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GOAL AND
OBJECTIVES







To prepare a strategic
marketing action planto
Increase tourism
revenue from Chinese
outbound tourists to

VEIEVEE
Y4




OBJECTIVES

OBJECTIVE1

Toincrease tourismyield
from the Chinese
outbound market

OBJECTIVE 3

To forecast future growth
potential of Chinese
outboundtourismto

WV EIEVAE

OBJECTIVE 2

To formulate effective
marketing and
promotional strategies
and actions

OBJECTIVE 4

To addressissues /
challenges in attracting
the Chinese tourist
market
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Chinese tourists
are becoming
increasingly
sophisticated,
especiallyamong
the younger
travellers

* This sophistication

is leading to the
Chinese seeking for
more freedom and
authenticity in their
outboundtravels

There is a lack of
experiential
tourism products
that are offered to
Chinese tourists

Competitors are
going all-outin
digital marketing to
capture Chinese
FITs and
customised tours

Untapped potential
of specialinterest
and hobby-based
tourism

Potentialto
capitalise onthe
desire for social
capitaland
translateinto
arrivals and
receipts

Malaysia canbe
positioned as one of
the first “ready”
destinations to
welcome Chinese
touristsin the post-
COVID-19 era

10



Chinese outbound tourists are
becoming increasingly sophisticated
and demand more freedom and
flexibility in their overseas holiday
trips

The need to develop more experiential

tourism products to cater for changing
demand from the Chinese outbound

market

Group tours make up the majority of
trips made by Chinese outbound
tourists to Malaysia prior to the
COVID-19 pandemic

Forecasting revealed that

international tourism would decline by
up to 80% throughout 2020.

One-third of Chinese tourists have
expressed their desire to take their
first leisure trip after COVID-19 in
October, during their Golden Week
National Holiday

Mass tourismis no longer viable due
to health and safety concerns. Recent
studies show that domestic travel has
rebounded in China but confined to
self-guided and small (customised)
group tours.

Impact of the COVID-19 pandemic on
Chinese outbound tourism in Malaysia

An opportunity for the industry to step
out of its comfort zone and move
towards reinventing itself.

1









Phasing

Strategic
Thrusts

Strategic
Actions

Outcome

RECOVERY OF THE
CHINESE MARKET

PREPARING DESTINATIONSTO
WELCOME BACK CHINESE
TOURISTS

Response to COVID-19

Establish “Travel Bubbles”
between Green Zones

Rebuild Confidence through
Communications and
Rebranding

Rebound of the China Market

14



INCREASE TOURISM REVENUE FROM
CHINESE OUTBOUND TOURISTS

ENHANCING VALUE CREATION
THROUGH INNOVATION AND
TECHNOLOGY

CONSOLIDATING TARGETED
AND INTEGRATED MARKETING

Upscale products and experiences Marketing Strategies

Curate and Upscale Authentic

Experiences Develop a Social Media
Strategy

Enhance Health and Safety

Certification

Enhance Partnerships with the
Remove Impediments to Travellndustryin China
Seamless Travel

Create High Value Tourist Penetrate Niche Markets in

Experiences China



STRATEGIC
MARKETING ACTION
PLAN 2021 - 2025
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STRATEGIC
THRUSTS

Preparing Enhancing Consolidating
Destinations Value Targeted and
to Welcome Creation Integrated
Back Chinese through Marketing

Tourists Innovation and

Technology

18



STRATEGIC
ACTIONS

TACTICS



Prepare Destinations to
Welcome Back Chinese
Tourists




Strategic

Action1

Establish “Travel
Bubbles” between
Green Zones

Strategic

Action 2

Rebuild
Confidence
through
Rebranding and
Communications
Plan

21



Strategic
Action1

Establish “Travel Bubbles”
Between Green Zones In
Malaysia And China to
Restart International Travel
Between The Two Countries

22



IMPLEMENTING

UGl AGENCIES
Tacticl  Setup working group to identify and « MOTAC, MKN
establish “travel bubbles” between low (Lead)
infection destinations « MAHB
* Airlines
- TM
« KLN
« KDN/JIM
Tactic2 Pilot “travel bubbles” between e MOTAC (Lead)
established tourism destinations - T
+ State
Governments

