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It gives me great 
pleasure to present 

Tourism Malaysia 
Marketing Plan for 

2022-2026, which 
is an initiative to 

create integrated and 
holistic strategies 

to boost both supply
and demand in our 

tourism industry.

DIRECTOR
GENERAL

DATO’ HJ. ZAINUDDIN ABDUL WAHAB
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 MESSAGE FROM DIRECTOR GENERAL

The rapid spread of the coronavirus 
caught most of the world unprepared. 
Countries have to close their borders 
to foreign travellers, making the 
tourism industry the first to face the 
brunt of the impact. 
 
Malaysia is no exception. Our 
international tourist arrivals recorded 
a sharp decline following the closure 
of our borders in March 2020, after 
COVID-19 was declared a pandemic 
by the World Health Organisation 
(WHO). According to the World 
Tourism Organisation (UNWTO), the 
world economy is projected to grow 
by 4% in 2022 and 3.5% in 2023, after 
a global contraction of 3.4% in 2020 
and a rebound of 5.5% in 2021.

The sudden halt in tourism, both 
internationally and domestically, due 
to the pandemic, has highlighted 
the importance of the sector to both 
national economies and individual 
livelihoods. Therefore, the restarting of 
tourism in 2022 and beyond is crucial 
due to its devastating impact on the 
service industry, including hotels, tour 
agencies, food and beverages services, 
theme parks, and retail trade.

Although most tourism experts do not 
expect international tourism to return 
to pre-COVID-19 levels before 2023, 
we remain positive and hopeful that 

COVID-19 will become endemic and 
ease us into accepting more tourists 
and gradually welcome international 
tourists again.

We are aware that the challenges in 
the tourism industry will get tougher 
in the coming years; hence, it is crucial 
for the tourism industry to be well-
prepared for the post-COVID-19 travel 
demands and expectations, and to 
remain focused in order to support 
its sustainable recovery and rebuild 
the sector in the coming years.

As such, it gives me great pleasure to 
present Tourism Malaysia Marketing 
Plan for 2022-2026, which is an 
initiative to create integrated and 
holistic strategies to boost both supply 
and demand in our tourism industry.
It sets out the general outlook and 
perspectives for the overall marketing 
programme for Tourism Malaysia, and 
our strategies and priorities for the 
next five years to achieve a successful 
and sustainable tourism industry for 
the country.

This Marketing Plan is prepared upon 
discussions with industry players and 
stakeholders, and is in line with the 
National Tourism Policy 2020-2030 as 
well as our strategic direction over the 
next five years.

I would like to take this opportunity 
to thank all our tourism partners 
and stakeholders for their input in 
the formulation of our strategies and 
the preparation of this plan. We will 
continue to work closely with them in 
facing any challenges that may come 
our way and strive together to achieve 
the country’s tourism goal and elevate 
the national economy.

Moving forward, let us be cognisant of 
the importance of digitalisation and 
innovation in working our way through 
revitalising the new tourism scene 
amid this era of technology. 

Thank you.

DATO’ HJ. ZAINUDDIN ABDUL WAHAB
Director General

We are also optimistic that the domestic tourism 
industry will perform better in 2022, driven by the 
rising rates of vaccination, consumer confidence, 
and the government’s regulations on relaxing travel 
restrictions in the new normal.
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ABOUT US8
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ABOUT UST

Malaysia Tourism Promotion Board or Tourism Malaysia is an agency under the Ministry of 
Tourism, Arts and Culture Malaysia (MOTAC). It focuses on the specific task of promoting 
tourism in Malaysia and overseas. Since its inception in 1972, Tourism Malaysia has 
grown by leaps and bounds and it has played a prominent role in the international 
tourism arena.

8 ABOUT US
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ABOUT 

OUR VISION OUR MISSION

OUR FUNCTIONS
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ABOUT UST
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9ABOUT US

OUR OBJECTIVES
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EXECUTIVE SUMMARY10

MMAMARMMAMAMARMARMAMA KETKETINGINGNGNGGGG PPLANANANANAN NNANNNN 202022 - 2026262

EXECUTIVE SUMMARYRR

Tourism Malaysia Marketing Plan 2022-2026 is based on Tourism Malaysia’s strategic 
direction, which has been compiled in the Tourism Malaysia Strategic Plan 2022-2026. It 
is developed by taking into account the country’s brand policy, market and travel trends, 
available resources, budget, network, trade and economic policy, travel formalities, 
technology know-how, manpower skills, and support from the stakeholders, at both 
international and domestic levels.  

