategies

Binh Do, Ninh
Nguyen, Clare
D’Souza, Huu
Duc Bui and
Thi Nguyen
Hong Nguyen
(2021)

The impact of
COVID-19 on tour
operators in Vietnam
and explore their
strategic responses to
the crisis.

In-depth interviews The findings from the
interviews reveal that tour
operators focus more on
short and medium-term
strategies (i.e.,
retrenchment, persevering,
and exiting) rather than
long-term planning (i.e.,
innovating) in response to
COVID-19.

Practical
implications for
managers and
policymakers in
times of exceptional
crisis like the
COVID-19
pandemic.

Strategic
Responses to
COVID-19: The
Case of Tour
Operators in
Vietnam

Virginia
Bodolica,Martin
Spraggon and
Nada
Khaddage-
Soboh (2021)

The early strategic
responses deployed
by air-travel services
players for
navigating through
the COVID-19
pandemic.

Qualitative Case
Study

The findings show a
framework was developed
to understand how air-
travel service providers
can effectively navigate
the crisis – the guard
potentiate-shape model.
The advanced model

Air-travel services
organisations may
learn how to
increase their
resilience and build
new industry
normalcy in the
post-disruption

Air-travel
services
industry in the
post-COVID-
19: the GPS
(Guard-
Potentiate-
Shape) model
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suggests that in times of
disruption, industry
players should adopt
several strategies to: guard
against failure; potentiate
innovative change; and
shape the future design of
air-travel services.. An
outcome of forward-
looking shaping strategies
that may define the new
post-pandemic normal in
the air-travel services
sector constitutes the idea
of “scattered/diffused
airports” with a modified
design of airport services
architecture.

period for crisis
navigation

Wilber Manyisa
Ahebwa and
Philip English
(2021) in
Uganda

The devastating
impact of COVID-19
on tourism in 2020
and the discouraging
prospects for a quick
recovery.

Case Study The findings show that
there have set out five
program areas for tourism,
namely: promoting
domestic and inbound
tourism; increasing the
stock and quality of
tourism infrastructure;
developing, conserving
and diversifying tourism
products and services;
developing a pool of

Government
resources could be
used to ensure that
this critical source
of livelihoods and
foreign exchange
survives and comes
back more vital than
ever

COVID-19 and
Uganda’s
Tourism Sector:
Reviving the
Industry
through the
National Budget
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skilled personnel along the
tourism value chain and
ensuring decent working
conditions; and enhancing
regulation, coordination,
and management of the
tourism.

Basak Denizci
Guillet and
Angela Mai Chi
Chu (2020)

Examine how and to
what extent RM can
be implemented in
the hotel industry
during low demand
periods, particularly
during the
coronavirus disease
2019 (COVID-19)
crisis

Semi-structured
Interviews

Core revenue management
(RM) processes are still
relevant during the
COVID-19 crisis;
however, not all
components are equally
important. Business
analysis, pricing strategy,
and demand modeling and
forecasting are the most
critical RM processes.
Inventory and price
optimisation and setting
booking controls are not as
important at this time;
along with distribution
channel management,
these processes will
become more relevant as
demand picks up.

RM is a discipline
characterised by
demand-based
pricing. The core
RM processes
remain relevant
during the COVID-
19 crisis

Managing hotel
revenue amid
the COVID-19
crisis

Florian Bauer,
Martin Friesl
and Mai Anh
Dao (2021)

This raises the
question how M&A
behaviour is affected
by the economic fall-

Mixed method
research design

The study analysis reveals
four archetypical
responses to the COVID-
19 crisis. There are four

Those firms which
have a direction,
independent of
efficiency or growth

Run or hide:
changes in
acquisition
behaviour
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out of the COVID-19
pandemic

mergers and acquisitions
(M&As) coping strategies
during Covid-19 which are
hide strategy, cost
strategy, run strategy and
marathon strategy.

targets, cope better
with the current
crisis.

during the
COVID-19
pandemic

Matthew
Tingchi Liu,
Shaoshan
Wang, Glenn
McCartney and
IpKin Anthony
Wong (2021) in
Macao

Analyse how a real-
time COVID-19
pandemic is
impacting Macao’s
hospitality industry,
and illustrates why
lessons from
COVID-19 are an
opportunity for
further development
for the city

Case Study The findings discuss
actions taken by the
Macao government and
the hospitality industry.
Several actions were taken
by the government and
hospitality industry;
internal and external
actions, prompt
collaborative actions,
Macao’s competitive
advantages remained
unchanged and destination
self-improvement during
COVID-19

Worthy of future
exploration on how
the mechanism of
centralised
Government
facilitates risk
management and the
rebuilding of a
tourism economy in
a crisis context,
comparing this to
other national
systems

Taking a break
is for
accomplishing a
longer journey:
hospitality
industry in
Macao under
the COVID-19
pandemic

José Miguel
Rodríguez-
Antón and
María del Mar
Alonso-
Almeida (2020)
in Spain

The impact of Covid-
19 and the recovery
strategies in the
hospitality industry

Case Study The result has discussed
the international, national,
and the company’s
initiatives to support the
tourism and hospitality
industry.

The hospitality
industry should be
focused on building
trust in tourists,
reinforcing their
brand, and adapting
their operations to
the so-called “new
normal.”