+  MAHB/Airlines
* TourismIndustry

23



DETAILED TACTIC1

Set Up Working Group To Identify And Establish “Travel Bubbles” Between
Low Infection Destinations

» Establish a working group to identify and propose “travel bubbles” to a high-
levelinter ministerial committee

WORKING GROUP —) INTERMINISTERIAL COMMITTEE
Propose
to
Proposed Tasks: = Fropesed S PN Tasks:
Members: Members: :

Identify
destinationsin

National Security
Council

MIQFT?EAI/JX Malaysia that are +  Ministry of Negotiate with
MHTC ready toreceive Health Ministry of
MyCEB Chinese tourists *  Ministry of Cultgre and
State Identify target Foreign Affairs Tourism of
s . citiesin China +  Ministry of China to )
T::ﬁ;?nmé?/”s(x that are ready to Tourism, Arts establlsb travel
send tourists to and Culture bubbles
Industry Malavsi -
Aviation alaysia DBy G Monitoring and
Develop and Affairs iaht
Industry e oversig
propose SOP for e Ministry of
travel bubbles Education

24



DETAILED TACTIC 2

Pilot “Travel Bubbles” Between Established Tourism Destinations

* Focuson established MICE, healthcare and educational tourism destinations
in Malaysia with cities in China.

ESTABLISHED DESTINATIONS IN
MALAYSIA

Requirements

Market ready
Has supporting
infrastructure
Comply to SOPs
Direct flight
connectivity

Examples

Kuala Lumpur /
Selangor

Penang
Melaka

Johor Bahru
Langkawi
Kota Kinabalu

“TRAVEL BUBBLES”

* Business
Events & MICE

¢ Healthcare &
Medical
Tourism

* Educational
tourism

TIERT&TIER 2 CITIES IN CHINA

Requirements

Market ready
Has supporting
infrastructure
Comply to SOPs
Direct flight
connectivity

Examples

Kuala Lumpur/
Selangor
Penang

* Melaka
* Johor Bahru

Langkawi
Kota Kinabalu

25



Strategic
Action 2

Rebuild Confidence through
Rebranding and
Communications Plan

26



TACTIC

IMPLEMENTING

AGENCIES

Tacticl Leverage on Malaysia's positive TM (Lead)
reputationin managing COVID-19 Tourism industry

Tactic2 Rebrand Malaysia’simage as a safe and TM (Lead)
trusted travel destination Tourism industry

Tactic2 Develop acommunications planto TM (Lead)

deliver Malaysia’s message of
assurance and trust

27



DETAILED TACTIC1

Leverage On Malaysia’s Positive Reputation In Managing Covid-19

Build on Malaysia’s reputation in managing COVID-19 to promote the country
as a safe destination for Chinese tourists.

Leverage onTan SriDr. Noor Hisham Abdullah’s international prominence to
sell Malaysia as a top medical tourism destination

Chinese experts impressed by Malaysia's handling of
Covid-19 [NSTTV]
sradzimmah Daim, Loong Wai Ting - May 1,2020 @ 11:25pm | OQ@M

(54 Malaysia praised by o hfr Ountriés © lad

Crvy M3 §-.\ N

e |
KEMENTERIAT S A ATAN

AWNED

By N

-

b o) 000/310 Toh @ & Youlube S I
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DETAILED TACTIC 2

Rebrand Malaysia’'s image as a safe and trusted travel destination

Focus on aclean and safe image as a travel destination

Promote the message that we already have the SOPs and certification in place

Guidelines and
SOPs for Hotels
and Services

Certification to
reassure
tourists

“a
SRR
\'" Ja
o .
)
)

o~
“aiave't

Promote our
success

MALAYSIA V5 COVID-19

4 - MALAYSIA'S
SUCCESS AGAINST
CovID-19

SECTOR: HOTEL

L sme W
-«» 24 hours

(accommodation
premises;