MARKETING PLAN 2022 - 2026

SUMMARY

10 EXECUTIVE SUMMARY

1. National Tourism Policy 
2020-2030

2. UNWTO Sustainable 
Development Goals (SDGs)

4. National Cultural Policy 
2021

3. National Ecotourism 
Plan 2016-2025 
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EXECUTIVE SUMMARY 11
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EXECUTIVE SUMMARYRR

GOALS/ OBJECTIVES

MARKETING PLAN 2022 - 2026

11EXECUTIVE SUMMARY
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EXECUTIVE SUMMARY

STRATEGY FORMULATION

2026

   

THREATS

WEAKNESSES

   OPPORTUNITIES

STRENGTHSDOMESTIC

12
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EXECUTIVE SUMMARY
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EXECUTIVE SUMMARY

TOWS Analysis

A TOWS Analysis is an extension of the SWOT Analysis framework that identifies an organisation’s strengths, weaknesses, 
opportunities and threats. This strategic planning tool enables Tourism Malaysia to match the internal strengths of our tourism 
industry with external opportunities, and highlights our vulnerability to threats based on our weaknesses. This analysis enables 
Tourism Malaysia to take relevant actions to reduce threats, take advantage of opportunities, overcome weaknesses and exploit 
strengths. 

INTERNATIONAL

THREATS    OPPORTUNITIES

WEAKNESSES STRENGTHS
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EXECUTIVE SUMMARY

MARKETING PLAN 2022 - 2026

      Focus 

Lead Support

DOMESTIC

INTERNATIONAL

Lead Support
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EXECUTIVE SUMMARY

MARKETING PLAN 2022 - 2026

INTERNATIONAL

DOMESTIC

VUCA stands for Volatility, Uncertainty, Complexity and Ambiguity. It describes the situation of constant, unpredictable change 
that is now the norm in certain industries and areas of the business world. VUCA demands that you avoid traditional, outdated 
approaches to management and leadership, and day-to-day work.

2022-2024 
(VUCA)

2022 (VUCA)

2023 (VUCA)

2025-2026

2024-2026

Phase 1: Phase 3: 

Phase 2: 

TIMEFRAME
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MARKET OVERVIEW16
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MARKET OVERVIEW

GLOBAL
Based on reports from 
UNWTO, global tourism 
experienced a 4% upturn in 
2021, compared to 2020 (415 
million versus 400 million). 
However, international 
tourist arrivals (overnight 
visitors) were still 72% 
below the pre-pandemic 
year of 2019, according to 
preliminary estimates by 
UNWTO. 

MARKETING PLAN 2022 - 2026

OVERVIEW

16 MARKET OVERVIEW
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MARKET OVERVIEW 17
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MARKET OVERVIEW

A challenging economic 
environment could put 
additional pressure on 
the effective recovery of 
international tourism, 
with the surge in oil prices, 
increase in  inf lat ion, 
potential rise in interest 
rates, high debt volumes 
and the continued disruption 
in supply chains.

Major travel trends 
in 2022 are nature-
based products and 
rural tourism

Open-air activities

Domestic tourism

Rural tourism

17
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MARKET OVERVIEW
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MARKET OVERVIEW

DOMESTIC 

RM750 million 

As the pilot project, 
Langkawi recorded over

720,000

MARKETING PLAN 2022 - 2026

18 MARKET OVERVIEW
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MARKET OVERVIEW

Vaccinated 
Travel Lane (VTL)

38,000 
tourists have 
entered 
Malaysia via 
the VTL

Pinang Peranakan Mansion - Penang
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MARKET OVERVIEW

RM1.6 
billion to revive 
the tourism 
sector

RM600 
million for the 
tourism sector 
under PENJANA 
Tourism 
Financing 
and BPMB 
Rehabilitation 
Scheme