COVID-19
Impacts and
Recovery
Strategies: The
Case of the
Hospitality
Industry in
Spain
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SUMMARY TABLE 1.
Table 1 above depicts different industries’ strategies in redeveloping and reviving their

businesses during the pandemic. The methods listed in Table 1 are examples of measures that the

tourist sector may use to help reconstruct the economy, companies, and activities that the

pandemic has harmed. As mentioned by John and Thakur (2020) above, to adapt to the “new

normal”, the services have been classified into few categories to identified if those services can

continue functioning within the protocols that need to follow physical distancing. The

introduction to the new strategies using the technology is one of the adaptation strategies that

also have been used in Malaysia. Melaka Crocodile and Recreational Park (TBRM) is one of the

tour operators that has created a virtual tour of the park, home to various animals, including

crocodiles, snakes, snapping turtles, racoons, and deer. It costs only RM7 to take an online tour

(Sheila, 2021). This virtual tour is indirectly helping the zoo generate income after being affected

by the pandemic. According to Vian (2021), this virtual tour has gotten much positive feedback

from visitors, especially from the school, which wants to provide students with an experience

even though it is only online. This response from the visitors is one of the strategies that

Zolfagharian and Yazdanparast have mentioned (2019). It is related to the consumer experience

and their response towards the services they get.

Furthermore, another adaptation strategy implement in Malaysia is the tour operators take

initiatives to bring back the visitor by doing short strategies as mentioned by Do, Nguyen,

D’Souza, Bui & Nguyen (2021). According to the Malaysian Association of Amusement Theme

Park & Family Attraction (MATFA), individuals who have gotten the whole vaccination will

earn ticket discounts and special vouchers at all theme parks and family entertainment centres

(Bernama, 2021). This effort also supports Prime Minister Tan Sri Muhyiddin Yassin’s proposal

to reduce travel restrictions for anyone who has gotten a complete vaccination. It demonstrates

that this initiative has the potential to revive domestic tourism activity. This adaptation strategy

is similar to the short approach mentioned in the table. It can be observed that Malaysia’s tourist

industry has gradually begun to implement new strategies to reinvigorate tourism operations,

which can help the country’s economy indirectly.
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DISCUSSION
This part will discuss and suggest the strategies for the Malaysian tourism industry, especially

the travel agency, by adapting the strategy from Table 1. According to Ahebwa and English

(2021) in the table, the strategy for recovering the tourism industry in Uganda focus on domestic

tourism. During this pandemic, the tourism industry has to focus more on domestic tourism. The

Government needs to help the impacted travel agencies by enabling tourist activities, but only

through authorised travel agencies. It can directly help to boost up the travel agency. The

strategy included by opening domestic travelling for those who have been fully vaccinated. The

people who want to travel have to do the COVID test at least two weeks before travelling. The

travel agency also needs to make sure all the customers are doing the test and show their result

test during the booking session. This procedure is to make sure that the customer is ready and

safe to travel. It is also in line with the strategy from Rodríguez-Antón and Alonso-Almeida

(2020) in Spain. The Government and the company in Spain need to take various initiatives to

help the tourism and hospitality industry who were disproportionately impacted by the epidemic.

Even though completed vaccination might prevent infection from the virus, everyone should

comply with the standard operating procedures while travelling. Tour operators and tourists

observe all the guidelines to prevent the breakthrough of the virus while travelling. Roman,

Niedziółka and Krasnodebski (2020) discussed the economic strategy in which the Government

plays a significant role in giving aid to tourism businesses to remain viable in the market tourism

business. This approach is in line with the PEMULIH financial aids by Malaysia Government.

However, the amount should be more than RM3,000 as the Government had directive MCO for

more than a year. Thus the financial assistance of RM 3,000 is not sufficient to cover all

expenses and losses for the travel agencies.

In addition, prompt collaborative action is one of the main strategies of Macao’s tourism and

hospitality industry during this pandemic ( Liu, Wang, McCartney & Wong, 2021). Malaysia’s

tourist sector is in dire need of coordination among tour operators. For example, a travel agency

may work with a local operator to provide a virtual tour during the MCO. The travel agency can

collaborate with the local operators such as in Melaka by doing a virtual tour in A Famosa. The

travel agency can collaborate with experts who know the history of A Famosa to create a virtual

tour. This strategy will help to promote Malaysian culture and historical tourism. Students might

be the target market since they can study history and take a virtual tour of the place. That
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package tour can also include Melaka souvenirs, which the travel agency would post to the

consumers after complete all the virtual tours. Besides, travel agencies also can create a new

package on islands in Malaysia. The travel agencies can collaborate with specific hotels,

restaurants, and tour operators to develop this package. These packages will include a few days

of quarantine in the hotels before tourists explore the place. This package can be deployed on a

few well-known Malaysian islands. Tourists can only stay on that island and visit particular

places partnered with the travel agency in these packages. Tour operators provide private

transportation to avoid having to use the public transportation system. This approach is to ensure

the safety of both the local people and the tourists. This approach can assist small businesses to

recover from the effects of the COVID-19 epidemic while indirectly contributing to the economy.

With the cooperation of various parties in the tourism industry and tourists, it is possible to help

boost its economy

Besides, the higher unemployment rate in Malaysia causes a decrease in the rate of use of the

local labour force. Travel airlines, the hospitality industry, and travel agencies obtain significant

effects due to the Movement Control Order (MCO) and pandemic COVID 19. Significant

downsizing, business improvement, upskilling staff through online courses and webinars,

adjusted marketing strategies and borrowed money from banks are the adaptation strategies that

the tourism business can implement (Tourism Business Council, 2020). Technological

advancements with improving in internet connection driving change to the different business

landscape in Malaysia.
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CONCLUSION
This research gives a summary of the tourist industry’s adaption methods during the covid-19

epidemic. As a result, this research focuses on the strategies that the Government and the tourist

sector, particularly travel agents, may employ. According to the findings of this study, different

countries have begun efforts to revive their economies, particularly in the tourist sector. As a

result, this research also offers several practical methods that have been implemented in various

regions. This is designed to assist both travel agencies and small businesses that are involved in

tourism-related activities that the pandemic has impacted.
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