6.30am -

pm
(restaurants)

ROOMS FOR GUESTS
FROM ESSENTIAL
SERVICES SUCH AS
OIL & GAS, AVIATION
& FRONT LINES

CUSTOMER ™ WORKER
SERVICE: { ) CaPACITY:
24 hours 100%

subject to

(su!ﬂect to
ocal need)
authorities)

RESTAURANTS
(DINE IN FOR ALA
CARTE ORDERS &
TAKEAWAY /
DELIVERY/ ROOM
SERVICE ONLY)

PROTOCOL & ACTIVITIES

/ Ensure social distancing

Provide hand sanitiser or washing
area with soap

protect employees & guests
against infection

( Hotel must prepare guidelines to
/ Health screening at the entrance
/ Record health & personal information

of employees, guests & service
providers

/ Disinfect & sterilise common areas
twice a day

Arrange tables 1 metre apart with
signage

Appoint coordinator among
employees

Provide face mask for employees &
encourage guests to wear a mask
00

Use alternative means of

Record attendance & store for
minimum 6 months

/ Only healthy employees allowed
to work

Limit number of guests at common
areas & hotel lobby

( Dispose of general waste as usual

( Housekeeping activities should be
carried out as usual

Guests not allowed to use hotel
facilities

Guests must inform the hotel or
related government agency if they
?welop COVID-19 symptoms /
flever

( Face mask must be disposed of in
covered rubbish bin

Restaurant/cafe services allowed for
ala carte dine in only

( Breaks for workers must be staggered

communication among employees &
guests rather than via face-to-face
contact

SOP. Standacd Operating Procedure

Source: National Security Council (MKN)

29



DETAILEDTACTIC3

Develop A Communications Plan To Deliver Malaysia’s Message

+ Communicate Malaysia’s rebranded message using multiple channels
+ TM'soverseas officesin China as the representative to share our message

with tourism and provincial authorities

TOURISM MALAYSIA

Rebrand Malaysia as
a clean and safe
destinationina
post-COVID-19

world

Communicate to:

Deljvery via:

TM Overseas Offices in Tourism & Provincial

Authoritiesin China

Guangzhou, Shanghai
and Beijing

Malaysian Travel Chinese Travel

Agencies and OTA Agencies and OTAs

Chinese Social Media Chinese Outbound

Platforms Tourists

30






Enhancing Value Creation
through Innovation and
Technology




Strategic
Action

Curate and
Upscale
Authentic

Experiences

Strategic

Action 2

Enhance Health
and Safety
Certification

Strategic
Action 3

Remove
Impediments to
Seamless
Travel

33



Strategic
Action1

Curate And Upscale
Authentic Tourism
Experiences For The
Chinese Outbound Market

34



IMPLEMENTING

TACTIC AGENCIES
Tacticl Upscale product development at «  MOTAC/TM
emerging destinations to offer (Lead)
customised packages offering * Regional
experiential tourism Corridors
* State
Governments

* Local Authorities
e Tourism

Operators
Tactic2  Offer uniquely Malaysian souvenirsthat +  Kraftangan
appealto Chinese preferences as an Malaysia (Lead)
extension of the tourist experience « M

* Tourism Industry

35



DETAILED TACTIC1

Upscale Product Development at Emerging Destinations To Offer
Customised Packages Offering Experiential Tourism

Identify Potential
Destination

Emerging

Destinations

1

1

1

1

: e.g.Desaru,
| Sekinchan,
| Raub,etc.
i

1

1

Upscale and
diversify

* Product

 Facilities

* Storytelling

* Signature
souvenir

Incentivise
operators

T

1

1

i Microcredit,
| handholding,
| advisory
H training

1

1

1

Packaging

Customised
Packages
Offering

Experiential
Tourism

Target

|

Marketing

Travel Agencies
and OTAs

Chinese
Outbound
Tourist
Segments

)

Collaborate

T

: Local authorities
i and product

: owners

: collaborate with
: TAs /OTAs for

: marketing

36



DETAILEDTACTIC 2

Offer Authentic Signature Souvenirs That Is Appealing To Chinese
Preferences

+ Identify and develop signature souvenirs that are attractive to the Chinese
market