RM85 
million for over 
20,000 tourism 
operators 
registered under 
MOTAC

RM50 
million for the 
maintenance 
of tourism 
infrastrusture
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MARKET OVERVIEW 21MARKET OVERVIEW

Sipadan Island, Semporna – Sabah 
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MALAYSIA’S TOURISM PERFORMANCE 2020

Malaysia began closing its borders from 18 March 2020 
for any social visit activities following the outbreak of 
the COVID-19 pandemic. This move caused a significant 
decrease in the number of foreign tourist arrivals, starting 
from April 2020.

TOURIST ARRIVALS

PERFORMANCE
2020

Percentage Share of 
Contributors of International 
Tourists to Malaysia in 2020

-83.4%

2019
26.1

Million

2020
4.3
Million

Short-haul market 

-83.5%

Short-haul market 
(Southeast Asia) 

68.1% 
Medium-haul market
(East Asia and South Asia)

20.1%
Long-haul market (West Asia, 
Central Asia, America, Oceania, 
Europe and Africa)

11.8%

The massive drop in international tourist 
arrivals is attributed to the closure of 
Malaysia borders since 18 March 2020 due 
to the spread of the COVID-19 pandemic.

Medium-haul market 

-84.7%
Long-haul market 

-79.7%

Mount Kinabalu - Sabah



23

MARKETING PLAN 2022 - 2026

MALAYSIA’S TOURISM PERFORMANCE 2020

Top 10 Markets for 
Tourist Arrivals to 
Malaysia in 2020

Excursionist arrivals to Malaysia

Thailand  

394,413

Australia 

72,680

India 

155,883

Philippines 

66,051

Singapore

1,545,255

Brunei 

136,020

Indonesia

711,723

South Korea

119,750

China

405,149

Japan 

74,383

-80.2%

 
8.9 million

2020 
1.8 million

(-84.8%)

(-80.4%)

(-87.0%)

(-79.1%)

(-78.8%)

(-88.8%)

(-82.2%)

(-82.5%)

(-80.3%)

(-84.3%)
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MALAYSIA’S TOURISM PERFORMANCE 2020

TOURIST RECEIPTS

DOMESTIC TOURISM

24
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MALAYSIA’S TOURISM PERFORMANCE 2020

Main contributors to the 
overall expenditure of
foreign tourists in 2020 

Domestic tourists

Singapore
RM2.7 billion
Indonesia
RM2.0 billion
China
RM1.8 billion
India
RM741.9 million
Thailand
RM605.2 million

45.4%

100

2019 2020

80

40

60

20

0

2020
RM46.3

million
RM84.7

million
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MALAYSIA’S TOURISM PERFORMANCE 2020

most popular states 
in 2020 

Top 5 states with the 
highest number of paid 
accommodations

Pahang
5.2 million

Sabah
614

Perak

4.9  million

Sarawak
581

Selangor
4.7 million

Johor
557

Johor
4.0 million

Pahang
482

Kuala Lumpur
3.7 million

Kuala Lumpur
472

HOTELS AND
AVERAGE 
OCCUPANCY RATE

Pangkor Laut Resort - Perak
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MALAYSIA’S TOURISM PERFORMANCE 2020

Top 5 states with the 
highest number of hotel 
guests

      

Contributions of Malaysia’s 
tourism industry in 2019

Pahang
7.3 million

Gross Domestic
Product

Employees

Kuala Lumpur
6.1 million
Johor
3.9 million
Penang
2.9 million
Sarawak
2.8 million

RM240.2 
billion 3.6 

million(15.9%)

INDUSTRY
PERFORMANCE
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MALAYSIA’S TOURISM PERFORMANCE 2020 27MALAYSIA'S TOURISM PERFORMANCE 2020

Darul Hana Bridge, Kuching – Sarawak 

MARKETING PLAN 2022 - 2026
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DOMESTIC AND EVENT STRATEGIES28
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DOMESTIC AND EVENT STRATEGIES

Tourism Malaysia aims to invigorate domestic tourism and intensify the promotion 
of tourist hotspots and destinations among domestic tourists. The domestic tourism 
industry is the prime source of national revenue and main contributor to the 
socioeconomic of the nation.

