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Agenda

1. Outlook of Tourism in ASEAN/JP markets 15 min
2. Case studies of sustainable tourism 20 min
3. Panel discussion 50 min



1. Outlook of Tourism in ASEAN/JP markets
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Goals & Key themes of “Digital experience redesigning” Qualitive trendIS&HETXE
Our workstream’s goal is to encourage the transformation into a sustainable economic,
by utilizing digital to redesign the user experience of our selected target™.

* Target industry/company/service/product will be defined based on discussion with each country’s representatives.

P E

“Sustainable tourism leveraging digital”

“Create tourism eco-system for user to enjoy & continue enjoying”

e.g 1. Design the E2E customer journey for transportation — accommodation — destination, and
create the tourism eco-system
e.g 2. Establish the cycle for visitors to re-visit, re-experience online/offline

region/industry/company/product branding”
Transform MICE sites and establish system to support brand {5 leveraging digital

. “Create the global digital communication hub for

“Re-brand a suburb city for enterprise attraction to generate new
‘ employment and contribute to regional revitalization leveraging digital”




Approach & Where we are
Based on the desktop research + discussion with each country, today we will share the quantitative / qualitive trend of
tourism in ASEAN, JP market. In addition, we will have our panelist join us to discuss and share the locally unique trends,

challenges and how we can overcome them as team
AJBM@SG

DONE v 11/3

STEP1 STEP2 STEP4
HIGH-LEVEL THEME DISCUSSIO COUNTRY THEME DISCUSSION REALIZATION

* Discuss high-level theme of * Discuss focus theme for * Discuss To-Be of the selected * Initiate discussion on
Digital experience rebranding each country, and identify the theme realization
workstream potential collaboration partners
w/AJBM board members w/Each country AJBM boards
30t June SG 14:30- 16:00 7t Aug. SG 16:00- 17:00

21t Aug. SG 11:00- 12:00

Goal of Digital Team

Future of tourism [Discussion]

“Redesigning digital experience” For the growth of tourism in Singapore, 4 segments were identified to be tapped

T H il o i lyzed for each segment is the key when guiding them to come to Singapore, and again

Redesigning the user experience of a country ar company by utilizing digital to ues analy 8! i guiding eapore, &
‘encourage sustainable economic

* Functionallty (for remote working, co-creating)
- Effortl Seamlessly

eco-system
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share
' Encourage visitors to repeat for new experience




cf) Discussion session participants
Thank you so much for your cooperation !

Miwako Date (AJBM Sustainable tourism team, MORI TRUST President & CEO)
Tatsuma Murase (AJBM Sustainable tourism team, MIXI Director, Senior corporate officer)

LLENELT

g Dr Ahmad Shahir Abdul Aziz (InvestPerak, Senior manager)
W EIEWSE Cik Rozy Abd Rashid (Iskandar Regional Development Authority, Economics & Investment Assistant Vice
President)
Shahazana binti Shaari (Export-Import Bank of Malaysia, Head of Information Technology Department)
Aini Nagiah binti Ahmad (Malaysia Tourism Centre, Deputy Director)
Dr Anir Syazwan bin Sharbin (Malaysia Heritage Studios, Chief Technology Officer/GM)
Mior Lugman (RHL Ventures, VP)
Hazuarie Zulkiflee (ACES/ECERDC, Manager)
Teh Sook Ling (Selangor Human Resource Development Centre, Executive director)




Trend of tourism (1/4)
Trend of total number of visitors in each country
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Trend of tourism (2/4)
Trend of total receipts from tourism in each country
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Trend of tourism (3/4)
Trend of receipt / per visitor
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Trend of tourism (4/4)

In addition there were changes to customer behavior too. The destination country needs to be ready to host
“Independent travelers” who can manage travelling themselves and/or prefer value centric contents during travelling.

Pre- COVID

Post- COVID

ENABLER

CUSTOMER BEHAVIOUR

Seeing (visit) the famous sites
efficiently was important for large
group tourists

More customers have turned value
centric, and enjoys unique
experiences of the destination

Analyze data and
provide personalized service
for tailor made experience

CONTENT / VALUE

* Most tourist followed the
typical travel destination & routes and
visited only the few popular
destinations for 1time visit

* More customers are interested to
explore secondary sites based on
their interest (culinary, eco etc)

* “Story” and reasoning of “Why?” is
important

Transform communication
by brand redesign &
digitalization

Digital talent acquisition & nurturing

REVENUE STRUCTURE

e Tour group’s value chain is owned by
tourist’s country limits host country
to gain control over journey, and gain
revenue

* Digital generation can research,
book and transport by themselves.
More room for host country to
control or recommend itinerary

Provide digital PF to create
the tourism E2E eco-system
and engage with customers

11



cf) Pick-up voices from each country

In addition to the big common trend, each country have unique trends / challenges / iconic initiative to be shared

Malaysia already has many
skilful resource.
The headache is that many

q A=

For large tour groups, the whole
supply chain is owned by the host
country so destination country has

limited control + limited revenue

from them

- Thailand XXXX

= /

Issues or Key incentives that they are currently working

on% Pick up
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2. Case studies of sustainable tourism
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Rebranding a Theme park’s website for a holistic user experience

TREFVT T
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Redesigning digital experience for the worldly famous transportation hub

TREFVT T
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Redesigning “experience” to generate new experience
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Customer experience design to establish new tourism sites
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3. Panel discussion
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Panelists

Kasemsit Pathomsak

Merchant Partners Limited; Executive Chairman
Merchant Partners Securities Plc.; Merchant
Partners Asset Management, Merchant Capital
Pathomsak Holdings; President

Raja Hamzah Abidin
RHL Ventures
Co-Founder, Co-Managing Partner

Gan-Low Mei Leong

Iskandar Regional Development Authority
(IRDA)
Head, Economics & Investment

JP Representative
TBD
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Key questions

Change in
Customer Behavior

Change in
Content/Value of
Visit

Change in

Revenue Structure

Enabling
Digital Resource

Accelerator
(AJBM Collaboration)

What are the key changes in customer behavior in your market ?

What are the key points when adapting to this change ?

What are/were the challenges ?

How have the interest of customers changed ?

What iconic initiatives / tours are planned to accommodate this change ?
How have the touch point with customers and revenue point changed ?
What are the counter measures ?

What are some challenges ?

How can we prepare skillful digital resource to drive these initiatives ?
How should we educate ?

How can ASEAN and JP countries collaborate to drive sustainable tourism in our
markets ?
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Key take aways

XX

Pre- COVID

Post- COVID

ENABLER

CUSTOMER BEHAVIOUR CONTENT / VALUE REVENUE STRUCTURE

* Most tourist followed the * Tour group’s value chain is owned by
typical travel destination & routes and tourist’s country limits host country
ain control over journey, and gain

nue

* Seeing (visit) the famous sites
efficiently was importapisiasts
group tourists

* More customers have
centric, and enjoys un
experiences of the de

al generation can research,
and transport by themselves.
e room for host country to

rol or recommend itinerary

. .

7 L—LI(Zia 2 TClosing

.

Analyze data and Transform communication Provide digital PF to create
provide personalized service by brand redesign & the tourism E2E eco-system
for tailor made experience digitalization and engage with customers

Digital talent acquisition & nurturing
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How can we move forward together ?

ASEAN-IP Bt HixA A —DDHE
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