* Provide space for local artisans to offer demonstrations and classes in
addition to selling handicrafts

* Ensure high product quality and unique packaging

Kraftangan Malaysia

|
|
Local Artisans .
i

+
|

|
Souvenirs Providers H
|
1

Signature Souvenirs

Customised products

Chinese Tourist
Souvenir Preferences

37



Identify and upscale signature souvenirs to match Chinese tourists
preferences

Chinese Tourist Souvenir
Preferences

Chinese tourists

= Symbols of tourists’
travel experience

* Revealstatusand
prestige

Appealing to Chinese taste

Creative and unique
products

Quality product

Signature Souvenirs

Affordable

Small and cute products

Easy to transport

Packaging

38



Types of Souvenirs

Pictorialimages

Piece-of-the rock
souvenirs

Symbolic shorthand
souvenirs

Markers souvenirs

Local products
souvenirs

Postcards
Photographs
Books

Rocks
Shells
Plants
Wood
Fossils

Replicas of famous attractions
Miniature images

Coffee mugs
Key chains
T-shirts

Indigenous food and drinks products
Utensils

Regional clothing

Handicrafts

39



Strategic
Action 2

Enhance Health And Safety
Certification By Expanding
The Scope And Criteria Of
The MYTQA Endorsement
Programme

40



TACTIC

IMPLEMENTING

AGENCIES
Tacticl Expandthe MYTQA criteria toinclude MOTAC (Lead)
health and sanitation criteria ™
MOH /MHTC
Tourism
Associations
Tactic2 Coordinate MYTQA requirements with MOTAC (Lead)
"China Ready and Accredited” ™
programme Tourism

Associations

41



DETAILED TACTIC1

Expand MYTQA Criteria To Include Health And Sanitation Criteria

( \ MYTQA Criteria
1. Information
2. Initial Impressions
=== 3. Attraction
4. Facility
5. Staff
6. Safety
7. Sustainability Practices
Aninitiative by MOTAC to +
improve the quality of e .
services and tourism |
products in Malaysia 1 Additional component on |
\ /| RN
: i
| Integrate with: 5 pN & s o :
@ e 6 6 : Certification by N
I private sector |
Tourism products are I and tourism |
assessed by a panelof 5 I associations (i.e. |
assessors from different MAH) ” P |
| deav8
backgrounds and I |
expertise I |



DETAILEDTACTIC 2

Coordinate MYTQA Requirements With "China Ready And Accredited”
Programme

+ CHINAREADY is endorsed by the Chinese Government and industry

» Explore potential partnership between MYTQA and CHINA READY to align
requirements and prepare tourism products and services to receive Chinese
tourists

MOTAC/TM Ministry of Culture and Tourism

(+ MOH /MHTC)

Endorse

Review

MYTQA
PROGRAMME

+ Expand criteria on health and
sanitation

* Review criteria and requirements . !

+ Revise evaluation and rating Aligned with
system

v

ROLLOUT

Tourism destinations
in Malaysia
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Strategic
Action 3

Remove Impediments To
Seamless Travel Through
The Use Of Digital
Wayfinding And Mobile Apps

44



TACTIC

IMPLEMENTING

AGENCIES

Tactic 1

Enhance the use of digital wayfinding for
independent and semi-independent
Chinese tourists

Tourism
Associations
(Lead)

Product Owners
and Operators

Tactic 2

Integrate destination products and
services with Chinese social media and
cashless payment apps

Tourism
Associations
(Lead)

Product Owners
and Operators

45



DETAILED TACTIC1

Enhance The Use Of Digital Wayfinding Apps For Independent And Semi-
independent Chinese Tourists

* Leverage ondigital wayfinding apps to promote independent and semi-
independent travel

* Ensure product and service information is updated for convenience of
Chinese tourists