EVENT STRATEGIES

28
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DOMESTIC AND EVENT STRATEGIES

Goals/Objectives
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DOMESTIC AND EVENT STRATEGIES 29
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DOMESTIC AND EVENT STRATEGIES

Action Plans

29
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DOMESTIC AND EVENT STRATEGIES
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DOMESTIC AND EVENT STRATEGIES

Activity: Gegar Misi Jualan 
Domestik 

Detail:

Activity: MATTA Fair 

Detail:

Activities/
Programmes

Activity: Malaysia Mega Festival

Detail:

Activity: Malaysia Domestic  
Trade Fair 

Detail:

Activity: Jom Cuti-Cuti 
Malaysia Travel Fair

Detail:

Activity: Malaysia Travel Mall 
(e-Travel Mall)

Detail:
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DOMESTIC AND EVENT STRATEGIES

Saloma Link Bridge -Kuala Lumpur
31DOMESTIC AND EVENT STRATEGIES



32

MARKETING PLAN 2022 - 2026

MALAYSIA’S TOURISM PERFORMANCE 202032
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MALAYSIA’S TOURISM PERFORMANCE 2020

SOUTHEAST ASIA
For the Southeast Asian market, Tourism Malaysia aims 
to effectively communicate the diversity of Malaysia's 
tourism product offerings, increase visitors’ length of 
stay and local expenditure, and attract return visitors.

32
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INTERNATIONAL PROMOTION STRATEGIES

LAOS
MYANMAR

VIETNAMTHAILAND

CAMBODIA

MALAYSIA

SINGAPORE

BRUNEI

PHILIPPINES

INDONESIA

ASEAN

Goals/Objectives

Africa

Europe

Oceania

America

Asia

ASEAN

PROMOTION
STRATEGIES
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MALAYSIA’S TOURISM PERFORMANCE 2020 33
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MALAYSIA’S TOURISM PERFORMANCE 2020 33
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INTERNATIONAL PROMOTION STRATEGIES

Malaysia.

Action Plans
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INTERNATIONAL PROMOTION STRATEGIES

Malaysia.
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INTERNATIONAL PROMOTION STRATEGIES

Activities/Programmes

Activity:  Consumer Fairs/
Trade Exhibitions

Detail: 

Activity:  Social Media 
Campaigns 

Detail:  

Activity:  Malaysia Food & 
Culture Festival

Detail: 

Activity:  Bus and Airline 
Promotional Campaigns

Detail: 

Activity:  Presentations to 
Higher Institution Education

Detail:  

Malaysia.

Activity: Travel Malaysia Fair 
and Malaysia Fest

Detail: 
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INTERNATIONAL PROMOTION STRATEGIES

Activity:  Joint Promotions 
with Tour Operators

Detail:

Activity:  Roadshows

Detail:

Activity:  Familiarisation Trips 
for Media/Bloggers/Influencers/
Travel Agents

Detail:

Activity:  Advertising

Detail:
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INTERNATIONAL PROMOTION STRATEGIES

01

02 03

04

05

06

ASIA AND AFRICA
Based on the current situation, there is a change of 
demand in Asia and Africa’s outbound markets towards 
experiential and special interest tourism. There is also 
a change in tourist behaviour, which indicates a move 
away from mass group holidays, to more sophisticated 
and flexible holidays.

Goals/Objectives Action Plans
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INTERNATIONAL PROMOTION STRATEGIES

BOOK NOW

4/5
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INTERNATIONAL PROMOTION STRATEGIES

Activities/Programmes

Activity:  Online 
Promotions/Campaigns

Detail: 

Activity:  Media/Influencers/
KOL Promotions/Fam Trips

Detail:

Activity: Roadshows/Travel 
Fairs

Detail:

Malaysia. 
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INTERNATIONAL PROMOTION STRATEGIES

Activity:  Joint 
Promotions/Smart 
Partnership (Airlines 
and Agencies)

Detail:

Activity:  Local 
Promotions

Detail:

Activity:  TV Home 
Shopping

Detail:

Activity: Advertisements

Detail:

Activity:  PR Activities

Detail:
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INTERNATIONAL PROMOTION STRATEGIES

AMERICA, EUROPE AND OCEANIA
For the American, European and Oceania markets, Tourism Malaysia aims to market 
Malaysia as a destination of excellence, and continue to make the tourism sector the 
pillar and contributor to the development of the country’s economy. We will also position 
the country as a safe, attractive and quality tourism destination, which offers  a wide 
range of unique tourist attractions and tourism products.  

Goals/Objectives
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INTERNATIONAL PROMOTION STRATEGIES

Action Plans
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INTERNATIONAL PROMOTION STRATEGIES

Festival

Music
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INTERNATIONAL PROMOTION STRATEGIES

Activities/Programmes

Activity:  Consumer Fairs/Trade 
Shows 

Detail:

Activity:  Roadshows and Joint 
Promotions with Travel Agents 
and Airlines

Detail:

Activity:  B2B Networking 
Events/Sales Missions/
Roadshows

Detail:

Activity:  Strengthen Digital 
Marketing in the America, Europe 
and Oceania Markets

Detail:

Activity:  Malaysia Food & 
Culture Festival

Detail:

America, Europe and Oceania
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INTERNATIONAL PROMOTION STRATEGIES

Activity:  Partnership with OTAs 
and Media

Detail:

Malaysia. 

Activity:  Media and Fam Trips

Detail:

Activity:  Malaysia Culinary 
Promotion

Detail:

Activity:  AeroMeet 

Detail:

Activity:  Flight Centre Travel Expo

Detail:
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NICHE/HIGH-YIELD SEGMENT STRATEGIES46
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NICHE/HIGH-YIELD SEGMENT STRATEGIES

SEGMENT STRATEGIES

The Package Development Division will support the Marketing Plan 2022-2026 by 
focusing on the promotion of niche tourism segment, including diving, golf, shopping, 
gastronomy, theme parks, edutourism, health and wellness, ecotourism, etc. These 
niche tourism attractions will generate high returns to help achieve the goals and 
objectives of the organisation. 

Goals/Objectives Action Plans

46

MARKETING PLAN 2022 - 2026

NICHE/HIGH-YIELD SEGMENT STRATEGIES
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NICHE/HIGH-YIELD SEGMENT STRATEGIES 47
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NICHE/HIGH-YIELD SEGMENT STRATEGIES

MARKETING PLAN 2022 - 2026

Lata Berkoh, Jerantut – Pahang 

47NICHE/HIGH-YIELD SEGMENT STRATEGIES
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NICHE/HIGH-YIELD SEGMENT STRATEGIES48
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NICHE/HIGH-YIELD SEGMENT STRATEGIES

COMMUNICATION
STRATEGIES

ADVERTISING AND DIGITAL DIVISION
The Advertising and Digital Division will support the Marketing Plan 2022-2026 by focusing 
on the following plans to help achieve the goals and objectives of the organisation. 

Goals/Objectives

Action Plans

48
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INTEGRATED COMMUNICATION STRATEGIES
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NICHE/HIGH-YIELD SEGMENT STRATEGIES 49
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NICHE/HIGH-YIELD SEGMENT STRATEGIES

Cameron Highlands - Pahang

3 Pillars of Advertising 
Campaign 2022-2026

Global
In-market

Domestic

49
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INTEGRATED COMMUNICATION STRATEGIES
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INTEGRATED COMMUNICATION STRATEGIES

The Corporate Communications Division will support the Marketing Plan 2022-2026 by 
focusing on the following action plans to help achieve the goals and objectives of the 
organisation. 

Goals/Objectives

50
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CORPORATE COMMUNICATIONS DIVISION
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INTEGRATED COMMUNICATION STRATEGIES

Action Plans

51

MARKETING PLAN 2022 - 2026
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CONCLUSION52
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CONCLUSION

According to the UNWTO 
Panel of Experts, most 
tourism professionals 
(61%) see better prospects 
for 2022. While 58% expect 
a rebound in 2022, mostly 
during the third quarter, 
42% point to a potential 
rebound only in 2023. A 
majority of experts (64%) 
now expect international 
arrivals to return to 2019 
levels only in 2024 or 
later, up from 45% in the 
September survey. 