Popular Chinese Mobile Apps For Digital Wayfinding
| |

QYER Baidu Maps DianPing

» Digitaltrip planning » Digital wayfinding * Usegeolocation to
* Purchase entrance while at destination promote nearby
tickets to attractions, attractions &
etc. restaurants

* User-generated
reviews to build
confidence

46



DETAILEDTACTIC 2

Integrate Destination Products And Services With Chinese Social Media
And Cashless Payment Apps

» Train product and service operators to update information on Chinese social
media apps

* Promote use of Chinese cashless payment apps among vendors to encourage
higher spending

+ Utilise QR codes for the convenience of Chinese tourists using mobile apps

Chinese street vendor using QR codes QR codes can also be presentedin a
for cashless payment creative manner
(Source: The Getty Center's WeChat
Account)

47



Enhancing Value Creation
through Innovation and
Technology




Strategic
Action 1

Develop a Social
Media Strategy

Strategic
Action 2

Enhance
Partnerships
with the Travel

Industry in China

49



Strategic
Action1

Develop A Social Media
Strategy To Guide
Malaysia’s Tourism Digital
Marketing Approach To The
Chinese Market

50



TACTIC

IMPLEMENTING

AGENCIES
Tacticl Employ multi-channel social media TM (Lead)
marketing on Chinese platforms State Tourism
Boards
Tourism Industry
Tactic2 Engage key opinion leaders (KOLs) as TM (Lead)
tourism ambassadors of Malaysia State Tourism
Boards
Tourism Industry
Tactic3 Createinteractive and engaging content TM (Lead)
to attract the interest of the Chinese State Tourism
market Boards
Tourism Industry
Tactic4 Employing community marketingas a TM (Lead)
toolto reach specialinterest segments Tourism Industry
Tactic5 Provide trainingin the use of social TM (Lead)
media and community marketing to Tourism Industry
industry
Tacticé Usingbig datato keep up with trends and MOTAC (Lead)
changes of the Chinese tourist market ™
segment visiting Malaysia
Tactic7 Subscribing to Chinese outbound market TM (Lead)

research to keep up with global
megatrends

51



OVERVIEW OF SOCIAL MEDIA
STRATEGY

Strategy Approach Target Audience

Multi-channel I_Enga_ge P Mainstream
: with widespread
marketing market segment
appeal
Community Engage Specialinterest
marketing spelzcljal_llsed market segment
s
social Media _______________
Strategy --------------
: Engage master Tourism
Capacity . . .
buildin trainers from industry in
g China Malaysia
Undertake big
data analytics & Disseminate to
Market . .
: , subscribe to Malaysian
intelligence L
market tourism industry

research




DETAILED TACTIC1

Employing Multi-channel Social Media Marketing On Chinese Platforms

* Increase the digital presence of Tourism Malaysia in China by engaging a
social media marketing agency to create and manage accounts on China
social media

* Social media can be used to generate leads, boost awareness, increase
arrivals and enhance tourist loyalty

Popular platforms:
) . Wechat ”
Tourism Malavsi Social mediaaccounts |_
AN ELENEE on Chinese platforms ~
5
Weibo
7'y (0
|
: DouYin
I TikTok
Agency with Chinese 1 =)
social media marketing f= = == = == Sefyp and BiliBili e
expertise manage —
| Red @
Generate content: MaFengWo M
* Creativeand EYREET
interactive visual
content A
. i I
Vldeo - Up[oad/Posf L R R N} |

e Livestream

e Virtualtours

* Online exhibitions
*  Webinars

53



DETAILED TACTIC 2

Engaging Key Opinion Leaders (KOLS) As Tourism Ambassador Of

Malaysia

* Engage two categories of KOLs with different market appeal and target

audience

ldentify and
engage

Tourism
Malaysia

Category I:
Ambassadors

Key Representatives

Opinion ofMalaysia
Leaders
(KOLs)
™
Overseas
Officesin
China
Chinese KOLs
and expatriates
with targeted
followers

Engage media
agency to
develop content
featuring
tourism
ambassadors

Develop
customised
content based on
key message / -»>
theme provided
by TM

Promote /poston
Chinese Social Media

ol

c‘r DouYin
TikTok

BiliBil
bl =

I I MaFengWo
N4
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DETAILEDTACTIC3

Creating Interactive And Engaging Content To Attract The Interest Of
The Chinese Market

+ Content must be authentic, interactive, creative, exciting and interesting to
capture the attention of the Chinese outbound market segment

Examples of interactive and engaging social media content

| |
. Creative & interactive Live sales and

_— | iE SRR
" Hbidniptebesd
* Livestreamand VR + Content mustbe + Explore new methods
tours can provide a thematic and provide of promoting Malaysia
preview of what the the opportunity for the such as through the
tourist can expect audience to participate use of online auctions
when visiting a that generate
destination or excitement and FOMO

attraction



DETAILEDTACTIC 4

Creating Interactive And Engaging Content To Attract The Interest Of
The Chinese Market

* Community marketing is used to target segments who share similar
interests and is used to raise awareness, build brand loyalty and retention
of customers.

Community Marketing Process

Segment audience
by experience Examples:

Wechat Mini Programs
) Sina Weibo Super Topics
DouYin (TikTok) Hashtags

Online communities who share similar
interests

l ldentify

Engage Key Opinion Leaders (KOLs) &
Expatriates in Malaysia

FAM trips +
content creation

Promote activities and products to target
communities
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DETAILED TACTIC 5

Provide Training In The Use Of Social Media And Community Marketing
To Tourism Industry Operators

Invite master trainers from media and creative agencies in China to
organise livestreams and online webinars to train local industry players in
community marketing to Chinese social media

Tourism Malaysia

Sponsor
and Invite

Organise

S Ml Online Webinars and

from Media and . C o
. . Livestream Training
Creative Agencies .
. . Sessions
in China

A
|
|
|
|
|

Identify Examples of training modules:

* How to market using
Chinese social media

» Optimising KOL
marketing

* Online salesand

. livestreaming

Malaysian Travel « Creative advertising
Industry » Community marketing

and engagement

Attended by

57



DETAILEDTACTIC 6

Using Big Data To Keep Up With Trends And Changes Of The Chinese
Tourist Market Segment Visiting Malaysia

+ Setting up a big data centre will help the industry to gather real-time data
and make more informed decisions related to Chinese outbound tourismin
Malaysia.

Collect data from existing sources: Carryout

Tourism
Big Data
Centre + Tourist arrivals (entry

points into Malaysia)

MOTAC/ Big Data

Analytics

» Tourist flow /movement

(mobile data) Prepare

» Tourist spending /
shopping (cashless

payment apps) Quarterly

» Accommodation (hotels Performance
/AirBnb / etc.) Reports

» Transportation (flight &
ferry tickets, train
passes, Grab, etc.)

Share with

» Tourist opinion (social
media, internet
monitoring, etc.) Local

Tourism
Industry




DETAILED TACTIC7

Subscribing To Chinese Outbound Market Research To Keep Up With
Global Megatrends

* Subscribe to tourism market intelligence and research institutions
(gatekeepers) to keep up with current and emerging trends related to the
Chinese outbound travel market

Review and monitor

Tourism Malaysia

Partnership

.......................... .
1

+ COTRI i

Chinese Outbound Tourism * ForwardKeys i
Market Intelligence Units + DragonTrail i
+ UNWTO i

1

Produce

N

Monthly/quarterly reports on
Chinese outbound tourism trends
and statistics

Share key findings with tourism

industry in Malaysia
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Strategic
Action 2

Strengthen Partnerships

Between TM And Tourism

Industry Stakeholders In
China And Malaysia

60



Tactic1

TACTIC

Expand the role of TM's overseas offices

in Chinato provide advisory services to
Chinese outbound travel operators

IMPLEMENTING

AGENCIES

TM (Lead)

Tactic 2

Elevate local OTAs through
collaboration with the tourism industry
towards data-driven segmentation and
analytics

MOTAC (Lead)
™
MDEC

Tourism Industry
Tourism OTAs

61



DETAILED TACTIC1

Expand The Role Of Tourism Malaysia’'s Overseas Offices In ChinaTo
Provide Advisory Services To Chinese Outbound Travel Operators