CONCLUSION

52
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CONCLUSION
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REFERENCES AND SUGGESTED READING & ABBREVIATIONS 53
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REFERENCES AND SUGGESTED READING & ABBREVIATIONS

SUGGESTED READING

ABBREVIATIONS

2026

2020

ALOS
FIT
KOL
LADA

MAH

MATTA

MHTC

MICE 

MOTAC

NTO
OTA 
PATA
SNS
SOP 
TIC
TMCC

UNSDGs

UNWTO

VTL

53
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REFERENCES AND SUGGESTED READING & ABBREVIATIONS
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CONCLUSION54
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CONCLUSION

ACKNOWLEDGEMENTS

Tourism Malaysia Marketing Plan 2022-
2026 is a collaborative effort between 
Tourism Malaysia and officials who serve 
in different portfolios, divisions, and 
units. They include:

Advisors

Malaysia

    Malaysia

Secretariat Team

Main Contributors and Presenters

Special Appreciation

54

MARKETING PLAN 2022 - 2026

ACKNOWLEDGEMENTS



55

MARKETING PLAN 2022 - 2026

LIST OF TOURISM MALAYSIA DOMESTIC REGIONAL AND OVERSEAS OFFICES 

LIST OF TOURISM MALAYSIA

DOMESTIC REGIONAL 
HEAD OFFICE
MALAYSIA TOURISM PROMOTION BOARD

1300 88 5050 (within Malaysia only)

NORTHERN REGION
(Perak, Pulau Pinang, Kedah, 
Perlis)

PENANG

CENTRAL REGION
(Kuala Lumpur, Selangor, 
Putrajaya, Negeri Sembilan)

KUALA LUMPUR

SOUTHERN REGION
(Melaka, Johor)

JOHOR

EAST COAST REGION
(Pahang, Terengganu, Kelantan)

PAHANG

EAST MALAYSIA
SARAWAK

SABAH

twitter.malaysia.travel

youtube.malaysia.travel

instagram.malaysia.travel
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LIST OF TOURISM MALAYSIA DOMESTIC REGIONAL AND OVERSEAS OFFICES 

OVERSEAS OFFICES

AUSTRALIA
Sydney

BRUNEI

CHINA
Beijing

Guangzhou

Shanghai

FRANCE
Paris

GERMANY
Frankfurt

HONG KONG

INDIA
Chennai
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LIST OF TOURISM MALAYSIA DOMESTIC REGIONAL AND OVERSEAS OFFICES 

Mumbai

New Delhi

 

INDONESIA
Jakarta

Medan

JAPAN
Osaka

Tokyo

KAZAKHSTAN
Almaty

KOREA
Seoul

NETHERLANDS
The Hague
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LIST OF TOURISM MALAYSIA DOMESTIC REGIONAL AND OVERSEAS OFFICES 

NEW ZEALAND
Auckland

PHILIPPINES
Manila

RUSSIA
Moscow

SAUDI ARABIA
Jeddah

SINGAPORE

TAIWAN
Taipei

THAILAND
Bangkok

TURKEY
Istanbul

UNITED ARAB EMIRATES
Dubai



59

MARKETING PLAN 2022 - 2026
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UNITED KINGDOM
London

UNITED STATES OF AMERICA
Los Angeles

VIETNAM
Ho Chi Minh City
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CAMBODIA
Phnom Penh

BANGLADESH
Dhaka

IRELAND
Dublin

LAOS
Vientiane

IRAN

CANADA
Vancouver

MARKETING REPRESENTATIVES

LIST OF TOURISM MALAYSIA DOMESTIC REGIONAL AND OVERSEAS OFFICES
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LIST OF TOURISM MALAYSIA DOMESTIC REGIONAL AND OVERSEAS OFFICES 

MALAYSIA TOURISM PROMOTION BOARD

1300 88 5050 

twitter.malaysia.travel

youtube.malaysia.travel

instagram.malaysia.travel