* Empower TM overseas offices in China to be a one-stop centre for Chinese
travel agencies looking to develop customised tour packages to Malaysia
* Work with Malaysian travel industry to help develop packages and as ground

operators at destinations

Tourism Malaysia e

Training &
support

Malaysian Chinese

Inbound Travel
Agencies

TM Overseas

Offices in China

Develop and sell
customised
tour packages

Operated by

Destination advisory
and package
development services
1

|
|
1
4

Chinese Wholesalers
and Travel Agencies

Sell customised
packagesto their
customers online and
offline
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DETAILED TACTIC 2

Elevate Local O0TAs Through Collaboration With The Tourism Industry
Towards Data-driven Segmentation And Analytics

* Enhance collaboration between local 0TAs and the tourism industry to drive
tourism digitalisation of the Chinese market

MDEC Tourism Malaysia
l |
Support Support

!

Tourism Associations
and Travel Agencies

Local OTAs

STRENGTHS COLLABORATION STRENGTHS
. Content and
Technology Sharing of product knowledge

Digital networking
Data-driven market
intelligence

Direct sales

technology and
content

Market access
Market intelligence
Data sharing

Infrastructure and
logistics
Networking with
Chinese
wholesalers and
agencies
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IMPLEMENTATION
TIMELINE & OUTCOME







IMPLEMENTATION TIMELINE

Q4 2020 2021 2022

Establish Travel Bubbles

Rebuild confidence through communication campaign

Curate and upscale tourism experiences

Review MYTQA and certify tourism products

Enhance role of TM overseas offices

Set up big data centre
Develop and manage social media strateg

Enhance collaboration between local stakeholders

Industry training webinars / workshops

Enhance online wayfinding and information availability
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2023 2024

2025

m i
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OUTCOME OF THE STRATEGIC
MARKETING ACTION PLAN

MARKET
SEGMENTATION

* Geographic and
demographic
segmentation

only
* Common sense
Existinﬁ marketing
Approac
Proposed
Approach

+ Additional
experience-
based
segmentation

+ Data-driven
marketing

PRODUCT
DEVELOPMENT

* Tired products

* Lack of
experiential and
creative tourism

* Upscale and
promote
emerging
destinations

* Develop
creative tourism
for the Chinese
market

PROMOTIONAL
STRATEGIES

* Conventional
* Dependenton
wholesaler
« Static content

* Digital-focused

* Direct
marketing and
sales

* Interactive and
creative content
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DESTINATION
MANAGEMENT

» Lack of
destination
information

* Language
barrier
* Poor wayfinding

* Use QR codes
for information
and cashless
payment

* Digital
wayfinding

TOURIST
EXPERIENCE

* Multi-
destination

* Shallow
experience

* Extended stays
insingle
destination

* Inmersive
tourism
experience

* Interactive and
participatory

OUTCOME

* “Touch and go”
tourism

» Mass market
appeal

* Spending
dependent on
shopping and
Zero Cost Tours

* Customised
tourism
experience to
encourage
spending,
longer stays,
and repeat visits
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(Ministry of Tourism, Arts and Culture Malaysia)
2" Floor, No. 2 Tower 1, Jalan P5/6,

Precinct 5, 62200 Putrajaya, Malaysia
Tel: 603 8891 8000 * Fax: 603 8891 8999

Tourism Infoline: 1 300 88 5050
E-mail: enquiries@tourism.gov.my

@ www.malaysia.travel
¢ facebook.com/Malaysia.travel
w twitter.com/tourismmalaysia
© Instagram.com/malaysia.truly.asia
O blog.tourism.gov.my
® mytourismdata.tourism.gov.my

ALL RIGHTS RESERVED. No portion of this publication may be reproduced in whole or part without
the written permission of the publisher. While every effort has been made to ensure that
information contained herein is correct at the time of publication, Tourism Malaysia shall not be
held liable for any errors, omissions or inaccuracies which may occur.



